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Abstract 

As seventh-highest economic growth, Indonesia is becoming the one of the preferred investment destinations in 

Asian. Therefore, numerous issues are occurring from its investment activities. One of them is to create and 

improve customer trust and perceived value.  Thus, the purpose of this study is to examine the role of corporate 

image as a moderating variable in the relationship between corporate social responsibilities in improving customer 

trust and creating customer perceived value in commuter line train service, Indonesia. The design of this study is 

quantitative (explanatory research) that aims to analyze the causal relationship among variables (corporate social 

responsibility, corporate image, customer trust and perceived value). A total of 400 passengers of the commuter 

line train participated in this study and collected using convenience sampling. The data analyzed using structural 

equation modeling (VBSEM/ Partial Least Square) and performed by SmartPLS 3.0. The result of data analysis 

showed that corporate social responsibility has a significant relationship on customer trust and perceived value. 

Also, this study found that the corporate image moderates the relationship between corporate social responsibility 

and customer trust. Also, the corporate image does not moderate the relationship between corporate social 

responsibility and customer perceived value. The outcome of this study expected can give managerial implications 

to public companies in improving their quality services through the corporate image. 

 

Keywords: Structural equation model (Partial Least Square), corporate social responsibility, customer perceived 

value, customer trust, corporate image. 

 

1. INTRODUCTION 

As one of the world’s favorite investment destinations in Asian and seventh-highest economic 

growth, Indonesia should increase economic activities to enhance the capital of the country, 

improve their public infrastructure and to create the policy for mass transportation mode. It 

aims to solve the major problem faced by the Indonesian government especially in the area of 

Jakarta. This area became one of the most crowded capital city around Indonesia with a total 

population is 10.37 million with high congestion of up to 68 minutes/ day and the value of 

economic losses due to traffic jam approximately IDR 67 trillion/ year (Aziza, 2017; Nailufar, 

2017). 

 

Thus, to solve this issue, then Indonesia Government provided a commuter line train, which 

serves nine routes in Greater Jakarta that transported 952,932 passengers per day (KCJ, 2017). 

The commuters have a subsidized and progressive ticketing system that only charges IDR1000 

or equal to $0.06 in the first 10 kilometers and then IDR 3000 or equal to $0.20). This 
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transportation mode is fast and very affordable for the people of Jakarta. In serving the Jakarta 

community for 58 years, the major problems faced by KCJ in providing its services were lack 

of transport capacity, old railroad infrastructure which caused trains to plummet, and complaints 

about sexual harassment towards women passengers (Ibid, 2017). 

 

However, since 2000, the continuous improvements have been made to reduce problems such 

as improving the physical carriages by obtaining train grants from Japan, new railroad 

procurement projects, practical ticketing systems, providing priority seats for seniors and 

pregnant women, and separating carriage for women and men to reduce the possibility of sexual 

harassment (Ibid, 2017). Nevertheless, the emergence of the online taxi bike in 2010 by GO-

JEK Indonesia, has almost the same ability to penetrate Jakarta's congestion, can be a threat in 

the KCJ business in the future. Therefore, it encouraged KCJ to create a differentiation strategy 

that distinguished them from competitors by providing additional facilities on the train aimed 

at increasing passenger comfort and passenger satisfaction with the concept of the Rail Clinic 

and Rail Library. These two service concepts are also a form of corporate social responsibility 

that is integrated into the KCJ business (Ibid, 2017). It is because KCJ as a provider of 

transportation mode gives negative environmental impacts such as noise, air pollution and 

congestion. It encourages KCJ as a public company to commit to reducing their negative 

externalities by running CSR programs. It is the socially responsible business practice in CSR 

concept that provides the company with a competitive advantage (David & Gallego, 2009) 

 

The similar nature of the company to CSR is the principle of accountability, transparency and 

respect for different stakeholder interests including community and environment. Nevertheless, 

because of these differences of interest and orientations between internal stakeholders and 

external stakeholders, the public company uses CSR as a strategy to accommodate these 

differences (Baric, 2017). Moreover, the public sector or company is expected to play a role in 

CSR to endorsing the CSR concept in private enterprises and adhering to good CSR practices 

and commitment to relevant regulatory roles (World Bank, 2003).  

 

Nowadays, the business organizations involved in serious efforts to interpret and integrate CSR 

into all business aspects  (Lu & Castka, 2009). Therefore, the world companies began to see 

social responsibility as a form of long-term investment, and not as expenses incurred by the 

company. It is a part of the company’s effort to support sustainable development in social, 

economic and environmental aspects (Martinez et al., 2014; Patricia & Ignacio, 2012). The 

implementation of CSR gives many advantages to company such as maintaining the long-term 

sustainability, improving the financial performance, reducing the cost, increasing the capacity 

to innovate, establishing good relations with the government, reducing crisis and risk 

management, improving the brand value and company reputation, and fostering the relationship 

and customer awareness to their brand (Jones & Comfort, 2005). Mandina et al., (2014) 

mentions the CSR activities that able to improve the company image and strengthen the 

relationship between the organization and the surrounding community. It is because of the 

consumers and community awareness about the importance of environment protection, social 

responsibility that change their consumption habits to become more environmentally conscious 
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and push the company to integrate the CSR principles into their business strategy (Banyte et 

al., 2010; Mackey et al., 2007).   

