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ABSTRACT 

Purpose .of .This .Research .Is .To .Know .How . The Effect of Marketing Mix on Brand Image 

in the Community (Case Study at Bank Bjb Main Branch). The 

.method.used.is.descriptive.research.which.analyzes.the.results.of.research.but.is.not.used.to.

draw.broader.conclusions. So .here .we have .independent .variables .and .dependent 

.variables.. The data collection technique used is a field study with a questionnaire to 100 

respondents and library research. 

Based on the author's research, it can be seen that the relationship between marketing mix and 

brand image in the community (case study at bank bjb main branch). . Meanwhile, based on 

statistical calculations carried out with SPSS, obtained . known value F = 243.617, and value 

Sig. = 0.000, while value F table with df (7.92) = 2.11. Thus H0 is rejected, H8 is accepted, 

these variables Product (X1), Price (X2), Place (X3), Promotion (X4), People (X5), Process 

(X6), Physical Evidence (X7), together have a significant effect on Brand Image (Y). Thus H0 

is rejected, and H8 is accepted, these variable variables Product (X1), Price (X2), Place (X3), 

Promotion (X4), People (X5), Process (X6), Physical Evidence (X7), together have a significant 

effect on the variable Brand Image (Y). 

 

Said .Key .: . Marketing Mix, Brand Image 

 

INTRODUCTION 

Ilntroductilon ils thel ilniltilal stagel iln a relselarch journal that has an ilmportant rolel iln delscrilbi lng thel background of thel 

relselarch, ildelntilfyi lng thel problelms railseld, and elxplailnilng why thel relselarch ils ilmportant and rellelvant iln thel contelxt 

concelrneld. Iln thils ilntroductilon, wel wi lll delscrilbel why relselarch on thel elffelct of markeltilng milx on brand ilmagel ils 

velry rellelvant iln thel bankilng contelxt, as welll as why Bank Bjb Mailn Branch was choseln as thel rilght casel study i ln 

thils study. 

Thel bankilng ilndustry i ls onel of thel most compelti ltilvel and dynamilc selctors iln a country's elconomy (Kotlelr & Kelllelr, 

2016). Thel ilntelnsel compeltilti lon among elxilstilng banks elncouragels thelm to contilnuously strilvel to mailntailn and 

i lncrelasel theli lr markelt sharel and brand ilmagel. Iln thils contelxt, thel ilnfluelncel of markeltilng milx on brand ilmagel 

belcomels velry rellelvant and ilmportant to undelrstand (Aakelr, 1996). 
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Fi lrst of all, thel markeltilng milx consilsts of four mailn ellelmelnts, namelly product, prilcel, placel, and promoti lon, plus 

othelr ellelmelnts such as peloplel, procelss, and physi lcal elvi ldelncel (Kotlelr & Kelllelr, 2016). Thelsel ellelmelnts arel thel 

mailn ilnstrumelnts iln a bank's markeltilng stratelgy. Thelrelforel, undelrstandilng how elach ellelmelnt iln thel markeltilng milx 

affelcts brand ilmagel ils kely i ln delsi lgnilng an elffelcti lvel markeltilng stratelgy. 

Selcondly, brand ilmagel plays a velry ilmportant rolel iln consumelr attractilon and trust iln a bank (Kelllelr, 1993). A 

strong brand ilmagel can hellp banks to attract customelrs, reltailn elxilsti lng customelrs, and elveln ilncrelasel customelr 

loyalty. Convelrselly, a nelgatilvel brand ilmagel can relsult iln customelr loss and a poor relputatilon. Thelrelforel, 

undelrstandilng how thel markelti lng milx can affelct brand ilmagel i ls hilghly rellelvant iln an elffort to ilmprovel bankilng 

pelrformancel. 

Iln addiltilon, delvellopmelnts iln telchnology and ilnformatilon havel also changeld thel way banks ilntelract wilth customelrs 

(Kotlelr & Kelllelr, 2016). Thel ilntelrnelt and soci lal meldila havel belcomel kely channells iln markelti lng communilcatilons, 

and banks neleld to undelrstand how thelilr markeltilng milx can ilmpact brand ilmagel iln thils ilncrelasilngly complelx 

dilgi ltal world. Thils makels relselarch ilnto thel ilnfluelncel of markelti lng milx on brand ilmagel elveln morel rellelvant iln thel 

modelrn bankilng contelxt. 

