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ABSTRAK

Tumbuhnya kesadaran terhadap lingkungan pada kalangan masyarakat
membuat masyarakat lebih peka bahwa industri berkomitmen menyediakan
layanan atau produk yang benar secara etika dan ramah lingkungan. Bank BNI
merupakan bank terkemuka di Indonesia yang juga peduli terhadap isu lingkungan.
Penelitian ini dilakukan untuk mengetahui pengaruh green practices terhadap
brand trust melalui environmental CSR image dan pengaruh brand authenticity
terhadap brand trust pada bank BNI di Surabaya. Sampel penelitian ini
menggunakan purposive sampling dan total responden sebanyak 150 sampel. Data
yang digunakan dalam penelitian ini adalah sumber data primer dan metode
pengambilan data yaitu survei. Analisis data pada penelitian ini menggunakan SEM
software LISREL.

Hasil penelitian ini menunjukkan bahwa green practices memiliki pengaruh
yang signifikan terhadap environmental CSR image, environmental CSR image
memiliki pengaruh yang signifikan terhadap brand trust, green practices memiliki
pengaruh yang signifikan terhadap brand trust melalui environmental CSR image,

dan brand authenticity yang memiliki pengaruh signifikan terhadap brand trust.

Kata kunci: green practices, environmental CSR image, brand authenticity, brand

trust.
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THE EFFECTIVENESS OF GREEN PRACTICES, ENVIROMENTAL
‘CORPORATE SOCIAL RESPONSIBILITY’ IMAGE, AND BRAND
AUTHENTICITY ON BRAND TRUST IN BANK BNI SURABAYA CITY

ABSTRACT

Growth of awareness for the environment in the community makes people
more sensitive that the industry is committed to providing services or products that
are ethically and environmentally friendly. Bank BNI is a leading bank in Indonesia
that also cares about environmental issues.

This research was conducted to determine the effect of green practices on
brand trust through environmental CSR image and the effect of brand authenticity
on brand trust in BNI banks in Surabaya. The sample of this study used purposive
sampling and the total respondents were 150 samples. The data used in this study
are primary data sources and data collection methods, namely surveys. Analysis of
the data in this study using SEM software LISREL.

The results of this study indicate that green practices have a significant
influence on environmental CSR images, environmental CSR images have a
significant effect on brand trust, green practices have a significant effect on brand
trust through environmental CSR images, and brand authenticity has a significant

influence on brands trust.

Keywords: green practices, environmental CSR image, brand authenticity, brand

trust



