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ABSTRACT

The awareness of environmental preservation is the duty of every human being. In the current business world,
all speaks about the concept of green. This paper is aimed at describing the concept of green banking as a
positioning strategy to improve the brand image of the company (bank) itself. The method used is a descriptive
empirical method. There are lots of strategies undertaken by companies to strengthen their brands. All the things
performed by those companies are strategies to strengthen their brands. It is related to the positioning and its
positive impact on brand image. Here, the concept of green can be regarded as a "seasoning™ to accompany the
corporate strategy which is expected to strengthen brand image. This concept is not merely a social activity as a
whole, but it leads more to strengthen the positive image obtained by the company. Brand image can be
improved. The brand image of a company may improve and its possible positive consequence is that the brand
can be the top of mind for customers. Nowadays, customers should be appreciated even more, meaning that
their “value” must be raised. This can be used as a guide for companies using the concept of green in their
strategies.
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is definitely to be better known and also strengthen
their brand. Many strategies undertaken by the
companies to strengthen their brand.

When we deeply review the concept of go green,
this generally means that the company cares about the

INTRODUCTION

In recent times, we often hear about the concept
of green banking. When hearing this concept, a thing
crosses in our mind is a link between go green concept
and banking companies. Go green concept has long
been considered by some companies. Lots of
companies always campaign that they have
implemented or are going to implement the go green.
The term "back to nature” is no longer a slogan of
theirs. Go green can be done in their various activities.
This paper is aimed at describing the concept of green
banking as a positioning strategy to improve the brand
image of the company (bank).

Has the concept of go green been the new
strategy of the companies in improving their image in
public? Everything done by the companies is part of
their strategy. For example, companies performing
CSR or charity work publish this activity, hoping the
image of the companies will increase in the
community. The companies must be willing to do
anything to boost their image in public, where the goal

environment. Yet, | personally feel that it is not ideally
conducted 100%. Why? As we have understood, it is
difficult for the company to avoid or even eliminate
the use of paper in its daily activity. Not to mention, if
we look at companies in big cities, their building
architecture may contribute to greenhouse gas effect.

In the other hand, there are some companies that
have started performing the concept of Go-Green.
Some of the ways they did as the example of go green
are, they use recycled paper, they design their building
with vines around it, this for sure will have a positive
impact on the production of fresh air. Banking world
can be used as a new force in building the Go-Green
movement. The role of banking world is to be a bridge
among investors and stakeholders to develop new
regulation related to Go-Green concept. All of these
does not eliminate the focus of companies’ target
market.



If we associate this concept with the brand
positioning strategy, the companies implementing go
green will become public concern. Some of the things
done related to the concept of green banking may
result in positive image in public. Society will think
that the company (bank), in doing its activities, is
concerned about the environment. This is highly
considered to boost the positive image or reinforce the
"prand" that already exists.

In other words, the public will pay more attention
to the company. The public attention will make it
easier for the company to increase sales, which
certainly will result in positive contribution to the
company. It can be said here that the company
showing environmental awareness still has an ultimate
goal to increase its profits. It is indeed the purpose of
all enterprises.

Here we can say that the concept of green
banking is a strategy that will lead to strengthen the
positioning of the company. Like anything else, if the
brand is strong, it is easier for the firm to increase
profit. There may be a question, to what extent the
concept of green banking will touch the daily life of
the company (bank)?

LITERATUR REVIEW

GREEN BANKING

Green Banking Refers to the banking business
conducted in selected area and manner that helps
the overall carbon emission reduction of external
and internal carbon footprint (Bahl, 2012). The
purpose of green banking is to reduce the level of
pollution and carbon emission. Bahl (2012) also
mentioned that the concept of green banking is also
a promotional material of environmental-friendly
practices. The strategy of green banking itself can
be used as a business model, among others are:
green banking financial products, paperless
banking for carbon footprint reduction, energy
consciousness, using mass transportation systems,
green building, social responsibility services (Bahl,
2012).

The concept of green banking helps to make
the future brighter and green because green
banking has a direct impact felt by the environment
(Sharma, et al, 2013). Banks can also develop more
sustainable products, such as environmental, social,
or ethical investment funds (Biswas, 2011).
Keeping the environment is also the obligation of
the financial institution. The investments made
must consider the environment preservation and
sustainability of the surroundings. "...Encouraging
environmentally responsible investments and
prudent lending should be one of the
responsibilities of the banking sector. This method

of finance can be called as "Green Banking"
(Biswas, 2011).