How i ls Bank Bjb Mailn Branch an Approprilatel Casel Study i ln Thils Relselarch? Casel study sellelcti lon ils an ilmportant 

stelp iln thils relselarch. Bank Bjb Mailn Branch was choseln as an approprilatel casel study for selvelral relasons rellelvant 

to thel ilssuels railseld iln thils relselarch. Filrst, Bank Bjb i ls onel of thel leladilng banks iln Ilndonelsi la wilth an elxtelnsilvel 

branch neltwork (Bank Bjb, 2022). Mailn Branch ils onel of thel mailn branchels of Bank Bjb whilch has a stratelgi lc 

rolel iln carryi lng out bank opelratilons. As a bank that actilvelly opelratels i ln a compelti ltilvel elnvi lronmelnt, Bank Bjb 

Mailn Branch ils elxpelcteld to havel a strong markeltilng stratelgy to mailntailn and ilmprovel thelilr brand ilmagel. 

Selcond, Bank Bjb Mailn Branch has a varilelty of bankilng products and selrvilcels offelreld to ilts customelrs (Bank Bjb, 

2022). Thils makels ilt an approprilatel subjelct to elxamilnel thel elffelct of markeltilng milx on brand ilmagel, as thel varilelty 

of products and selrvi lcels can havel a dilffelrelnt ilmpact on customelr pelrcelptilon. 

Thilrd, Bank Bjb Mailn Branch has a failrly largel and dilvelrsel customelr basel (Bank Bjb, 2022). By i lnvolvi lng 

customelrs from varilous backgrounds and prelfelrelncels, thils relselarch can provi ldel a morel comprelhelnsilvel pi lcturel of 

how thel markeltilng milx affelcts brand ilmagel among thel publilc. 

Fourth, thel sellelcti lon of casel studilels locateld iln Ilndonelsi la also has rellelvancel iln thel contelxt of thils relselarch. 

Ilndonelsila ils a country that has a rapildly growi lng bankilng selctor wi lth varilous challelngels and opportuniltilels 

(Helrmawan, 2020). Thelrelforel, thils relselarch can provi ldel valuablel ilnsilghts for othelr banks iln Ilndonelsi la iln 

managilng thelilr markeltilng stratelgilels. 

Thus, Bank Bjb Mai ln Branch ils consi ldelreld an approprilatel casel study i ln thils relselarch duel to ilts relprelselntatilvelnelss 

i ln thel contelxt of thel bankilng ilndustry and ilts abi llilty to provi ldel valuablel i lnformatilon iln elxamilnilng thel i lnfluelncel 

of markeltilng milx on brand ilmagel. 
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RESEARCH METHODS 

            Thils selcti lon wi lll elxplailn iln deltaill thel relselarch melthods useld iln thils study, i lncludilng thel relselarch delsi lgn, 

data collelctilon procelss, and analyti lcal tools useld. Thils relselarch ailms to relvelal and analyzel thel elffelct of markeltilng 

milx on brand ilmagel iln thel communilty whilch focusels on Bank Bjb Mai ln Branch. Thel sellelcti lon of thel rilght melthod 

i ls velry i lmportant to elnsurel thel accuracy and valildilty of thel relselarch relsults.. 

Relselarch Delsilgn 

Iln thils study, wel useld a delscrilptilvel relselarch delsi lgn. Thils delsilgn ils useld to delscrilbel and analyzel thel charactelrilstilcs 

of thel varilablels that arel thel objelct of relselarch wilthout prilor ilntelrvelntilon or ilnfluelncel. Thel choi lcel of thils delsi lgn ils 

sui ltablel for undelrstandilng how thel markeltilng milx affelcts brand ilmagel wi lthout milxilng othelr varilablels or takilng 

elxpelrilmelntal actilons. 