 

The direct effect between CSR to the company’s financial performance is derived from 

repurchase behavior and positive assessment of product or service (Garcia & Rodriguez, 2011). 

Meanwhile, the indirect effect of CSR to increased customer loyalty and positive brand image 

are influenced by customer’s technical quality, functional quality and perceived value (Ibid, 

2011). This research aims to empirically examine the Corporate Image as the Moderating 

Variable in the Effect of Corporate Social Responsibility on the Customer Perceived Value and 

Customer Trust in Commuter Line Train Services. The corporate social responsibility variables 

in this research are cause-related marketing, corporate societal marketing and community 

volunteering programs (Kotler & Lee, 2005).  Meanwhile, the customer perceived value 

variables are emotional value, social value, quality performance value and price value of money 

(Sweeney& Soutar, 2001). The customer trust variables measured are character, competence 

and judgment (Lee et al., 2008). Moreover, personality, reputation, value and corporate identity 

are the variables of corporate image (Harrison, 2005). 

 

2. Literature review  

2.1  Corporate Social Responsibility (CSR) 

 

CSR defined as the commitment of the company to promote the existence of society in its 

business practices  (Kotler & Lee, 2005). Corporate social responsibility categorized into cause 

promotion marketing, cause-related marketing, corporate philanthropy, community 

volunteering and social-responsible business practice (Ibid, 2015). The cause of promotion 

marketing provides funding or other company resources to raise public awareness towards a 

company’s social activity. Meanwhile, cause-related marketing provides a profit or a certain 

proportion of the company’s sales to be donated to their social activity. The corporate 

philanthropy is a company’s public donation that directly given to the company’s charity 

program or community. Community volunteering is a company’s support in the form of their 

coordinated volunteering efforts with their stakeholders, such as company’s retailers, 

franchisees, employees to help the local community. Moreover, the socially-responsible 

business practices are integrating social activities to core business activities in order to improve 

the community welfare and environment sustainability (Ibid, 2015). There some previous 

research about how different types of CSR have implemented in various industries, which 

should be involved in company CSR to determine its success, the measurement model of CSR 

and how CSR can be a winning strategy of fierce competition as listed by Table 1 below: 

 

Table 1: CSR Implementation in Various Industry 

Researcher 

& year 

Research object Research Question Research results 

Hopkins 

(2004) 

Ben & Jerry’s 

Homemade 

Icecream 

The measurement 

model of CSR 

The implementation of CSR 

measured by economic 

responsibility, social and 
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philanthropic responsibility 

applied by company from 

selecting their supply chain to 

creating social movement. 

Lindgreen et 

al. (2012) 

Controversial 

industries such 

as alcohol, 

gambling, 

tobacco and 

adult 

entertainment. 

the extent to which 

CSR reporting and 

disclosure have any 

relevance in the 

controversial 

industries  

 

CSR implemented by having 

legal responsibility such as 

limiting advertisement and 

misleading promotion content. 

Zaharia & 

Zaharia 

(2013) 

Food industry • To identify the 

empirical relation of 

CSR and the 

corporate financial 

prosperity. 

• To know the 

importance of CSR. 

• To know the CSR’s 

policy implication. 

Corporate financial prosperity 

relates with the frequency of 

CSR activities and CSR 

implemented by global 

company influenced the 

industrial policy about 

integrating CSR in business 

practice. 

Felice et al. 

(2014) 

 

 

IKEA To identify how the 

integration of CSR to 

business strategy and 

how it influence the 

company’s 

competitiveness 

The balance created by the 

profit achievement and a 

socially responsible behaviour 

is a real winning strategy to 

obtain competitive advantage in 

the market. 

Yunus et al. 

(2015) 

30 listed banks 

in Bangladesh 

How is the 

Bangladesh bank 

implement CSR 

How they disclose 

and report CSR in 

their annual report?  

The CSR activities are rarely 

implemented in sample 

companies that the CSR scores 

of the sample banks vary from 

10 - 35 out of total allocated 

score of 96 from 6 different 

sectors.  

Jamal et al. 

(2016) 

Small and 

Medium 

Enterprise in 

food processing 

industry in 

France and 

Marocco 

How is the practice of 

CSR in Small 

Medium Enterprise in 

Food Processing 

Industry in France 

and Morocco?  

• The SME’s in France has 

opportunity-seeking perspective 

by adopting CSR for improving 

their global presence and 

performance. Otherwise, the 

SME’s in Morocco has 

constraint-reducing perspective 

for improving their global 

presence and performance. 
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Therefore, this focused on enriching the research about CSR implementation in public 

companies, especially in socially business responsible that manifested by cause-related 

marketing, corporate societal marketing and community volunteering programs in KCJ, 

Indonesia. 

