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dan Brand Trust pada Produk Fashion “Kana Goods” 

 

 

ABSTRAK 

 

Penelitian ini memiliki tujuan untuk mengetahui bagaimana pengaruh green 

marketing dan brand personality terhadap brand image dan brand trust pada produk 

fashion “Kana Goods”. Penelitian ini dilakukan dengan menguji sebanyak 70 

sampel responden yang berdomisili di Jawa Timur dan berusia antara 20 – 24 tahun. 

Metode penelitian ini yaitu kuantitatif dengan menggunakan kuesioner online. 

Variabel yang digunakan adalah green marketing, brand personality, brand image, 

dan brand trust. 

Teknik analisis data yang digunakan yaitu analisis multivariat (korelasi 

kanonikal) dengan software SPSS. Berdasarkan hasil analisis menunjukan bahwa 

green marketing berpengaruh positif signifikan terhadap brand image, green 

marketing berpengaruh positif signifikan terhadap brand trust, brand personality 

berpengaruh positif signifikan terhadap brand image, brand personality 

berpengaruh positif signifikan terhadap brand trust, green marketing dan brand 

personality berpengaruh positif signifikan terhadap brand image, green marketing 

dan brand personality berpengaruh positif signifikan terhadap brand trust. Adapun 

saran bagi peneliti selanjutnya untuk mengeksplorasi lebih lanjut mengenai faktor 

lain yang memengaruhi variabel brand image dan brand trust agar memperoleh 

pemahaman dan wawasan yang lebih kuat dan komprehensif tentang kedua variabel 

tersebut. 

 

Kata kunci: Green Marketing, Brand Personality, Brand Image, dan Brand Trust 
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The Effect of Green Marketing and Brand Personality on Brand Image 

and Brand Trust on Fashion Products “Kana Goods” 

 

 

ABSTRACT 

 

This study aims to determine how green marketing and brand personality 

affect brand image and brand trust in “Kana Goods” fashion products. This 

research was conducted by testing 70 samples of respondents who live in East Java 

and are between 20-24 years old. This research method is quantitative using an 

online questionnaire. The variables used are green marketing, brand personality, 

brand image, and brand trust. 

The data analysis technique used is multivariate analysis (canonical 

correlation) with SPSS software. Based on the results of the analysis, it shows that 

green marketing has a significant positive effect on brand image, green marketing 

has a significant positive effect on brand trust, brand personality has a significant 

positive effect on brand image, brand personality has a significant positive effect 

on brand trust, green marketing and brand personality have a significant positive 

effect on brand image, green marketing and brand personality have a significant 

positive effect on brand trust. As for suggestions for future researchers to further 

explore other factors that influence brand image and brand trust variables in order 

to gain a stronger and more comprehensive understanding and insight into these 

two variables. 

 

Keywords: Green Marketing, Brand Personality, Brand Image, dan Brand Trust 


