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ABSTRAK 

Levina Ganisa / 21130346 / 2017 / Mediasi Corporate Reputation dan Corporate Brand 

Credibility Terhadap Hubungan Antara Corporate Social Responsibility dan Corporate 

Brand Equity Pada Bank Negara Indonesia (BNI) / Pembimbing: Ir. Dergibson Siagian, 

M.M. 

CSR merupakan salah satu upaya pemerintah dan perusahaan untuk menjaga 

keseimbangan terhadap pertumbuhan ekonomi dan pemerataan ekonomi, termasuk industri 

perbankan. Bank Negara Indonesia meyakini bahwa CSR dapat meningkatkan kepedulian 

dan tanggung jawab kepada lingkungan dan komunitas serta dapat meningkatkan ekuitas 

merek, reputasi perusahaan, dan kredibilitas perusahaan.  Namun, realisasi CSR yang 

dilakukan oleh BNI masih belum maksimal. Terkait kegiatan CSR, para peneliti meyakini 

bahwa salah satu fungsi CSR adalah meningkatkan Corporate Brand Equity, Corporate 

Brand Credibility dan Corporate Reputation meskipun belum dapat dijelaskan bagaimana 

caranya. Oleh karena itu, penulis tertarik untuk melakukan penelitian tentang Mediasi 

Corporate Reputation dan Corporate Brand Credibility Terhadap Hubungan Antara 

Corporate Social Responsibility dan Corporate Brand Equity Pada Bank Negara Indonesia 

(BNI). 

Teori yang digunakan untuk mendukung penelitian ini adalah definisi dari CSR, 

Corporate Brand Equity, Corporate Brand Credibility dan Corporate Reputation. 

Kemudian didukung oleh teori mengenai hubungan antara CSR dengan Corporate Brand 

Equity, CSR dengan Corporate Brand Credibility, CSR dengan Corporate Reputation, 

Corporate Brand Credibility dengan Corporate Reputation, Corporate Brand Credibility 

dengan Corporate Brand Equity, dan Corporate Reputation dengan Corporate Brand 

Equity. 

Obyek penelitian ini adalah CSR Bank Negara Indonesia (BNI). Metode 

pengumpulan data dalam penelitian ini menggunakan metode komunikasi dan penarikan 

sampel menggunakan non probability sampling dengan teknik judgement sampling. Oleh 

karena itu, kuesioner online disebar melalui media Google Docs sebanyak 105 responden 

yang mengetahui program CSR BNI. Prosedur yang digunakan untuk pengujian model dan 

pengolahan data adalah model persamaan struktural (Structural Equation Modelling) 

dengan menggunakan WarpPLS 4.0 dan SPSS 20.0.  

Hasil penelitian menunjukkan bahwa Corporate Social Responsibility berpengaruh 

positif dan signifikan terhadap Corporate Brand Equity baik secara langsung maupun tidak 

langsung, Corporate Social Responsibility berpengaruh positif dan signifikan terhadap 

Corporate Brand Credibility, Corporate Social Responsibility berpengaruh positif dan 

signifikan baik secara langsung maupun tidak langsung terhadap Corporate Reputation, 

Corporate Brand Credibility berpengaruh positif dan signifikan terhadap Corporate 

Reputation, Corporate Brand Credibility berpengaruh positif dan signifikan baik secara 

langsung maupun tidak langsung terhadap Corporate Brand Equity, Corporate Reputation 

berpengaruh positif dan signifikan terhadap Corporate Brand Equity. 

Kesimpulan dari penelitian ini adalah semua hipotesis yang ada telah terbukti 

memiliki pengaruh yang positif dan signifikan baik secara langsung maupun tidak 

langsung. 
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ABSTRACT 

Levina Ganisa / 21130346 / 2017 / Mediation On Corporate Reputation and Corporate 

Brand Credibility Of Relationship Between Corporate Social Responsibility and Corporate 

Brand Equity In Bank Negara Indonesia (BNI) / Advisor : Ir. Dergibson Siagian, M.M. 

CSR is one of the efforts of governments and companies to maintain a balance on 

economic growth and equitable distribution of the economy, including the banking 

industry. Bank Negara Indonesia believes that CSR could increase awareness and 

responsibility to the environment and communities and could increase corporate brand 

equity, corporate reputation, and credibility of the company. However, the realization of 

CSR conducted by BNI is still not optimal. The researchers believe that one of the 

functions of CSR is to increase Corporate Brand Equity, Corporate Brand Credibility and 

Corporate Reputation although it is not fully clear how. Therefore, i was interested in 

doing research about Mediation On Corporate Reputation and Corporate Brand Credibility 

Of Relationship Between Corporate Social Responsibility and Corporate Brand Equity In 

Bank Negara Indonesia (BNI). 

The theory used to support this research was the definition of CSR, Corporate 

Brand Equity, Corporate Brand Credibility and Corporate Reputation. Then supported by 

the theory of the relationship between CSR to Corporate Brand Equity, CSR to Corporate 

Brand Credibility, CSR to Corporate Reputation, Corporate Brand Credibility to Corporate 

Reputation, Corporate Brand Credibility to Corporate Brand Equity, and Corporate 

Reputation to Corporate Brand Equity. 

The object for this study was CSR of Bank Negara Indonesia (BNI). Methods of 

data collection in this study was using communication methods and sampling was using 

non-probability sampling with judgment sampling techniques. Therefore, a questionnaire 

was distributed online through Google Docs for 105 respondents who knew about BNI 

CSR program. The procedure used to test the model and data processing was structural 

equation model (Structural Equation Modelling) using WarpPLS 4.0 and SPSS 20.0.  

The results showed that Corporate Social Responsibility affect positive and 

significant impact either directly or indirectly on Corporate Brand Equity, Corporate Social 

Responsibility affect positive and significant impact on Corporate Brand Credibility, 

Corporate Social Responsibility affect positive and significant impact either directly or 

indirectly on Corporate Reputation, Corporate Brand Credibility affect positive and 

significant impact on Corporate Reputation, Corporate Brand Credibility affect positive 

and significant impact either directly or indirectly on Corporate Brand Equity, Corporate 

Reputation affect positive and significant impact on Corporate Brand Equity. 

The conclusion from this study was all hypotheses has been proven to have a 

positive and significant influence either directly or indirectly. 
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