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ABSTRAK 

 

Maria Esterlita NRP. 1423012031. SIKAP KONSUMEN GRAMEDIA 

MENGENAI PROGRAM CSR “GRAMEDIA GO GREEN, NO PLASTIC 

BAGS TODAY” DI GRAMEDIA SURABAYA. 

Corporate Social Responsibility adalah komitmen perusahaan untuk 

berkontribusi dalam pengembangan ekonomi yang berkelanjutan dengan 

memperhatikan aspek ekonomi, sosial, dan lingkungan. CSR “Gramedia Go 

Green, No Plastic Bags Today” dilakukan sebagai bentuk komitmen Gramedia 

untuk bertanggung jawab kepada lingkungannya.  

Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

survei. Penelitian ini merupakan penelitian 1 variabel yang dilakukan guna 

mengetahui sikap konsumen Gramedia mengenai program CSR “Gramedia Go 

Green, No Plastic Bags Today” di Gramedia Surabaya. Sikap terdiri dari tiga 

komponen, yaitu komponen kognitif, afektif, dan konatif. Dalam penelitian ini 

dapat disimpulkan bahwa mayoritas responden memiliki sikap positif terhadap 

program CSR “Gramedia Go Green, No Plastic bags Today” di Surabaya. 

 

Kata Kunci:  Sikap, Konsumen, Corporate Social Responsibility, Gramedia 
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ABSTRACT 

 

Maria Esterlita NRP. 1423012031. GRAMEDIA’S CONSUMER ATTITUDE 

REGARDING THE CSR PROGRAM "GRAMEDIA GO GREEN, NO 

PLASTIC BAGS TODAY" IN SURABAYA. 

 Corporate Social Responsibility is the company's commitment to 

contribute to sustainable economic development by taking into account 

economic, social , and environmental. CSR "Gramedia Go Green, No Plastic 

Bags Today" performed as a commitment by Gramedia to be responsible to the 

environment .  

 This study uses a quantitative approach with survey method. This 

study was conducted to determine Gramedia’s consumer attitude regarding the 

CSR program "Gramedia Go Green, No Plastic Bags Today" in Surabaya. 

Attitudes consists of three components, namely components of cognitive, 

affective, and conative. In this study it can be concluded that the majority of 

respondents have a positive attitude towards CSR program "Gramedia Go 

Green, No Plastic bags Today" in Surabaya. 
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