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PENGARUH UNIVERSITY SOCIAL RESPONSIBILITY TERHADAP
REPUTASI, EKUITAS, DAN LOYALITAS MEREK
PADA UNIVERSITAS NEGERI DAN SWASTA DI KOTA SURABAYA

Febrissa Putri Aulia

ABSTRAK

Penelitian ini bertujuan untuk menganalisis dan membuktikan secara empiris
pengaruh University Social Responsibility (USR) terhadap Reputasi, Ekuitas, dan
Loyalitas Merek di universitas negeri dan swasta di Kota Surabaya. Metode
penelitian yang digunakan adalah metode kuantitatif. Data yang digunakan adalah
data primer dengan menyebarkan kuesioner. Penelitian ini menggunakan teknik
analisis data Partial Least Square (PLS) dengan bantuan software SmartPLS 3.
Teknik sampling pada penelitian ini yaitu non probability sampling dengan teknik
pemilihan sampel purposive sampling. Hasil penelitian ini menunjukkan bahwa
University Social Responsibility (USR) berpengaruh terhadap Reputasi, Ekuitas,
dan Loyalitas Merek di universitas negeri dan swasta di Kota Surabaya. Dengan
adanya penelitian ini dapat menambah literatur mengenai pengaruh University
Social Responsibility (USR) terhadap Reputasi, Ekuitas, dan Loyalitas Merek di
universitas negeri maupun swasta.

Kata Kunci: University Social Responsibility (USR), Reputasi Merek, Ekuitas
Merek, dan Loyalitas Merek.



THE IMPACT OF UNIVERSITY SOCIAL RESPONSIBILITY ON
REPUTATION, EQUITY, AND BRAND LOYALTY
AT PUBLIC AND PRIVATE UNIVERSITIES IN THE CITY OF
SURABAYA

Febrissa Putri Aulia

ABSTRACT

This study aims to analyze and empirically prove the influence of University
Social Responsibility (USR) on Reputation, Equity, and Brand Loyalty in public
and private universities in the city of Surabaya. The research method used is a
guantitative method. The data used is primary data by distributing questionnaires.
This study uses the Partial Least Square (PLS) data analysis technique with the
help of SmartPLS 3 software. The sampling technique in this study is non-
probability sampling with purposive sampling sampling techniques. The results of
this study indicate that University Social Responsibility (USR) has an effect on
Reputation, Equity, and Brand Loyalty at public and private universities in the
city of Surabaya. With this research, it can add to the literature on the influence
of University Social Responsibility (USR) on Reputation, Equity, and Brand
Loyalty in public and private universities.

Keywords: University Social Responsibility (USR), Brand Reputation, Brand
Equity, and Brand Loyalty.
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