 

2.2  Corporate Social Responsibility and Customer Perceived Value (CPV) 

Woodruff (1997) stated that there are several definitions of customer value formulated by 

researchers such as value is the overall consumers' assessment of the utility of a product based 

on their perception of what has been gained and what has been sacrificed. Value in the business 

is the perception of the usefulness of the monetary unit of a set of economic, technical, service, 

and social benefits received by the customer in exchange for a product, taking into account the 

availability of suppliers and the price of the product. The company’s ability to add value to the 

product or service is an absolute necessity to attract customers (Badlani & Singhal, 2016). 

Furthermore. A strategic partnership involves several functions in both sales and purchasing 

organization, a company can assign resources more efficiently and provide customer value 

more effectively (Bhadra, 2014). 

 

Moreover, a study conducted by Chi et al., (2008) concluded that value has very vast 

dimensions. Therefore, a company needs to identify the customer value-forming dimension to 

maximize customer value perception. Sheth (1991) proposed five definitions of value that affect 

choice behavior including functional, social, conditional, emotional, and epistemic. According 

to Sweeney and Soutar (2001) value consists of four dimensions namely emotional, social, 

quality performance and price. Emotional value is the utility gained from positive feelings, 

affections or emotions arising from consuming the product. Social value is the utility gained 

from the ability of products to enhance the self-concept of the consumer. Quality performance 

value is the utility gained due to a reduction in the short-term and long-term cost of the product. 

Price/value of money is the utility gained from the perception of the expected performance, 

both from a product or service (Ibid, 2001).  

 

Vanessa (2007) stated that the value of the customer is the risk between their perceived profit 

or benefit and their sacrifice that incurred. Furthermore, Buchari (2007) and Kotler & Keller 

(2012) stated that the value of customers is the combination of the quality, service, and price of 

a product offer. Delivered value in customers is the difference between the total value to the 

customer and the total cost by the customer. The benefit perceived is the combination of the 

physical attribute, the service attribute, and the technical support of the use of the product. In 

another study, Palmroth (1991) adds customer benefits such as safety, performance, 

appearance, comfort, economy, and durability. Meanwhile, the incurred sacrifice is the total 

cost granted by the consumer, including purchase costs and additional costs (e.g. fees, 

transportation, installation, handling orders), and costs beyond the purchase (damage repair, the 

risk of failure or poor service) (Vanessa, 2007). The perceived value and sacrifice incurred 

affects customer decision process in purchasing product or service (Vazquez et al.,2012). Piercy 

& Lane (2009) stated that customer perceived value (CPV) as a unique offer by a company to 
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its customers, with all efforts to establish dimensions as to become the center of attention, to 

try to differentiate itself from competitors. 

 

Table 2: Previous Studies about the Relationship of Corporate Social Responsibility on 

Customer Perceived Value 

Author & 

Year 

Research 

objectives 

Research Questions Results 

Salmones & 

Bosque 

(2011) 

Service sector How is the influence 

of CSR on consumer 

behavior?  

• There is a direct effect of the 

company’s CSR to its service 

valuation.  

• There is an indirect effect on 

loyalty and image,  

• Loyalty to the service is directly 

influenced by the perception of 

technical quality functional 

quality of  perceived value 

Staudt et al., 

(2014) 

397 individuals 

(students) from 

United States 

and Germany 

How is the impact of 

CSR to consumer 

perceived value and 

customer-based 

brand equity 

(CBBE)? 

A significant effect of CSR efforts 

on CPV and customer-driven 

brand equity, while customer-

driven brand equity mediates the 

relationship between CSR and 

CPV. 

 

Knowing the positive relationship in direct and indirect levels of CSR to CPV, this study aims 

to enrich the research about this relationship by focusing on the service sector that never studied 

before, commuter line, in Indonesia. Therefore, based on the previous research, this study 

implied the following hypothesis:  H1: There is an effect of CSR on Customer Perceived Value 

(CPV). 

 

2.3  Corporate Social Responsibility and Customer Trust 

Trust is essential to maintain, improve relationships and reduce perceptions of risk between 

producer and consumer. Also, trust is considered as the foundation of interpersonal 

relationships, a prerequisite for service and the basis for the stability of relations within social 

institutions and markets. What appears in the consumer’s mind on the time there wants to form 

a relationship is whether the company can be trusted or not (Griffin, 2005). If a company is said 

to have been trustworthy to consumers, consumers will trust the company and form a pattern of 

relationships (Storbacka &Lehtinen, 2001). Moreover, the trust dimension is described as the 

dimension of a business relationship that determines the degree to which each party feels it, 

relies on the integrity of the promise offered (Ibid, 2001). These dimensions are integrity, 

competence, and benevolence (Lee et al., 2008). There are previous research studied about the 

relationship between CSR and Customer Trust as explained by Table 3 below: 
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Table 3: Previous Studies about the Relationship of Corporate Social Responsibility and 

Customer Trust 

Author & 

Year 

Research object Research Question Research Results 

Brown & 

Dacin (1997) 

Mall products 

consumers 

How is the effect of 

CSR to product 

response? 

The level of consumer 

knowledge of company’s CSR 

influence their attitude towards 

company’s new product.  