Ruth A. Sekaryuni (Bank Indonesia), a
Research Executive of the Directorate of Banking
Research and Regulation of Bank Indonesia, says
that green banking is banking concept of doing
business based on the principle of sustainability
development. As an example, in giving loan and
financing, the bank must consider the ecological
balance, human welfare, social and cultural
development of society. The definition is similar to
that issued by the World Bank. According to the
World Bank, Green Banking is based on four
elements namely nature, well-being, economy and
society (Ardiansari, 2012). By implementing the
concept of Green Banking, banking activities in
general will not be disturbed. In fact, this will
result in both tangible and intangible benefits
(Arman in Ayu and Anityasari, 2013). The
Principles of Sustainable Development ensure that
the development done should have a balance on
three perspectives, namely Profit (Economy),
People (Social), Planet (Eco-Friendly).

Green Banking is an effort done by the banks
to make the industries grow green and in the
process restore the natural environment (Bhardwaj
and Malhotra, 2013). It also said that the concept of
green banking itself is very useful for banks,
industry-wide and the economy in general. Green
bank is a financial institution that gives priority to
the sustainability in its business practices. In the
future, the world of business will not work without
applying the environmental principle because
banks will not be willing to support that kind of
business (Ardiansari, 2012).

POSITIONING

Positioning becomes important to grow in
terms of business sector. Companies struggle in
order their brands to be remembered, prioritized by
prospective customers, loved and purchased
(consumed) whenever needed. The concept of
brand placement strategy has been long time ago
and it continues to evolve with the development of
human civilization (Adiwijaya and Djati, 2006)

Company owning the brand must know the
position of the brand in the mind of customers.
Positioning done by the company reflects the
product itself. Making a brand differ from other
brands is a perception and feeling of customers
about the attribute of the product as well as its
performance. Placing the brand in the mind of
customers has always been the serious effort and it
is done to build the strength of the brand. Brand
management is all about efforts done related to



how to place brand into the customer's minds
among the brands that already exist. Brand strategy
is a process in which the offer is positioned in the
mind of customers that will result in useful
perception (Surachman, 2008).

Positioning is not what you do to the product
but what is in the mind of your customer to be.
This is done by the company to place the product
into the mind of customers.

Positioning can also be said as a process in
which the results lead to the product positioning.
Kotler in Surachman (2008) also says that
something which should be taken first is how we
design a positioning, not setting the brand.

Positioning is the act of designing brand
offering and corporate image so that these occupy a
position in the mind of customers as well as
distinguish the firm from the competitors. Brand
Positioning is an effort to communicate the reality
of the brand to customers, but not all of reality can
be communicated to the customer (Arnold in
Surachman, 2008).

Thus, the brand placement of the company is
to establish a brand image of the company in the
perspective of society (Ma'ruf, 2006). The
placement of the brand is not just advertising or
such, but the totality of the overall marketing
program including marketing activities such as
integrated marketing communication. This is
conducted to establish brand image (Ma'ruf, 2006).
This is because the positioning that will be placed
in customer's mind must also be supported by
differentiation.

In this case, the company (bank) must also be
able to see any difference (in concept) that will be
done. Finally, we need to remember that all things
done by the company is to boost the image or to
strengthen the existing ones. With the
differentiation done by the company (the presence
of positioning), this can be achieved.

BRAND IMAGE

Arslan & Altuna (2010) state that brand is the
most important one and can also be the most
important asset for the owner of the company. This
is how companies can get the image of a brand.
The image of a brand is a set of unique associations
to be created or maintained by brand holder
(Surachman, 2008). The association is the thing
which tells the customer what is actually promised
by the firm. However, the company may want
something but the results are not always the same
as expected. Association of a brand (brand image)
can set an influence on customers' willingness to
make buying (Febriani, 2008).

