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ABSTRAK

“Anastasya Fikiando/24130037/ Analisis Dampak Corporate Social Responsibility
—Terhadap Corporate Brand Equity dengan Corporate Brand Credibility dan Corporate
=Reputation Sebagai Pemediasi Pada Bank Rakyat Indonesia / Pembimbing: Ir. Dergibson
SSiagiaf, M.M.

5 =Bank tidak hanya berfungsi dalam pembangunan ekonomi, seperti pembangunan
naglonal stabilitas nasional tetapi juga memperhatikan masalah lingkungan sosial
mgsyarakat seperti melakukan kegiatan CSR. Bank Rakyat Indonesia (BRI) adalah salah
Zsatw bank yang melalukan kegiatan CSR yang dirasakan dapa meningkatkan ekuitas merek
@pe‘fusahaan Namun disisi lain Dalam menjalankan program corporate sosial responsibility
D(C%SR) Bank Rakyat Indonesia (BRI) memiliki beberapa kendala atau masalah seperti
akt?rangnya komunikasi mengenai kegiatan CSR. Terkaitnya kegiatan CSR, para peneliti
émgyakml bahwa salah satu fungsi CSR adalah meningkatkan corporate brand equity,
gc&porate brand credibility dan corporate reputation meskipun belum dapat dijelaskan
%bqgalmana caranya. Oleh karena itu, penulis tertarik untuk melakukan penelitian tentang
§A5)iah5|s Dampak Corporate Social Responsibility Terhadap Corporate Brand Equity
=dengan; Corporate Brand Credibility dan Corporate Reputation Sebagai Pemediasi Pada
cBank Rakyat Indonesia.

eQgas d|1n6ueLu b

e uel

Teori yang digunakan untuk mendukung penulisan ini adalah definisi dari CSR,
Scorporate brand equity, corporate brand credibility dan corporate reputation. Kemudian
“didukung oleh teori mengenai hubungan antara CSR dengan corporate brand credibility,
©CSR déngan corporate reputation, CSR dengan corporate brand equity, corporate brand
scredibglity dengan corporate brand equity, corporate reputation dengan corporate brand
gequity, corporate brand credibility dengan corporate Reputation.

w_eduey 1ui sl

ueyw

Obyek penelitian ini adalah Bank Rakyat Indonesia. Metode pengumpulan data
§dalam penelitian ini menggunakan metode komunikasi dan untuk penarikan sampel
smenggunakan non probability sampling dengan teknik judgement sampling. Oleh karena
gitu, keesioner online disebar melalui media Google Docs sebanyak 100 reponden yang
Smenggtahui program CSR BRI. Prosedur yang digunakan untuk pengujian model dan
“pengofahan data adalah model persamaan struktural (Structural Equation Modelling)

“dengaf menggunakan WarpPLS 4.0 dan SPSS 16.0.

agqwins

Output yang dihasilkan menunjukkan bahwa corporate social responsibility
“berpeRgaruh positif dan signifikan terhadap corporate brand credibility, corporate social
respopsibility berpengaruh positif dan signifikan baik secara langsung maupun tidak
langs@ihg terhadap corporate reputation, corporate social responsibility berpengaruh
positif_dan signifikan baik secara langsung maupun tidak langsung terhadap corporate
brand=equiy, corporate brand credibility secara langsung berpengaruh terhadap corporate
brand=equty, namun berpengaruh positif dan signifikan secara tidak langsung melalui
corporate reputation, corporate reputation berpengaruh positif dan signifikan terhadap
corporate brand equity, corporate brand credibility berpengaruh positif dan signifikan
terhadap corporate reputation.

Kesimpulan dari penelitian ini adalah semua hipotesis yang ada telah terbukti
memiliki pengaruh yang positif dan signifikan, kecuali corporate brand credibility
terhadap corporate brand equty, harus melalui corporate reputation.

iii



"OWMIg| uizi eduey

undede ynjuaq wejep Ul siny eAJey yninyas neje uelbeqas yeAueqiadwawl uep ueywnunbuaw buede)iq ‘g

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

"yejesew niens ueneluly uep ynidy uesijnuad

’uQJodequeunsnAuad‘qeuuueAJexuesnnuad‘ueuweued‘ueanpuadue6uuuadaxxn1uneAuequedunﬁued'e

ABSTRACT

Anastasya Fikiando / 24130037 / 2017 / Analysis of Impact of Corporate Social
_Responsibility On Corporate Brand Corporate Brand Equity with Credibility and
cCorporate Reputation As Mediation On Bank Rakyat Indonesia / Advisor: Ir. Dergibson
“Siagiaf; M.M.

Banks not only works in economic development, such as national development,
ugn@onal stability but also concerned about the social environment such as CSR activities.
=Bank Rakyat Indonesia (BRI) is one of the banks that pass the perceived CSR activities can
ﬁer_ﬁ]ance the company's brand equity. On the other hand in running the program of
ocd?porate social responsibility (CSR), Bank Rakyat Indonesia (BRI) had some obstacles or
‘Spréblems such as lack of communication regarding CSR activities. Its related CSR
macilvmes the researchers believe that one of the functions of CSR is to increase corporate
wbr@nd equity, corporate brand and corporate reputation credibility although it is not fully
mcléar lew. Therefore, the authors are interested in doing research on Analysis of Impact of
SCarporate Social Responsibility On Corporate Brand Corporate Brand Equity with
=Credibility and Corporate Reputation As Mediation On Bank Rakyat Indonesia.

aw bue

buepu

The supporting theories which were used in this paper are definition of corporate
rand ®quity, corporate brand credibility dan corporate reputation. And then there were
supportmg theories about the relationship between CSR with corporate brand credibility,
~CSR with corporate reputation, CSR with corporate brand equity, corporate brand

uws%91eAJex n

-ocredibility with corporate brand equity, corporate reputation with corporate brand equity,

eaue

scorporate brand credibility with corporate Reputation.

This research object is the Bank Rakyat Indonesia. The method of collecting data in
cthis study using the method of communication and for sampling using non-probability
QBstampIing and judgment sampling techniques. Therefore, a questionnaire was distributed
~“online through Google Docs media were 100 respondents who know BRI CSR program.
“The procedure used to test the model and data processing is a structural equation model

ueous

- 3(Structural Equation Modelling) using WarpPLS 4.0 and SPSS 16.0.

ngaAu

Output generated showed that corporate social responsibility positive and
>significant impact on corporate brand credibility, corporate social responsibility positive
~and significant influence either directly or indirectly to the corporate reputation, corporate
Ssociakzresponsibility positive and significant influence either directly or indirectly on
gcorpofate brand equiy, Corporate brand credibility directly affect the corporate brand
“equtygabut positive and significant impact indirectly through corporate reputation,
corparate reputation and significant positive effect on corporate brand equity, corporate
brand=credibility positive and significant impact on corporate reputation.

The cofpclusion from this study was all hypotheses has been proven to have a positive and

significant, except he corporate brand equty credibility of the corporate brand, corporate
reputation has to go through.
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