Blomqvist, 

(1997) 

1296 customers-

members of 

credit unions 

evaluate the 

mediating role of 

customer trust on 

customer loyalty in 

presence of corporate 

social identity  

customer trust intervenes as a 

mediating variable that 

enhances the impact of 

corporate identity, corporate 

image and the reputation of the 

firm on customer loyalty 

Pivato & 

Tencati 

(2008) 

consumers of 

organic products 

Do CSR activities 

affects creation of 

trust among the 

stakeholders? 

CSP influences consumer trust 

and that trust in turn influences 

consumers' subsequent actions 

to repurchase the products 

Hillestad et 

al. (2010) 

Norwegian 

offshore oil and 

gas industry 

How the 

environmental 

awareness can 

function as a specific 

CSR activity, and 

how environmental 

awareness can impact 

consumers trust 

towards corporate 

brand? 

the founder's role has a positive 

impact on how consumers 

assess the image of the 

company, especially with regard 

to the company's innovations 

and its awareness of 

environmental issues. 

Sen & 

Bhattacharya 

(2001) 

277 MBA 

students 

How is the 

relationship of CSR 

initiatives to 

consumer’s company 

evaluation? 

There is positive relationship of 

CSRinitiatives to consumer’s 

company evaluation 

Olsen et al., 

2006) 

Home Depot How CSR initiatives 

influencing 

consumers trust and 

differentiate product 

offerings? 

The low CSR initiatives 

negatively impact customer 

trust, attitude and intention and 

conversely for the high CSR 

initiatives. 

Pour 

&Peikani 

(2013) 

Melli Bank 

branches in 

Azerbaijan 

What factors 

influence customer 

trust in banking 

company? 

CSR is one of factor that affect 

customer trustin banking 

company 
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Kang 

&Hustvedt 

(2014) 

US nationwide 

sample of 303 

consumers 

How is the 

relationships among 

transparency, social 

responsibility, trust, 

attitude, word-of-

mouth (WOM) 

intention, and 

purchase intention? 

consumers’ perceptions of a 

corporation’s efforts to be 

transparent in the production 

and labor conditions and to be 

socially responsible by giving 

back to the local community 

directly affected these 

consumers’ trust and attitudes 

toward the corporation, and 

indirectly affected their 

intentions to purchase from and 

spread positive WOM about the 

corporation 

 

According to previous research above, this study aims to enrich the research about the 

relationship of CSR and customer trust by focusing on the service sector that never studied 

before, commuter line, in Indonesia. Therefore, this study proposed the following hypothesis: 

H2: Corporate Social Responsibility (CSR) influences Customer Trust (CT) 

H3: Customer Perceived Value (CPV) influences Customer Trust (CT)

 

2.4 Corporate Social Responsibility and Corporate Image (CI)  

 

Corporate image is the associations that connect consumers’ memory to a particular company 

and formed by the information previously held by the consumer's perception, inference and 

belief (Keller, 2003). These consumers’ perceptions compose of emotional, functional and 

symbolic components about their perception of an organization that customers hold in their 

memories, through which a company’s whole operation is perceived and reflects a company’s 

overall reputation and prestige (Cian, 2011).  

 

Harrison (2005) provided four elements of company's image includes elements: personality, 

the overall characteristics of a company that understood target public; reputation, the company 

effort that believed to be a target audience based on his own experience as well as other parties; 

value, values owned by a company in other words, the corporate culture; and corporate identity, 

components that facilitate the introduction of the target public companies such as logo, colors 

and slogan. Furthermore Prasit & Nik (2014) adds that attitude is the partial mediator when 

tested the relationship between trust and corporate image. 

 

One relationship between social responsibility and corporate performance is through the aspect 

of reputation (Bronn &Vrioni, 2001). The reputation of a company represents the company 

image perceived by consumers. Consumer perception of the company image may affect the 

valuation of the company's products  (Gregory, 1999). Formation of a company's reputation 

does not happen in a short time, but through a long process. Therefore, a company's reputation 

is an asset that is rare and difficult to imitate. Companies are now expected to take into account 
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all aspects of their performance explicitly, i.e. not only the financial results but also their social 

and environmental performance.  

Social responsibility becomes an alternative means of communication and marketing when the 

product has a similar price as offered by a competitor. A good corporate reputation is a resource 

that is scarce and valuable to the company and can be a source of competitive advantage (Ibid, 

1999). The forward-looking views of companies to understand the importance of social 

awareness is leverage to improve their reputation. Companies can allocate resources more 

effectively to social responsibility activities that build trust and favorable attitude among 

customers, and to indirectly increase sales and positive reputation (Ghorbani et al., 2013). There 

was previous research that studied the relationship of CSR to corporate image (reputation) as 

explained by Table 4 below: 

 

Table 4: The Previous Studies about Corporate Social Responsibility and Company/Corporate 

Image 

Author & 

year 

Research 

object 

Research Question Research results 

Hsu (2012) life insurance 

companies in 

Taiwan 

How the persuasive 

advertising and 

informative 

advertising effects of 

CSR initiatives on 

corporate reputation 

and brand equity. 

• The advertising effects of the 

CSR initiatives on corporate 

reputation are only 

informative.  

• The impacts of CSR initiatives 

on brand equity include 

informative advertising and 

persuasive advertising effects. 