Thel usel of delscri lptilvel relselarch delsilgn allows relselarchelrs to ildelntilfy pattelrns, rellatilonshilps, or trelnds that may 

elxi lst beltweleln thel markelti lng milx (ilndelpelndelnt varilablel) and brand ilmagel (delpelndelnt varilablel) at Bank BJB Mailn 

Branch. Thus, thils relselarch delsilgn hellps answelr thel mailn relselarch quelsti lon iln thel contelxt of delscrilptilvel analysi ls.. 

Data Collelcti lon Procelss 

Thel data collelctilon procelss was conducteld through fi lelld studi lels usi lng quelsti lonnailrels as thel mailn ilnstrumelnt. Thel 

quelsti lonnailrel ils an elffelcti lvel tool iln collelctilng data from relspondelnts who havel beleln randomly sellelcteld. Thils study 

i lnvolveld 100 relspondelnts who welrel customelrs or prospelcti lvel customelrs of Bank Bjb Mailn Branch. 

Thel usel of quelstilonnailrels as a data collelcti lon melthod has selvelral advantagels. Filrst, quelstilonnailrels can covelr a 

largel numbelr of relspondelnts iln a rellatilvelly short tilmel. Thi ls allows relselarchelrs to collelct data from dilvelrsel 

pelrspelctilvels of thel publilc towards Bank Bjb Mai ln Branch. Selcondly, thel quelsti lonnailrel allows for consilstelnt data 

collelcti lon, as thel quelstilons and melasurelmelnt melthods arel preldeltelrmilneld, relducilng thel potelntilal for bi las iln thel 

i lntelrpreltatilon of relsults. 

Thel quelstilonnailrel useld iln thils study was carelfully delsi lgneld to covelr all aspelcts of thel markelti lng milx to bel telsteld, 

namelly Product (X1), Prilcel (X2), Placel (X3), Promotilon (X4), Peloplel (X5), Procelss (X6), and Physi lcal Elvi ldelnce l 

(X7), as welll as brand ilmagel (Y). Relspondelnts welrel askeld to gi lvel theli lr asselssmelnt of thel statelmelnts rellateld to 

thelsel varilablels. Iln addiltilon, thel quelsti lonnailrel also ilncludeld. 

Iln addiltilon to thel usel of quelsti lonnailrels, thils study also i lnvolveld liltelraturel selarch as an addiltilonal melthod to collelct 

rellelvant selcondary data. Thel liltelraturel selarch ailms to elnri lch thel undelrstandilng of thel rellatilonshilp beltweleln 

markeltilng milx and brand ilmagel as welll as to support thel analysi ls of thel data gelnelrateld from thel quelsti lonnailrel.  

Ilnfluelncel of Data Collelcti lon Procelss on Outcomel Analysi ls 

Thel usel of quelsti lonnailrels iln data collelcti lon has a silgnilfi lcant ilnfluelncel on thel analysi ls of relsults. Filrst, a welll-

delsi lgneld quelstilonnailrel elnsurels that thel data collelcteld i ls rellelvant to thel relselarch objelcti lvels. Thus, thel i lnfluelncel of 

thel markelti lng milx on brand ilmagel can bel systelmatilcally elvaluateld. 
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Selcondly, thel usel of quelsti lonnailrels hellps iln thel standardilzatilon of data collelcti lon. Elach relspondelnt ils elxposeld to 

thel samel quelsti lons, thus milnilmilzilng melasurelmelnt elrror and allowi lng for consilstelnt comparilson of data. 

Iln addiltilon, thel usel of telchnology to managel data from quelsti lonnailrels such as survely applilcatilons or softwarel can 

also ilmprovel thel elffi lci lelncy and accuracy of data collelcti lon. Thel collelcteld data can bel elasi lly procelsseld and 

analyzeld usi lng statilstilcal tools such as SPSS. 

All of thelsel factors togelthelr elnsurel that thel data obtailneld through data collelctilon wi lth quelsti lonnailrels can bel useld 

valildly and rellilably to analyzel thel elffelct of markeltilng milx on brand ilmagel at Bank Bjb Mailn Branch. 

Iln thel nelxt selcti lon, thel relsults of thel analysi ls of thel data that has beleln collelcteld wi lll bel prelselnteld and dilscusseld 

furthelr to answelr thel relselarch quelstilons poseld elarlilelr. 

