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This study examined of obtain empirical evidence to the influence of corporate social
responsibility to willingness to purchase, either directly or through mediation. There are
two mediation to be tested, namely Consumer Social Responsible and consumer value.
This study collected 400 data of consumer that used corporate social  responsibility's
product.  The  result  of  the  analysis  provide  how  much  value  can  be  obtained  by
consumer for using CSR goods. how big the influence of corporate social responsibility
to the consumer to buy the product. 
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