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ABSTRAK 

 

Dea Alyutya Oktari NRP. 1423015181. SIKAP WARGA 

SURABAYA MENGENAI PROGRAM CORPORATE SOCIAL 

RESPONSIBILITY “BRING BACK OUR BOTTLE” OLEH THE BODY 

SHOP INDONESIA.  

 

Corporate Social Responsibility  merupakan kegiatan Public 

Relations yang mempererat hubungan perusahaan dengan publiknya dan 

dilakukan sebagai bentuk kepedulian perusahaan terhadap lingkungannya. 

“Bring Back Our Bottle” dilakukan sebagai bentuk komitmen dari The 

Body Shop untuk bertanggung jawab atas produknya kepada lingkungan. 

 Penelitian ini menggunakan pendekatan kuantitatif dengan 

metode survei. Penelitian ini menggunakan 1 variabel guna mengetahui 

sikap warga Surabaya mengenai program CSR “Bring Back Our Bottle” 

oleh The Body Shop Indonesia. 

 

 Sikap terdiri dari tiga komponen, yaitu komponen kognitif, 

afektif, dan konatif. Dalam penelitian ini mendapatkan hasil yang 

disimpulkan bahwa mayoritas responden memiliki sikap positif terhadap 

program CSR “Bring Back Our Bottle” oleh The Body Shop Indonesia. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Kata Kunci: Sikap, Corporate Social Responsibility “Bring Back Our 

Bottle”, The Body Shop. 



 
 

xxi 
 

ABSTRACT 

 

Dea Alyutya Oktari NRP. 1423015181. SURABAYA 

RESIDENTS’S ATTITUDE REGARDING THE CSR PROGRAM 

“BRING BACK OUR BOTTLE” BY THE BODY SHOP INDONESIA. 

 

Corporate Social Responsibility is a Public Relations activity 

that strengthens the company's relationship with the public and is carried 

out as a form of the company's concern for its environment. "Bring Back 

Our Bottle" is carried out as a form of commitment from The Body Shop 

to be responsible for its products to the environment. 

This study uses a quantitative approach with survey methods. 

This study uses 1 variable to find out the attitude of Surabaya residents 

regarding the CSR program "Bring Back Our Bottle" by The Body Shop 

Indonesia. 

 

Attitudes consist of three components, namely the cognitive, 

affective, and conative components. In this study, it was concluded that 

the respondents had a positive attitude towards the CSR program "Bring 

Back Our Bottles" by The Body Shop Indonesia. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Keywords: Attitude, Corporate Social Responsibility “Bring Back Our 

Bottle”, The Body Shop Indonesia. 


