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ABSTRACT 

The objective of this research is to analyze the influence of experiential marketing, 
emotional branding and variety seeking to Giggle Box Cafe & Resto consumer’s 
brand switching behaviour. This research used descriptive method and explanatory 
survey with experiential marketing, emotional branding and variety seeking as 
independent variable and brand switching behaviour as dependent variable. The 
primary sample data took 100 respondens of Giggle Box in Bandung using purposive 
sampling method. The scale used in this research is Likert scale with interval scale. 
Analysis of the influence between this four variable will be explained by Multiple 
Regression Analysis. The results of this research prove that experiential marketing 
and variety seeking of Giggle Box cafe & resto significantly positive influence 
consumer’s brand switching behaviour. And emotional branding of Giggle Box cafe 
& resto significantly negative influence consumer’s brand switching behaviour.   

Keywords :  Experiential Marketing, Emotional Branding, Variety Seeking, Brand 
Switching, Giggle Box Cafe & Resto, Consumer    Behaviour 
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ABSTRAK 

Tujuan dari penelitian ini adalah untuk menganalisis pengaruh Experiential 
Marketing, Emotional Branding dan Variety Seeking terhadap perilaku Brand 
Switching konsumen Giggle Box cafe & resto. Penelitian ini menggunakan metode 
deskriptif dan survey explanatory dengan Experiential Marketing, Emotional 
Branding dan Variety Seeking sebagai variabel independen dan perilaku Brand 
Switching sebagai variabel dependen. Data sampel primer mengambil 100 responden 
dari konsumen Giggle Box di Bandung menggunakan metode purposive sampling. 
Skala yang digunakan dalam penelitian ini adalah skala Likert dengan skala interval. 
Analisis pengaruh antara keempat variabel tersebut  akan dijelaskan oleh analisis 
regresi linier berganda. Hasil penelitian ini membuktikan bahwa Experiential 
Marketing dan Variety Seeking Giggle Box cafe & resto berpengaruh positif 
signifikan terhadap perilaku Brand Switching konsumen. Sedangkan Emotional 
Branding berpengaruh negatif terhadap perilaku Brand Switching konsumen 

Kata kunci:  Experiential Marketing, Emotional Branding, Variety Seeking, Brand 
Switching, Giggle Box Cafe & Resto, Perilaku Konsumen 
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