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PREFACE
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degree at the Faculty of Economics and Business, Universitas Muhammadiyah

Yogyakarta.

Public awareness of the corporate social responsibility (CSR) program
towards stakeholders recognized as perceived CSR. One of which conducts a CSR
program is PT. Tirta Investama DANONE-AQUA (TIDA) produced a bottled
drinking water product called Aqua. Therefore, researchers are interested in

examining the effect of perceived CSR on brand image and customer loyalty.

The author realizes that many parties provide support and assistance during
this study. Therefore, the author would respectfully thank and pray that Allah

SWT will give the best reply to:

1. Rizal Yaya, S.E., M.Sc., Ph. D., Ak., CA as the Dean of the Faculty of

Economics and Business, Universitas Muhammadiyah Yogyakarta.

2. RetnoWidowati, PA., M.Si., Ph.D. as the Chairperson of the Management

Study Program.
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3. Dr. Indah Fatmawati, S.E., M.Si, who has guided me in completing this thesis.

4. My mothers, (almh). Sugiyati & (almh) Jamilah was already in heaven and

became my motivation to be proud of them.

5. My father, Samsudin Mudo, is never tired of struggling to complete my

education.

6. My sisters, ProboWulandari and Santi who always motivated me to finish this

study.

7. My beloved friends always help me and supported me in every condition.

8. My best friends, Ikfina Rohmaita and Sani Huzni. The support system has

provided such a beautiful color during the author's study.

9. IMaBs batch 2017 that I could not reveal one by one. You guys are so amazing
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