
AN ANALYSIS OF CORPORATE SOCIAL RESPONSIBILITY, LEADER IMAGE, AND INNOVATION

ON CONSUMER PURCHASING DECISION: A STUDY ON AMAZON 

INTRODUCTION

Since consumer purchasing decision determines
product demand, companies seek to make this decision
as easy as possible for consumers.
As the biggest E-commerce company globally, Amazon
highly depends on the consumer purchasing decision.
Consumers use the following factors when making a
purchasing decision:

Corporate social responsibility (CSR), since more
consumers are concerned with environmental
issues.
Leader image, where consumers can support
leaders who have a positive reputation.
Innovation, since consumers are interested in buying
new and unique products.

Amazon’s CSR programs focus on education,
technology, and donations. They are often done in
America.
As Amazon’s leader, Bezos is known to be a ruthless
CEO with a lack of regard for employee welfare.
Amazon regularly innovates through Kindle, Amazon
Echo, Echo Show, and Amazon Prime.
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 To examine the impact of Amazon’s CSR programs on
consumer purchasing decisions at Amazon E-
commerce.
To examine the impact of Amazon’s executive
chairman’s (Jeff Bezos) leader image on consumer
purchasing decisions at Amazon E-commerce.
To examine the impact of Amazon’s innovation on
consumer purchasing decisions at Amazon E-
commerce.
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OBJECTIVES

METHODOLOGY

This study uses the quantitative method with non-probability purposive
sampling. The population and sampling criteria are:

Those who are 15 years old and above.
Those who live in the Greater Jakarta area; and
Those who have purchased products on Amazon at least once in any year.

The Lemeshow formula calculates the sample size, resulting in 100
respondents. Data is collected through a close-ended survey with 24
questions, where respondents can answer using the Likert scale from strongly
disagree to agree strongly. Data is processed using SPSS.
The survey is valid and reliable, having been tested on 30 respondents prior to
survey distribution to samples.
This study uses primary data (respondents’ answers) and secondary data
(literature for references in the form of books, articles).

RESULTS

Through multiple regression analysis, the regression coefficient of CSR is
negative (-0.022), which shows CSR has a negative and statistically
insignificant impact. The regression coefficients of leader image (0.098)
and innovation (0.787) are positive, but the one for leader image is
statistically insignificant, while the one for the innovation is statistically
significant.
Through the t-test, the t-values for CSR (-0.027) and leader image (1.118) are
less than the t-table (1.985), so the hypotheses for these two variables are
rejected, and CSR and leader image has no statistically significant impact.
Meanwhile, the t-value for innovation (11.976) is greater than the t- table, so
the hypothesis is accepted, and innovation has a statistically significant
impact.
Through the F test, the F-value (76.956) is greater than the F-table (2.699),
so all independent variables simultaneously have a significant impact.
The coefficient of determination is 70.6% indicating that the independent
variables can explain the variation in the value of the dependent variable in
70.6%.

DISCUSSION

If the quality of Amazon’s CSR programs improves, consumers
will be less likely to make a purchasing decision. This negative
and insignificant impact can be caused by:

Indonesian consumers not being affected by Amazon’s CSR
programs; and
The programs do not fit with what consumers deem
essential; and
Lack of awareness of CSR programs.

If the quality of Bezos’ image improves, consumers will be more
likely to make a purchasing decision. This insignificant impact
can be caused by:

Consumers prioritize products over leader image; and
Bezos’ image is still seen as good.

If the quality of Amazon’s innovation, consumers will be more
likely to make a purchasing decision, which can be caused by:

Product quality; broader selection of goods; well-known
Amazon brand; heavy publicity of innovation; and consumers
who follow trends.

CONCLUSIONS

Amazon’s CSR programs have no impact on consumer purchasing
decisions at Amazon E-commerce. These findings indicate that
consumers do not consider the quality of implementation of
Amazon’s CSR programs when purchasing at Amazon.
Amazon’s executive chairman’s leader image has no impact on
consumer purchasing decisions at Amazon E-commerce. These
findings show that consumers do not consider Jeff Bezos’
reputation or scandal when purchasing at Amazon.
Amazon’s innovation has a positive and significant impact on
consumer purchasing decisions at Amazon E-commerce. The
better the innovation that Amazon does, the greater the incentive
for consumers to make purchasing decisions at Amazon.
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