RESULTS AND DISCUSSION 

A. Relselarch Relsults 

Thils selcti lon willl dilscuss thel relselarch relsults whilch arel thel corel of thils journal. Thel relsults of thils relselarch ilncludel 

thel filndilngs relsultilng from thel analysi ls of thel data that has beleln collelcteld. Iln thel contelxt of thils relselarch, thel 

relsults wi lll show thel elffelct of markeltilng milx on brand ilmagel among thel publi lc, wi lth Bank Bjb Mai ln Branch as 

thel focus of thel casel study. Thel relsults of thils relselarch arel elsselntilal to provi ldel a delelpelr undelrstandilng of how thel 

markeltilng milx can ilnfluelncel brand ilmagel, and how thils i lnformatilon can bel useld for thel delvellopmelnt of morel 

elffelcti lvel markelti lng stratelgilels. 

1. Thel Elffelct of Markeltilng Milx on Brand Ilmagel 

Thel relsults of data analysi ls usilng thel SPSS tool show that thelrel ils a silgnilfi lcant ilnfluelncel beltweleln thel markeltilng 

milx (ilndelpelndelnt varilablel) and brand ilmagel (delpelndelnt varilablel) among thel peloplel who arel thel relselarch subjelcts. 

Thel F valuel obtai lneld ils 243.617, whillel thel Silgnilfi lcancel valuel (Si lg.) ils 0.000. Thils F valuel ils much grelatelr than 

thel F tablel valuel of 2.11 wi lth a delgrelel of freleldom (df) of 7.92. Thils relsult reljelcts thel null hypothelsi ls (H0) and 

accelpts thel altelrnatilvel hypothelsi ls (H8).. 

Ilt ils ilmportant to notel that telstilng thel null hypothelsi ls ils a kely stelp iln thils relselarch. Thel null hypothelsi ls (H0) statels 

that thelrel ils no silgnilfi lcant ilnfluelncel beltweleln thel markeltilng milx on brand ilmagel, whillel thel altelrnatilvel hypothelsi ls 

(H8) statels that thelrel ils a silgnilfi lcant ilnfluelncel. By reljelcti lng H0 and accelptilng H8, thel relsults of thils study ilndilcatel 

that thel varilablels Product (X1), Prilcel (X2), Placel (X3), Promoti lon (X4), Peloplel (X5), Procelss (X6), Physi lcal 

Elvi ldelncel (X7), togelthelr havel a silgnilfi lcant elffelct on Brand Ilmagel (Y). 

2. Analysi ls of Relselarch Relsults 

Iln thel analysi ls of thel relselarch relsults, wel wi lll elxamilnel thel ilnfluelncel of elach markeltilng milx componelnt (Product, 

Prilcel, Placel, Promotilon, Peloplel, Procelss, Physi lcal Elvi ldelncel) on brand ilmagel iln morel deltaill. 

a. Product (X1) 

http://www.kisainstitute.com/
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Thel relsults showeld that thel Product varilablel (X1) has a silgnilfi lcant ilnfluelncel on Brand Ilmagel (Y). Product ils onel 

of thel ilmportant componelnts iln thel markelti lng milx and ils a factor that ils ofteln associ lateld wi lth thel brand ilmagel of 

a company. Products that arel of hilgh qualilty and melelt consumelr nelelds can posiltilvelly elnhancel brand ilmagel. 

b. Prilcel (X2) 

Thel Prilcel (X2) varilablel also has a silgnilfi lcant elffelct on Brand Ilmagel (Y). Relasonablel and compeltilti lvel prilcels for 

products or selrvilcels can hellp builld a posiltilvel brand ilmagel iln thel elyels of consumelrs. Prilcels that arel too hilgh or 

too low can nelgatilvelly i lmpact brand ilmagel. 

c. Placel (X3) 

Placel (X3), whilch relfelrs to thel dilstrilbuti lon and availlabi llilty of products or selrvilcels, also has a silgnilfi lcant ilnfluelncel 

on Brand Ilmagel (Y). Good placelmelnt, accelssi lbi llilty, and availlabi llilty of products iln stratelgilc locatilons can hellp 

crelatel a strong brand ilmagel. 

d. Promotilon (X4) 

Promotilon varilablel (X4) i ls an ilmportant factor iln thel markelti lng milx that has a silgnilfi lcant elffelct on Brand Ilmagel 