Hur et al., 

(2014) 

867 consumers 

in South Korea 

How is the 

relationships among 

corporate social 

responsibility (CSR), 

corporate brand 

credibility, corporate 

brand equity, and 

corporate reputation? 

• CSR has a direct positive 

effect on corporate brand 

credibility and corporate 

reputation.  

• Corporate brand credibility 

mediates the relationship 

between CSR and corporate 

reputation.  

• Corporate brand credibility 

mediates the relationship 

between CSR and corporate 

reputation. 

Sahu 

&Pratihari 

(2015) 

Literature 

review 

How is the effect of 

CSR on corporate 

branding and 

marketing?  

There is a direct effect of 

corporate social responsibility 

on service valuation and, 

therefore, an indirect influence 

on loyalty and the corporate 

brand. 
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Hassan et al., 

2013 

Iran 

household’s 

appliance 

companies 

How is the impact of 

social activities of an 

organization on its 

brand equity regarding 

perceived service 

quality framework? 

CSR can influence corporate 

image (brand equity), the 

perceived service quality also 

found to affect advertising 

effectiveness. 

Rattanaphan 

& Mat 

(2014) 

900 direct 

selling 

customers 

How is the 

intervening effect of 

attitude in the 

relationship between 

the selected 

determinants and 

corporate image? 

• a full mediating effect of 

attitude between perceived 

value and corporate image., 

• attitude was a partial 

mediator when tested for 

linkage between trust and 

corporate image  

Makasi et al., 

2014 

5 Printing and 

packaging 

companies and 

10 customers  

How is the role of 

CSR in corporate 

brand positioning? 

CSR activities play an important 

role in the management of 

relationships between consumers 

and organizations. This allowed 

the company to build a positive 

image through CSR activities so 

as to build profits and create 

long-term value 

Siphiwe et 

al., (2014) 

208 

respondents 

from 

management, 

employees, the 

local 

community and 

Tongogara 

rural council 

employees. 

How is the 

effectiveness of CSR 

in enhancing 

company`s image? 

the philanthropic activities 

undertaken can enhance the 

company's image as well as the 

organization's relationship with 

the surrounding community 

Bohyeon 

(2014) 

200 consumers 

in Korea 

How is the impact of 

CSR perceptions on 

corporate 

performances 

(corporate 

identification, 

reputation, trust, 

loyalty and word-of-

mouth intention)? 

The consumer perceptions about 

CSR have positive impact of 

their trust, loyalty and word-of-

mouth promotion. Nevertheless, 

it did not has a significant 

impact on the company 

identification and reputation. 

 

 

Based on the previous research, it can be inferred that there are mix results about the relationship 

between CSR and corporate image. Some studies show a positive influence of CSR to corporate 
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image (branding), some results proved conversely. Therefore, this study aims to know in which 

extent the CSR affects the customer perceived value and how the CPV influence the customer 

trust by stating these following hypothesis:

H4: Corporate Social Responsibility influences Customer Image  

H5: Customer Image moderates the relationship between Corporate Social Responsibility on 

Customer Perceived Value 

H6: Customer Image moderates the relationship between Corporate Social Responsibility on 

Customer Trust 

 

 

 
 

 

3. METHODOLOGY 

This explanatory research aims to analyze the causal relationship between variables of corporate 

social responsibility, customer perceived value, and trust. The corporate image is used as a 

variable that moderates the effect of CSR on customer perceived value and customer trust. The 

study was conducted at PT KAI’s commuter line Jabodetabek (Jakarta-Bogor-Depok-

Tangerang-Bekasi). The data collection method was surveyed by distributing questionnaires to 

400 passengers of the commuter line train. Furthermore, the effect between the independent 

variable, dependent variable, intervening variable and moderating variable were analyzed by 

Partial Least Square. The exogenous variable in this research is corporate social responsibility, 

the intervening variable is customer perceived value, the endogenous variable is customer trust, 

and the moderating variable is the corporate image.  

The corporate social responsibility variable measured in this research are CSR type based on 

Kotler & Lee (2005), that covers cause-related marketing, corporate societal marketing and 

community volunteering programs in PT KAI. Customer perceived value is the difference value 
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of customer’s benefits and sacrifice by consuming the product/service such as their finances, 

effort and time to gain the benefit. The customer perceived value can be defined based on the 

producer’s and consumer’s perspective. Nevertheless, this research focused on the consumer’s 

perspective (Tarus & Rabach 2013). This perspective applies the measurement of excess 

benefits gained for the sacrifice made to get emotional value, social value, quality performance 

value and price value of money (Ibid). The customer trust is the passenger’s trust in the 

commuter line providing transportation services which indicated by passenger’s character, 

competence and judgment.  

 

Corporate image is a variable that moderates the effect of CSR on customer perceived value 

and customer trust. A high profile image is believed to affect consumers in perceiving the 

services offered by the company and measured through the company’s reputation and status. 

