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This research aims to determine the role of brand awareness in mediating the effect
between corporate social responsibility (CSR) towards purchase intention. The method
used is a quantitative method with the type of research is descriptive. In this research,
there are 3 variables : brand awareness, corporate social responsibility, and purchase
intention.  Sampling  method  used  is  purposive  non  probability  sampling  with  129
respondents. The analysis technique used is mediation analysis. This research .found
that brand awareness as mediating variable significantly affect the relationship between
corporate  social  responsibility  (CSR)  and  purchase  intention.  Corporate  social
responsibility (CSR) through brand awareness have positive and significant influence
simultaneously towards buying intention by 44.6% and the rest 55. 4% is influenced by
other variables not examined in this research. 
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