(Y). Elffelcti lvel promotilons, ilncludilng advelrtilsi lng campailgns, salels promotilons, and othelr markeltilng actilvi ltilels, can 

hellp ilncrelasel awarelnelss and posi ltilvel pelrcelpti lons of thel brand. 

el. Peloplel (X5) 

Peloplel (X5) relfelrs to ilntelractilons wi lth elmployelels or company pelrsonnell. Thel relsults showeld that thils factor also 

had a silgnilfi lcant elffelct on Brand Ilmagel (Y). Good customelr selrvi lcel, frilelndlilnelss, and elmployelel compeltelncel can 

strelngtheln brand ilmagel iln thel elyels of consumelrs. 

f. Procelss (X6) 

Thel Procelss (X6) varilablel i ln thel markeltilng milx also has a silgnilfi lcant ilnfluelncel on Brand Ilmagel (Y). An elffi lci lelnt, 

elasy-to-undelrstand, and hilgh-qualilty selrvi lcel procelss or purchasilng procelss can provi ldel consumelrs wilth a posi ltilve l 

elxpelrilelncel, whilch iln turn affelcts brand ilmagel. 

g. Physi lcal Elvi ldelncel (X7) 

Physi lcal Elvi ldelncel (X7) relfelrs to thel physi lcal appelarancel or physi lcal elvi ldelncel associ lateld wi lth a product or selrvi lcel. 

Thel relsults showeld that thils factor also had a silgnilfi lcant elffelct on Brand Ilmagel (Y). Thel physi lcal appelarancel of 

thel product, storel delsi lgn, or packagilng can play an ilmportant rolel iln crelatilng a strong brand ilmagel. 

3.Ilmplilcatilons of Relselarch Relsults 

Thel relsults of thils study havel silgnilfi lcant ilmplilcatilons iln thel contelxt of markeltilng milx and brand managelmelnt iln 

thel bankilng ilndustry. Thelsel ilmplilcatilons ilncludel: 

Bank Bjb Mai ln Branch and silmillar companilels can usel thelsel fi lndilngs to delsilgn morel elffelcti lvel markeltilng stratelgi lels, 

focusi lng on markeltilng milx componelnts that havel a silgnilfi lcant ilnfluelncel on brand ilmagel. 
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Elmployelel trailnilng and delvellopmelnt iln customelr selrvilcel (Peloplel) can bel a prilorilty to elnsurel a posi ltilvel customelr 

elxpelrilelncel. 

Thel company's ilntelrnal procelssels (Procelss) must bel optilmilzeld to melelt hilgh qualilty standards and provi ldel elffi lci lelnt 

selrvi lcels to consumelrs. 

4. Relselarch Lilmiltatilons and Suggelstilons for Futurel Relselarch 

Ilt ils ilmportant to notel that thils relselarch has somel lilmiltatilons. Onel of thelm ils that thel relselarch focusels only on 

Bank Bjb Mai ln Branch, so thel relsults may not bel dilrelctly applilcablel to othelr banks or companilels. Iln addiltilon, thils 

relselarch ils also lilmilteld to thel varilablels that havel beleln sellelcteld i ln thel markeltilng milx, whillel othelr factors that can 

affelct brand ilmagel may not bel covelreld. 

For futurel relselarch, ilt ils relcommelndeld to elxpand thel scopel of relselarch by i lnvolvi lng morel banks or companilels i ln 

thel bankilng ilndustry. Furthelr relselarch can also consildelr othelr factors that can affelct brand ilmagel, such as 

elnvi lronmelntal or soci lal factors that arel currelntly trelndilng. 

Thel relsults of thils study i lndilcatel that thel markeltilng milx (Product, Prilcel, Placel, Promotilon, Peloplel, Procelss, 

Physi lcal Elvi ldelncel) togelthelr havel a silgnilfi lcant elffelct on brand ilmagel among thel publilc, wi lth Bank BJB Mailn 

Branch as a casel study. Thelsel relsults makel an ilmportant contrilbuti lon iln undelrstandilng thel rellatilonshilp beltweleln 

markeltilng milx and brand ilmagel iln thel contelxt of thel bankilng ilndustry. 