The population in this research was passengers who were getting transportation services in 

commuter line Jabodetabek in the Greater Jakarta area. Data analysis used path analysis to 

identify the causal relationship among variables in the research model. Path analysis represents 

the problem in an image forming which reflected the relationship among variables in the path 

diagram (Noor, 2014). The Partial Least Square was the method used to analyze the data quality 

and hypothesis testing. Partial Least Square is a powerful analysis method since it is not based 

on many assumptions. Therefore, the calculation process assisted by SmartPls software. To 

confirming the theory, the PLS can be used to explain the absence and presence of relationships 

among latent variables. Dependent variable. The variable is measured by using the 12-item 

Likert scale. The Dependent variable is customer perceived value (CPV), customer trust and 

corporate image. The dimension of the corporate image is: personality, reputation, value, and 

corporate identity. Meanwhile, the dimension of CPV is emotional value, social value, quality 

performance value and price value of money. Furthermore, variable customer trust has three 

dimensions: integrity, competence, and benevolence. Independent variable is CSR are: cause 

promotion marketing, cause-related marketing, corporate philanthropy, community 

volunteering and a social-responsible business practice that measured by 9-item Likert scale. 

This study applied two-step partial least squares structural equation modeling (PLS-SEM) and 

SmartPLS, to test the hypotheses (Ringle et al., 2005). Moderating variable is Corporate Image 

that strengthens the relationship between the independent variable (CSR) and dependent 

variables (CT and CPV). The corporate image has personality, reputation, value and corporate 

identity as its dimensions and measured by 12-item Likert scale. 

 

4. RESULTS AND DISCUSSION

4.1 Measurement Model 

Validity and Reliability Test 

Table 1: The Value of Loading, Internal Consistency, and Convergence Validity (AVE) 

Variable(s) Item(s) Loading(s) 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

CRI_1 0.760 0.916 0.926 0.930 0.529 
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Corporate 

Image 

CRI_2 0.788 

CRI_3 0.814 

CRI_4 0.839 

CRI_5 0.823 

CRI_6 0.811 

CRI_7 0.790 

CRI_8 0.638 

CRI_9 0.622 

CRI_10 0.539 

CRI_11 0.577 

CRI_12 0.638 

Corporate 

Social 

Responsibility 

CSR_1 0.818 

0.937 0.940 0.948 0.670 

CSR_2 0.835 

CSR_3 0.859 

CSR_4 0.838 

CSR_5 0.863 

CSR_6 0.810 

CSR_7 0.856 

CSR_8 0.651 

CSR_9 0.816 

Customer 

Trust 

CST_1 0.840 

0.914 0.915 0.933 0.700 

CST_2 0.875 

CST_3 0.821 

CST_4 0.825 

CST_5 0.804 

CST_6 0.854 

Customer 

Perceived 

Value 

CSV_1 0.519 

0.879 0.895 0.905 0.521 

CSV_3 0.528 

CSV_6 0.542 

CSV_7 0.805 

CSV_8 0.823 

CSV_9 0.824 

CSV_10 0.813 

CSV_11 0.784 

CSV_12 0.755 

 

Based on table 1 above about the value of loading, internal consistency, and convergence 

validity (AVE), it appears that corporate image has value Cronbach's alfa as much as 0.916 and 

composite reliability 0.930 bigger than 0.70 (Ringle et.all, 2005), this shows that corporate 

image can be said it is reliable.  As well as corporate social responsibility, customer trust, and 

customer perceived value has value Cronbach's alfa and composite reliability is higher than 0,7, 

so that all can be said it is a reliable variable. Corporate image indicators, namely SCRI _ 1 to 

CRI _ 12 having a loading factor greater than 0.5, so that all indicators of the corporate image 
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having high validity. Similarly indicators of variables of their corporate social responsibility, 

customer trust, and customer perceive value having a loading factor greater than 0.5, so that all 

indicators of variables having high the validity. From this calculation, it can be inferred that the 

questionnaire was reliable and be able or studied. Therefore, all statement items can be stated 

reliable in the criterion. 

 

4.2 Structural Model 

 

Table 2:  Coefficient Determination, Effect size, Predictive Relevance and Impact of 

Predictive Relevance 

Variable 
R 

Square 

f 

Square 

Effect 

Size 

Q 

Square 

q 

Square 

Impact Pred. 

Relevance 

Corporate Image 0.198     0.433     

Customer Perceived Value 0.489 0.569 Large 0.394 0.069 Small 

Customer Trust 0.268 0.302 Large 0.554 0.356 Large 

 

Table 2 describes the result of the coefficient determination, effect size, predictive relevance 

and impact of predictive relevance. The results of this study found that Corporate Social 

Responsibility explained its relationship on Corporate Image as much as 0.198 or 19.8 percent. 

Further, Corporate Social Responsibility and Corporate Image explained its relationship on 

Customer Perceived Value is 0.489 or 48.9 percent. Also, Corporate Social Responsibility, 

Corporate Image, Customer Perceived Value explained its relationship on Customer Trust is 

0.268 or 26.8 percent.  Having reported the coefficient of determination, we also report the 

effect size contributed by exogenous variables (e.g., Corporate Social Responsibility and 

Corporate Image) on Customer Perceived Value and Customer Trust are 0.569 or 56.9 and 

0.302 or 30.2 percent respectively. All of them categorized as large effect sizes. Also, for 

examining the variables and their predictive relevance, we measured it by using Q Square. The 

results of the analysis indicated that most of the variables used in this study have the value of 

Q square are 0.433, 0.394 and 0.554. It means that the variables used there are no includes 

omitted variables. Lastly, we also examines the impact of predictive relevance. By using the 

results of the analysis, this study found that the impact of predictive relevance has contributed 

from Customer Perceived Value categorized as small and Customer Trust categorized as large. 

