ABSTRACT

The purpose of this research is to analyze the influence elements of the marketing
mix to brand equity and brand image as mediation variable on Powerade Isotonik.
Respondents taken as samples are 200 customers of Futsal 76. To analysze the
influence of each variable, test path (path analysis) was used. The results showed
that there was a direct influence of the marketing mix to brand equity. There is also
combination influences of marketing mix and brand to brand equity, therefore it is
concluded that brand image is mediation variable to brand equity.
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ABSTRAK

Tujuan penelitian ini adalah analisis pengaruh elemen-elemen marketing mix
terhadap brand equity dengan brand image sebagai variabel mediasi pada Powerade
Isotonik. Responden yang diambil sebagai sampel adalah 200 pelanggan Futsal 76.
Untuk mencari pengaruh masing-masing variabel digunakan uji path (analisis jalur).
Hasil penelitian menunjukkan bahwa terdapat pengaruh langsung marketing mix
terhadap brand equity. Juga terdapat pengaruh antara marketing mix dan brand
image secara gabungan terhadap brand equity hal ini menunjukkan adanya pengaruh
brand image sebagai variabel mediasi.

Kata Kunci: marketing mix, price, store image, marketing activities, price deal,
brand image, brand equity
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