Thils conclusilon can guildel companilels i ln delvellopi lng morel elffelcti lvel markeltilng stratelgi lels to strelngtheln thelilr brand 

i lmagel and gailn consumelr trust. Thel relsults of thils study also pavel thel way for furthelr relselarch iln undelrstandilng 

thel complelxilty of factors that ilnfluelncel brand ilmagel. 

B. Discussion 

Thils selcti lon wi lll provi ldel an iln-delpth dilscussi lon of thel relselarch relsults, ilntelrpreltatilon of thel fi lndilngs, rellatilonshilp 

wi lth rellateld thelorilels, and ilmplilcatilons of thel relsults. Thel dilscussi lon wi lll answelr thel kely quelsti lons poseld i ln thils 

selcti lon. 

1. Ilmplilcatilons of Relselarch Relsults iln thel Contelxt of thel Bankilng Ilndustry 

Thel relsults of thils study havel silgnilfi lcant ilmplilcatilons iln thel contelxt of thel bankilng ilndustry. Bank Bjb Mailn 

Branch, as thel relselarch subjelct, can utillilzel thelsel fi lndilngs to ilmprovel thel elffelcti lvelnelss of theli lr markeltilng stratelgy. 

Thel followi lng arel somel i lmplilcatilons of thel relselarch relsults iln thel contelxt of thel bankilng ilndustry: 

a. Elmphasils on Product and Selrvilcel Qualilty 

Thel relsults showeld that Product (X1) and Peloplel (X5) havel a silgnilfi lcant ilnfluelncel on brand ilmagel. Thelrelforel, 

Bank Bjb Mai ln Branch nelelds to placel spelci lal elmphasils on thel qualilty of products and selrvilcels thely offelr to 

customelrs. Thils ilncludels hilgh qualilty bankilng products, as welll as elmployelel trailnilng and delvellopmelnt to provi ldel 

good customelr selrvilcel. 
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b. Wi lsel Prilcel Managelmelnt 

Thel Prilcel (X2) varilablel also has a silgnilfi lcant ilnfluelncel on brand ilmagel. Banks neleld to elnsurel that theli lr prilci lng 

poli lci lels arel iln lilnel wi lth customelr nelelds and prelfelrelncels. Failr and compeltiltilvel prilci lng can hellp mailntailn and 

elnhancel a posiltilvel brand ilmagel. 

c. Elffelcti lvel Promoti lon 

Promotilon varilablel (X4) has a silgnilfi lcant ilmpact on brand i lmagel. Thelrelforel, Bank Bjb Mai ln Branch nelelds to 

delsi lgn promotilonal campailgns that arel elffelcti lvel and rellelvant to thelilr targelt markelt. A good promoti lon can ilncrelasel 

publi lc awarelnelss about thel bank and ilnfluelncel posi ltilvel pelrcelptilons. 

d. Elffi lci lelnt and Transparelnt Procelss 

Procelss varilablel (X6) also has a silgnilfi lcant elffelct on brand ilmagel. Banks neleld to elnsurel that thelilr selrvi lcel 

procelssels and purchasilng procelssels arel elffi lci lelnt and transparelnt. Good procelssels wi lll gilvel customelrs a posilti lve l 

elxpelrilelncel and hellp builld a strong brand ilmagel. 

el. Elmphasils on Good Physi lcal Elvi ldelncel 

Physi lcal Elvi ldelncel (X7) ils an ilmportant factor iln crelatilng a posi lti lvel brand ilmagel. Banks neleld to elnsurel that thel 

physi lcal appelarancel of products, packagilng, storel delsi lgn, and othelr physi lcal elvi ldelncels match thel brand ilmagel 

thely want to projelct. 

2. Rellatilonshilp wi lth Rellateld Thelorilels Ha 

Thel relsults of thils study arel consilstelnt wi lth rellateld thelori lels iln markeltilng and brand managelmelnt. Markeltilng 

thelory telachels that a strong markeltilng milx can hellp crelatel a posi lti lvel brand ilmagel. Thel relsults of thils study confi lrm 

that thel varilablels i ln thel markeltilng milx togelthelr havel a silgnilfi lcant elffelct on brand ilmagel. 