According to Kotler, et al (2009), the brand
image is the perception and beliefs held by
customers, as reflected in the customer associations
held in memory. Brand image is part of the brand
itself that can be recognized, but difficult to
describe verbally. Strong brand image can provide
a number of advantages and unique capabilities
which are difficult to imitate. This also increases
customer loyalty and repeats the purchase of
customers. Aside from them, there are many other
positive inputs that can be received by the
company (Chandra in Faqih, 2008). Developing a
strong image requires creativity and hard work.
The image can not be implanted in the public mind
overnight or disseminated through the media only.
Instead, the image must be delivered through any
means of communication available and deployed
continuously. Brand image has  been
conceptualized and operationalized in Several
ways (Sondoh, et al., 2007).

The brand image is related to belief and
attitude toward a brand preference and customers
with a positive brand image are more likely to have
this preference. Hence the usefulness of the ads is
to build a positive image of the brand. Another
benefit of a positive image is, the company can
develop a product line by utilizing the positive
image which has been formed in the previous
product brand. Image can be defined as belief, idea
and impression embraced by someone about an
object in which a person's attitude and action
towards an object will depend on this image
(Sulaksana, 2007).

Affecting the customer's positive image to the
brand is a remarkable thing. Because through this,
the brand can last longer as it has become a
positive image in the market. Appropriate strategy
to influence customer brand image is the product
positioning. In positioning the brand, marketers
must first have a product concept that can
communicate the desired benefits through
advertising and the use of media reaching the target
market. The brand image can be regarded as a kind
of association that comes to mind when
considering a particular brand.

RESEARCH METHODOLOGY

This paper is aimed at describing the concept
of green banking as a positioning strategy to
improve the brand image of the company (bank)
itself. Where the context is a company (bank) uses
the concept of green as its positioning strategy.
This research type is descriptive. Descriptive
research is a research aiming at obtaining an
overview of the characteristics of the existing



variables. Descriptive research is carried out to
know and explain the characteristics of the
variables examined in a situation (Sekaran, 2006).

RESULTS AND DISCUSSION

In the banking world, the emergence of the
concept of green banking has been a hot topic since
2002. Many people question, can a financial
institution have a strategy which is concerned
about the environment ?

Bank Indonesia issued a policy to encourage
the company to be in line with the global trend
which is to incorporate the aspect of environmental
protection. This enables banking sector to have a
clear rule and policy in supporting sustainable
development. This policy has been the liability to
be implemented by Indonesian banking industry.
This is because Indonesia is the country which has
enormous  natural resources. Besides, the
government has the power to influence the creation
of a system of financial institutions (banks and
non-banks) which care about environmental issues.

The concept of green banking done by the
company can also be regarded as a strategy of
"green marketing". This strategy is undertaken to
strengthen brand positioning of the firm. But here,
not all strategies are really green. But the company
continues to improve the concept of green banking.
The point is that the company has shown its
concern for the environment. The concept of
"green" applied by the company is used as a
strategy to seize the "heart share” of wide
customers. Some examples are the placement of
some greenery in the work-space, minimizing the
use of paper, or may be in the more extreme one is
planting vines on the outside wall of the building
intended to minimize the greenhouse effect.
Another activity that can be undertaken by bank is
to use the layout design of the front office which
shows the care about the environment.

In terms of improving bank’s risk
management capability, banks are required to
produce portfolio that leads to environmental
awareness. Here we can see that the cost
(spending) incurred by the bank is not only to
assist business sectors in terms of lending, but also
to raise the awareness of environmental
preservation. Therefore, there are two things that
can be achieved by the bank, first is to finance
entrepreneurs to improve their businesses which
are environmentally friendly, second is to play an
active role in environmental conservation. In other
words, banks have to be be firm and selective in
providing financial assistance, especially to some
parties proven to cause environmental destruction.
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Banks’ ultimate purpose of this activity is to
improve the image in the mind of their customers.
Any bank can have a good reputation as an
environmentally friendly bank because of its
relentless and serious effort the environmental
preservation. For some people it might be trivial,
but if we further examine the importance of
environmental health, our hearts will certainly be
touched to play an active role in environmental
conservation.

In the business world, there are still more
people who have less concern about nature
preservation. Because they think that it is wasting.
The cost of the environmental preservation is much
fewer than that the firm earns. This actually should
make the firm think that the spending is not to
enrich any particular person. But this is for the sake
of the next generation. In this case, the companies
having higher level of social awareness will
certainly do the concept of green because they are
aware of the importance nature preservation.

