INTISARI

Penelitianinibertujuanuntukmengetahuidanmenganalisispengaruhvariabel
green brand image; green satisfaction; dangreen trustterhadapgreen brand
equitypadamerek LG di Surabaya, Indonesia.

Pengolahan data dilakukandenganmenggunakanStructuralEquation
Modeling (SEM)dengansoftwere AMOS 18.Teknikpengambilansampel yang
digunakanadalahnon probability sampling denganjenis purposive sampling.

Data diperolehsecaralangsungdariresponden yang
memenuhipersyaratankarakteristikpopulasimelalui proses
penyebarankuesioner. Jumlahsampel yang
digunakandalampenelitianiniberjumlah 150 responden.
Hasilpenelitianinimenunjukkanadanyapengaruhgreen brand

imageteradapgreen satisfaction, green brand imageterhadapgreen trust,
dangreen satisfaction terhadapgreen brand equity. Pengaruhgreen brand
imageterhadapgreen brand equitydangreen trustterhadapgreen brand
equitydinyatakantidakterdukung.

Kata Kunci: Green Brand Image, GreenSatisfaction, GreenTrust, Green Brand
Equity.
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ABSTRACT

The purposes of this study is to investigate three drivers of green brand
equity: green brand image; green satisfaction, and green brand equity LG at
Surabaya, Indonesia.

This research using Structural Equation Modeling (SEM) with AMOS
18software. Sampling techniques wused in this research are non
probabilitysampling with this type of purposive sampling. Data collected
directly from respondents who meet the specified characteristics of the
population by distributing questionnaires. The samples used in this study was
150 respondents.

The results of this study showed the influence of green brand image
toward green satisfaction, green brand image toward green trust, and green
satisfaction toward green brand equity. Furthermore, the green brand image
toward green brand equity and green trust toward green brand equity was
found to be no supportive.

Keywords:Green Brand Image, GreenSatisfaction, GreenTrust, Green Brand
Equity.
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