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ABSTRAK 

I Kadek Kevin Raditya Yasa NRP. 1423022077. “ Pengaruh Marketing 

Communication Erspo X TimnasIndonesia tTerhadap Brand Image Pada 

Penggemar Sepakbola Di Indonesia”  

Penelitian ini membahas teori marketing communication 7p yang berpengaruh 

terhadap brand image. Marketing communication didefinisikan sebagai alat yang 

digunakan oleh perusahaan untuk memberikan informasi mengenai produk dan 

merek yang ditawarkan agar dapat membujuk, baik secara langsung maupun tidak 

langsung. Brand image didefinisikan sebagai kesan yang terbentuk di benak 

konsumen terhadap merek tertentu melalui produk atau layanan yang ditawarkan. 

Pada penelitian ini, variabel marketing communication diukur melalui indikator 

seperti product, place, price, promotion, people, procces. Sedangkan variabel brand 

image diukur berdasarkan recognition, reputation, affinity, loyalty. Fenomena yang 

terjadi adalah marketing communication yang dilakukan Erspo X TimnasIndonesia 

memiliki permasalahan dalam pemasarannya, penilaian negatif mengenai 

promosinya berasal utama dari produk yang ditawarkan sehingga memunculkan 

dugaan mengenai bagaimana brand image Erspo X TimnasIndonesia dimata 

masyarakat khususnya penggemar sepakbola di Indonesia. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode survei sebagai teknik 

pengumpulan data. Hasil penelitian menunjukkan bahwa marketing communication 

Erspo X TimnasIndonesia memiliki hubungan dengan brand image mereka. Hal ini 

terlihat dari penggemar sepakbola di Indonesia yang menganggap marketing 

communication Erspo X TimnasIndonesia tidak efektif sehingga menciptakan 

brand image yang negatif.  

Kata kunci : Marketing communication, brand image, erspo x timnasIndonesia 
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ABSTRACT 

 

I Kadek Kevin Raditya Yasa NRP. 1423022077. “The Influence of Erspo X 

Indonesian National Team Marketing Communication on Brand Image Among 

Football Fans in Indonesia” 

This study discusses the 7P marketing communication theory which influences 

brand image. Marketing communication is defined as the tools used by companies 

to provide information about the products and brands offered to persuade, both 

directly and indirectly. Brand image is defined as the impression formed in the 

minds of consumers towards a specific brand through the products or services 

offered. In this study, the marketing communication variable is measured through 

indicators such as product, place, price, promotion, people, and process. 

Meanwhile, the brand image variable is measured based on recognition, 

reputation, affinity, and loyalty. The phenomenon that occurred is that the 

marketing communication conducted by Erspo X Indonesian National Team has 

problems in its marketing. Negative evaluation regarding their promotion primarily 

stems from the products offered, leading to a suspicion about how the brand image 

of Erspo X Indonesian National Team is perceived by the public, especially football 

fans in Indonesia. This study uses a quantitative approach with the survey method 

as the data collection technique. The results show that the marketing 

communication of Erspo X Indonesian National Team has a relationship with their 

brand image. This is evident as football fans in Indonesia consider the marketing 

communication of Erspo X Indonesian National Team to be ineffective, thus 

creating a negative brand image. 

Keywords: Marketing communication, brand image, Erspo X Indonesian National 

Team


