M3fnIANNAARiLYDIAMTUINTERNAURAoMIARES
AMUANNTUAA O UADFIANVDITUIAT
A STUDY OF THE OPINIONS OF CUSTOMERS ON THE SOCIAL RESPONSIBILITY

COMMUNICATION OF THE GOVERNMENT SAVING BANK
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The business operation of financial institutions has nowadays undergone a tremendous
transformation. It is required that a financial institute has demonstrated action plans to provide
marketing opportunities through various media and activities. The institutional action plans
should be aimed to build customers’ engagement and to uphold a positive image of the institute
through corporate social responsibility. The Government Savings Bank (GSB) is one of the
financial institutions that has adopted CSR concept in conjunction with the business operation
theme “sustainable growth and give back to the society”. Through this established policy,
the GSB will become a sustainable financial institution (Sustainable Banking). The present
research on the Bank's Corporate Social Responsibility Communication has two objectives.

One was to study the levels of opinions that GSB customers had on CSR communication.

The other was to study the differences in opinions among GSB customers on CSR
communication. A total of 400 GSB customers were sampled using the quota data model.

Data were collected and analyzed by descriptive and references statistics, including the ANOVA
test.

The results showed that the opinions of the GSB customers was at a moderate level for
each of the following six aspects of CSR communication: (1) Corporate Social Responsibility
(2) Promotion of Social Responsibility Recognize social issues (3) marketing to address social
problems (4) charity donation (5) building relationship with marketing and (6) community
volunteering. The differences in income resulted in dissimilar opinions on conducting businesses
with social responsibility and on the aspect of charitable donation. Differences in age resulted in

dissimilar marketing opinions aimed at solving social issues. Differences in personal



characteristics resulted in dissimilar opinions on community volunteerism. Differences in
personal attributes did not affect the opinions on promoting awareness of social issues and
building relationships with marketing.
Keywords : Corporate Social Responsibility, Communication, Government Savings Bank
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