Green concept is not simply a social activity
as a whole, but rather something that leads to
strengthen the positive image of the firm. Brand
image of the firm may increase. The possible
positive consequence is the brand can be the top of
mind. Yet, all these things do not go smoothly or
easily. All these things also depend on the core
services that the firms have. Companies still have
to run their core business and at the same time
apply the concept of green. It will be useless thing
if the company is concerned about the concept of
green but the service quality does not improve.

In this case, the concept of green can be
regarded as a "seasoning” to accompany firm
strategies which are expected to strengthen their
brand image. There are still many customers who
have not been aware of the concept of green. This
is because in their daily life, they have not
implemented or are not aware of the environmental
preservation. There is a difference between ‘to
know’ and ‘to be able’. Knowing stops in the mind,
without the power to undertake something. This
differs from ‘to be able’ which means to be aware
of what is done with regard to the concept of
environmentally friendly activity. And this will
result in huge benefit. This is not only any
particular person, but for the whole of mankind. It
is also used as a reason by some companies
implementing this concept. Especially in banks
where a lot of interactions with public in general
occur. An example is to put green plants around the
counter and waiting area where the customers can
get more fresh air. This will prevent them from
boredom, too. Clean and fresh air in a certain room



can be associated with air circulation and

additional oxygen. These can also relax the
customers’ emotion.
Many people think that in their daily

activities, banks definitely use a lot of papers and
as we know this can damage the environment. But
there are now many banks which reduce the use of
paper. For instance, the ATM machine is
programmed to ask the customers whether to print
the balance or just display on the screen. There are
also banks whose ATM machines have a program
to be able to print multiple transactions in just one
print out. These things are examples of caring the
environment because the banks are able to reduce
the use of paper.

In other words, customers feel to be served
indirectly by the atmosphere in the building or
office. Currently, companies are competing not
only to satisfy the needs and desires of customers,
but also to impress customers. The concept of
green done by the company can impress customers.
This can be attributed to the concept of "wow
selling” introduced by Hermawan Kartajaya that
customers who had been "aha" can turn into
"wow".

Differentiation done by companies related to
the concept of green can result in positive image.
This can build or strengthen the existing ones.
With the strategy of positioning done based on
differentiation, customers will surely feel and see
the positive value from the company. And if this
activity continues over time (sustains), the
company can be said to have "moved" and can also
be said to have a long-lasting greatness. The
concept of "jump to second curve" introduced by
Jim Collins, can be used as an analysis tool. This
states that the companies (banks) performing the
green concept have a vision that far ahead so that
the they will not "decline".

Something to be questioned is, does a
company doing the concept of green simply follow
others? Whereas the conservation of nature is our
responsibility as inhabitants of the earth. If the
company does not want to be said as a follower, it
has to engage in innovation and improvisation of
its green concept. The point here is a clear
differentiation and originality of what is done by
the company. | am always reminded of Jim Collins
words that good is the enemy of great. This should
be considered by all companies who want to
become leader and get positive image from
customers. Regarding to this, the implementation
of green concept should have an element of
differentiation from other companies. By
implementing this, it is very likely that the

company can increase the positive value in the
perspective of customers.

As a result, with increased or strengthened
image, the brand will also increase. The value of
the company will definitely increase, too. We need
to think how to maintain our products to be in line
with the grand strategy related to the concept.
Moreover, it is done to attain heart share which the
output is to make the company become the "top
brand" achiever. The ultimate goal is to build a
long lasting greatness of the firm.

CONCLUSIONS

Banking world exists because of public
demand. With the banks, the community is helped
financially to improve the business and also their
lives. Therefore, companies (banks) must also
"serve™ with full heart to be able to get a "position”
in the view of customers.

Serving wholeheartedly can result in
"concern™ from customers at large. By doing so,
customers are not only satisfied but also impressed
by what is done by the company. Indeed, it is better
to impress than just to satisfy the customers.
Things to impress customers are done through the
strategy of green in various aspects. In the case of
banking industry, this is not only to increase the
service because this is already a program to satisfy
customers. Currently customers need to be valued.
This can be done through the concept of green in
every aspect. The thing to remember is that the
concept of green is done not because of going with
the stream (following other companies). Indeed,
the campaign of green has been widely known. So
one thing to do now is to make or have difference
in the strategy concept. It is highly associated with
creativity and imagination.
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