2]
g
7]
[ed
wi
=
z
5

UNIVERSITASISLAM INDONESIA
FAKULTASPSIKOLOGI DAN ILMU SOSIAL BUDAYA

PROGRAM STUDI: ILMU KOMUNIKASI
KONSENTRASI: JURNALISTIK, PUBLIC RELATIONS, MANAJEMEN MEDIA, BROADCASTING
Kampus Terpadu Universitas Ilam Indonesia; JI. Kaliurang Km. 14,5 Y ogyakrta 55584
Telp. (0274) 7483050; Fax 898444 Psw. 3267 http://www.uii.ac.id; email; komunikasiuii @yahoo.co.id
Website: www.communication.uii.ac.id

Jurnal Komunikas
Volume 3 Nomor 2, April 2009

Corporate Social Responsibility (CSR): the Communication Challenge

Dyah Pitaloka, SH., MA’
(halaman 127-134)

Abstract

Corporate Social Responsibility has now face a mballenge. Skepticism and untruthful reaction
from public and stakeholders rise as a form of osme toward the practice of Corporate Social
Responsibility. Latest research in England fourat tJK’s biggest corporation facing the same canditas
the public level of trust declining and skepticigwards corporate efforts rising up (Hawkins, 200Bhis
negative perception and skepticism toward the C88sages communicate by the corporate has a mdtter o
fact become challenge for the future developmetiteopractice of CSR. Moreover, the response diyetie
media, pressuring groups and other significant gin the community cannot be considered as adlyen
and supportive action. It takes more than just as86ond spots of TV commercial to build publicttard
support. Detail information gained from an openldgue with various stakeholders will give a better
picture of how people think, hope, expect from omafion and its action.
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