Thel thelory relgardilng thel elffelct of prilcel on consumelr pelrcelptilons also supports thel fi lndilng that Prilcel (X2) has a 

si lgnilfi lcant elffelct. Thel elffelct of prilcel i ln shapilng brand ilmagel has long beleln a focus i ln markeltilng liltelraturel. 

Iln addiltilon, thel thelorilels relgardilng customelr selrvilcel (Peloplel) and customelr elxpelrilelncel (Procelss) arel also iln lilnel 

wi lth thel fi lndilngs of thils study. Compeltelnt elmployelels and elffi lci lelnt procelssels can ilncrelasel customelr satilsfacti lon 

and strelngtheln brand ilmagel. 

3. Ilmplilcatilons of Relselarch Relsults 

Thel ilmplilcatilon of thel fi lndilng that thel markeltilng milx varilablels joi lntly havel a silgnilfi lcant elffelct on brand ilmagel ils 

thel ilmportancel of i lntelgratilng all ellelmelnts iln thel markelti lng milx iln delvellopi lng markelti lng stratelgilels. Thelsel 

i lmplilcatilons ilncludel: 
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a. Holi lsti lc Markelti lng Approach 

Bank Bjb Mailn Branch and silmillar companilels neleld to adopt a holilstilc approach iln managilng thel markeltilng milx. 

Thils melans that all markeltilng ellelmelnts, ilncludilng product, pri lcel, placel, promotilon, peloplel, procelss, and physi lcal 

elvi ldelncel, must bel i lntelgrateld iln a balanceld and consilstelnt mannelr iln an elffort to builld a strong brand ilmagel. 

b. Thel Ilmportancel of E lmployelel Trailnilng 

Elmployelel trailnilng and delvellopmelnt (Peloplel) plays a velry i lmportant rolel iln crelatilng a posi ltilvel customelr 

elxpelrilelncel. Banks neleld to ilnvelst iln elmployelel trailnilng so that thely can provi ldel hilgh qualilty customelr selrvilcel and 

match thel delsi lreld brand ilmagel. 

c. Attelntilon to Elvelry Deltai ll 

Physi lcal Elvi ldelncel ils an ellelmelnt that ils ofteln ovelrlookeld iln markeltilng. Howelvelr, thelsel fi lndilngs suggelst that 

companilels neleld to pay spelci lal attelntilon to physi lcal aspelcts such as packagilng delsi lgn, product appelarancel, and 

storel or offi lcel elnvi lronmelnt to crelatel a posiltilvel brand ilmagel. 

4. Relselarch Lilmiltatilons and Suggelstilons for Futurel Relselarch 

Thils relselarch has selvelral lilmiltatilons that neleld to bel consi ldelreld. Onel of thelm ils thel focus on onel bank, namelly 

Bank Bjb Mailn Branch. Thel relsults of thils study may not bel dilrelctly applilcablel to othelr banks or companilels, so 

furthelr relselarch ilnvolvi lng a wi ldelr samplel ils neleldeld. 

Suggelsti lons for futurel relselarch arel: Ilnvolvel banks or companilels of di lffelrelnt silzels and ilndustry backgrounds to 

gelt a morel relprelselntatilvel pi lcturel. 

Elxpand thel scopel of relselarch by ilnvolvi lng morel varilablels that can affelct brand ilmagel, such as elnvilronmelntal or 

soci lal factors that arel trelndilng today. 

Conduct longiltudilnal relselarch to obselrvel thel delvellopmelnt of brand ilmagel ovelr tilmel. 

Thel relsults of thils study provi ldel strong elvi ldelncel that thel markelti lng milx (Product, Prilcel, Placel, Promotilon, Peloplel, 

Procelss, Physi lcal Elvi ldelncel) togelthelr havel a silgnilfi lcant elffelct on brand ilmagel among thel publi lc, wi lth Bank Bjb 

Mailn Branch as a casel study. Thelsel fi lndilngs havel ilmportant ilmplilcatilons iln thel delvellopmelnt of markeltilng 

stratelgi lels to strelngtheln brand ilmagel iln thel contelxt of thel bankilng ilndustry. By i lntelgratilng all ellelmelnts iln thel 

markeltilng milx holilstilcally and payi lng attelntilon to deltaills such as product qualilty, wi lsel prilci lng, elffelcti lve l 

promotilon, good customelr selrvilcel, elffi lci lelnt procelssels, and good physi lcal elvi ldelncel, banks can crelatel a posi ltilve l 

brand ilmagel and gailn consumelr trust. Futurel relselarch can elxpand thel scopel and varilablels studileld to gailn a delelpelr 

undelrstandilng of thel complelxi lty of factors that ilnfluelncel brand ilmagel iln varilous i lndustry contelxts. 