 

4.3 Hypothesis Testing 

Direct Effect 

Table 3: The Result of Testing for Direct Effect 

Path Analysis 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Std. Dev 

(STDEV

) 

T 

Statistics 

(|O/STD

EV|) 

P 

Values 

Corporate Image -> Customer 

Perceived Value 
0.555 0.551 0.039 14.206 0.000 

Corporate Image -> Customer Trust 0.239 0.238 0.046 5.247 0.000 
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Corporate Social Responsibility -> 

Corporate Image 
0.445 0.451 0.040 11.163 0.000 

Corporate Social Responsibility -> 

Customer Perceived Value 
0.231 0.231 0.041 5.696 0.000 

Corporate Social Responsibility -> 

Customer Trust 
0.318 0.319 0.046 6.854 0.000 

Customer Perceived Value -> 

Customer Trust 
0.075 0.076 0.053 1.413 0.158 

 

Table 3 shows the result of testing for direct effect. This study found that all variables have a 

significant relationship on the endogenous variables (e.g., Corporate Image, Customer 

Perceived and  Value, Customer Trust). However, the variable of customer perceived value 

does not have a significant relationship with customer trust. The results of the analysis found 

that the value of the original sample is 0.075 or 7.5 percent with a standard deviation is 0.053 

and T stat as much as 1.413 with a significant level of more than 0.05 or 5%. 

 

Moderating Effect 

 

Table 4: The Result for Testing the Moderating Effect 

Path Analysis 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Corporate Social Responsibility 

*Corporate Image -> Customer 

Perceived Value (Moderating 

Effect 1) 

0.034 0.052 0.030 1.141 0.254 

Corporate Social Responsibility 

*Corporate Image -> Customer 

Trust (Moderating Effect 2) 

0.079 0.079 0.031 2.573 0.010 

 

Table 4  above shows the result for the moderating effect. Following the results of the analysis, 

this study found that corporate image moderates the relationship between Corporate Social 

Responsibility and Customer Trust. The value of the original sample is 0.079 or 7.9 percent 

with a standard deviation is 0.031 and T stat as much as 2.573, also significant at the level 0.01 

or 1%. Meanwhile, we found that corporate image does not moderate the relationship between 

Corporate Social Responsibility and Customer Perceived Value. The value of the original 

sample is 0.034 or 3.4 percent with a standard deviation is 0.030 and T stat as much as 1.141 

with significant level more than 0.05 or 5%. 

 

DISCUSSION 

Descriptive statistics aims to divide the respondents’ demographic information. Among the 

total samples, 54 % were female and 46 % were male. Most were between 18 and 24 years of 
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age (51%). The hypothesis testing is presented in a framework of the relationship between 

variables. Within the framework, the relationship will be seen as a structural equation model. 

Based on Table 4 about The Size of Conformity Model, the data has a good suitability 

measurement model index (Good Fit). 

 

H1: There is an effect of CSR to Customer Perceived Value 

There was an impact of CSR on CPV. This hypothesis is accepted because tvalue = 6.98> 1.96 

with immediate impact at 12.54. This indicates that KCJ has been able to provide customers 

with perceived value through its CSR activities. In the long term, commuter rail line customers 

will consider CSR as an important factor when purchasing the product. This results supports 

the previous research of Manimalar &Sudha (2015) stated the relationship of CSR and 

consumer responses. It also supported the results of Zaharia & Zaharia (2013) and Staudt et al., 

(2014) research that stated about the significant effect of CSR initiatives such as sponsorship, 

philanthropy initiatives to CPV. Commuter line customers see that KCJ, provides value to its 

service business through its various CSR activities, by the best business practice and 

organizational model to provide high added value for stakeholders and environmental 

sustainability. The best business practice based on their four main pillars: safety, punctuality, 

service and comfort.  

 

H2: CSR influences customer trust 

There is no impact of CSR on CT because tvalue = 1.29 <1.96. However, through CPV, there is 

an impact of 0.21. This indicates that the company's CSR program has not been able to establish 

the customers’ trust directly. The "You are our priority" the company value published on train 

body, counters, or other station areas could have made the passengers read and remember the 

message, but has not grown their trust. Neither has the public announcement of the motto at 

train departures intended to make the passengers aware of and remember the motto. This result 

shows that the company's image has not been built through its previous CSR activities because 

it has not fully gained the trust of customers. If the CSR run by the company has been able to 

form a good customer perceived value, it will be able to grow customer trust. This is consistent 

with the findings of Pivato &Tencati (2008), Kang &Hustvedt (2014) that stated the positive 

effect of CSR on trust. 