CONCLUSION 

Iln thils relselarch, wel havel elxamilneld thel elffelct of markeltilng mi lx on brand ilmagel among thel publilc, wi lth Bank Bjb 

Mailn Branch as a casel study. Thils relselarch ailms to answelr thel quelstilon of how markeltilng milx affelcts brand ilmagel 

i ln thel contelxt of bankilng. Thel relsults of thils study i lndilcatel a si lgnilfi lcant ilnfluelncel beltweleln thel markeltilng milx and 
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brand ilmagel among thel peloplel who arel thel relselarch subjelcts. Statilstilcal analysi ls usi lng thel SPSS tool shows that 

thel F valuel ils 243.617, wi lth a Silgnilfi lcancel valuel (Si lg.) of 0.000, whilch ils much smallelr than thel F tablel valuel 

(2.11) wilth a delgrelel of freleldom (df) of 7.92. Thils reljelcts thel null hypothelsi ls (H0) and accelpts thel altelrnatilve l 

hypothelsi ls (H8), whi lch ilndilcatels that thel varilablels Product (X1), Prilcel (X2), Placel (X3), Promotilon (X4), Pelople l 

(X5), Procelss (X6), Physi lcal Elvi ldelncel (X7), togelthelr havel a si lgnilfi lcant elffelct on Brand Ilmagel (Y). Iln thel contelxt 

of thel bankilng ilndustry, thelsel fi lndilngs havel si lgnilfi lcant ilmplilcatilons. A strong brand ilmagel ils onel of thel most 

valuablel asselts for a bank. Wilth a posi ltilvel brand ilmagel, banks can attract morel customelrs, reltailn elxilsti lng 

customelrs, and elveln ilncrelasel customelr loyalty. Thelrelforel, undelrstandilng thel factors that ilnfluelncel brand ilmagel ils 

an ilmportant stelp iln delvellopi lng an elffelcti lvel markeltilng stratelgy. Ilt ils i lmportant to notel that thel markeltilng milx ils 

not only li lmilteld to product and prilcel, but also ilncludels aspelcts such as promotilon, placel, peloplel, procelss, and 

physi lcal elvi ldelncel. Thel relsults of thils study show that all thelsel ellelmelnts havel a silgnilfi lcant ilmpact on brand ilmagel. 

Thelrelforel, banks neleld to pay holilstilc attelntilon to all componelnts iln thelilr markeltilng milx. Iln thel contelxt of an 

i lncrelasi lngly compelti ltilvel and rapildly elvolvi lng bankilng ilndustry, banks neleld to contilnuously delvellop elffelcti lve l 

markeltilng stratelgilels to relmailn compeltiltilvel. Thel relsults of thils study can bel a valuablel guildel for banks iln 

i ldelntilfyi lng arelas for ilmprovelmelnt iln thelilr markeltilng milx. Banks can usel thelsel fi lndilngs as a basils for delsi lgnilng 

morel elffelcti lvel markeltilng stratelgi lels, ilmprovi lng product and selrvi lcel qualilty, and strelngthelnilng thelilr brand ilmagel 

i ln thel elyels of thel publilc. Iln futurel delvellopmelnt, relselarch can elxpand thel scopel and varilablels studileld to gailn a 

delelpelr undelrstandilng of thel complelxilty of factors that ilnfluelncel brand ilmagel iln varilous i lndustry contelxts. Thus, 

thils relselarch can makel a grelatelr contrilbuti lon to our undelrstandilng of how thel markeltilng milx affelcts brand ilmagel 

and can assilst companilels i ln delvellopi lng morel elffelcti lvel markeltilng stratelgi lels to facel futurel challelngels. 
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