 

H3: CPV influences CT 

The customers perceived value is able to establish customer trust with t value = 3.99> 1.96 and 

direct impact of 0.39. The value as a rail service company that offers punctual, inexpensive, 

and safe services with a variety of facilities and infrastructure able to affect their customer trust 

This is in accordance to the opinion of Perusquia et al., (2014) that social responsibility could 

be a tool that can improve productivity , performance, increase investment and improve the 

corporate image. 

 

H4: CSR influences CI 

The hypothesis of the impact of CSR on CI is accepted because t value = 2.36> 1.96 and its direct 

impact of 0.16. CSR programs are innovative alternatives to build good relationship with 
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customers and hard to duplicate by competitors. Each company has its own strategy for the 

implementation of CSR programs. Many researches claimed that CSR programs bring many 

benefits to company and bring positive effects to the community. KCJ  is a mass transportation 

company that operates electric trains in the Greater Jakarta area. Various CSR activities by the 

company have established an image in the eyes of its consumers and can ultimately affect its 

corporate image.  

 

H5: CI  moderates the effect of CSR on CPV 

The company has realized the corporate image of the company through its CSR activities which 

then formed customer perceived value. This hypothesis is accepted with t value (CPV-CI) = 8.41> 

1.96. There is also a 0.72 direct impact of CI on CSR, while if through CPV it is at 0.39. The 

company has allocated some of its profits to CSR programs in the form of Community 

Development and Partnership programs. The company carries out CSR with the belief that it 

will improve business performance and educate the community about their social and 

environmental concern. Besides, the company tried to satisfy its customers by improving 

existing facilities at the station. The various efforts made by the company has formed a positive 

corporate image of a provider of convenient and inexpensive rail transport services. This is in 

line with the researches by Mandina et al., (2014), Hur et al.,(2014) and Rodriquez et al., (2015) 

which proved that philanthropic activities can improve the image of the company. 

 

H6: CSR influences CI through CPV and CT 

The last hypothesis that there is an impact of CSR to CI through CPV and CT was accepted 

because t value(CPV-CT) = 3.99> 1.96 and T-Value (CT-CI) = 2.35> 1.96. There is also 0.16 

direct impact of CSR on CI, and a 0.032 if through CPV, CT, and CI. Thus, CSR is an important 

aspect that explains how companies think about the relationship and the impact of their business 

on the objectives and needs of the community. KCJ  has improved their services to the 

community in the form of special facilities for passengers such as: separating  seat for man and 

woman, priority seat for pregnant women, women travelling with small children, the elders and 

the disabled and free toilet facilities.  

Rattanaphan & Mat (2014) mentioned about the mediating effect of the variable of attitude to 

the relationship of customer perceived value and corporate image. The reputation of the 

company represents the corporate image perceived by consumers. Gregory (1999) also stated 

about the valuation of product is highly influenced by the consumer perception to the corporate 

(Gregory, 1999). 

 

CONCLUSIONS AND LIMITATIONS 

KCJ has implemented CSR activities that influenced the customer perceived value to 

Commuter Line services. The perceived values such as safety, timeliness, comfort and excellent 

service are experienced by commuter line customers. However, the CSR activities was not 

directly influenced the customer trust because there are services that still need to be improved 

in the future that influenced the aspect of judgement in customer trust especially in the way KCJ 

handle the passenger’s complaints. As their commitment to create a good corporate governance 
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and improve the corporate image as the major public transportation company that obligated to 

meets the needs of people, KCJ can use CSR initiatives as their strategy to achieve this goal.  

The image of the company that has been built can improve the perceived value of 

Commuter Line rail passengers because they are the main customer that experience the CSR 

initiatives directly. Therefore, the CSR initiatives can positively influence the development of 

KCJ’s good corporate image through the realization of perceived value and trust of their 

passengers. Aligned with KCJ’s CSR program that has been implemented in the form of 

community development and partnership program such as Rail Clinic, Rail Library, Donation 

for Humanity and Disasters, Scholarship and employee’s volunteering program have purpose 

to taking part in solving social problems. This program categorized as cause related marketing, 

social business practice and philanthropy that aimed to raise the public awareness of social 

activities and improve the welfare of the community and preserve the environment. These such 

of good experience of consumers when the use of the products and services will generates a 

good perception of the company's image, and forms the company's image.  

Therefore KCJ can improve its corporate social responsibility program by providing on-

site free health care to passengers that become one of the major needs of passengers in longer 

route.To enhance customer value, KCJ can provide the itinerary of commuter line to avoid the 

accumulation of passengers in the peak hours to make customers feel more convenience in 

using commuter line. The KCJ can solve the passengers overload by making the mass transit 

commuter line as more convenient, safe, fast and reliable transportation mode as the alternative 

of conventional commuter line. 

This study was limited to just one company in transportation sector. Therefore, further 

research can be done by expanding the CSR research object, such as public companies or private 

companies that listed on the Indonesia Stock Exchange that have different characteristics of 

stakeholder’s interest that might affect the implementation of CSR. The more variables that 

might be affected by CSR such as customer behavior and customer loyalty can be tested in 

further research for delivering the benefits of more comprehensive academic research. 
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