Abstract

The purpose of this research is to explain the influence of the dimensions of
experiential marketing that sense, feel, think, act and relate to customer loyalty in
Bandung Cipaganti Travel. And how large the influence of experiential marketing on
customer loyalty simultaneously. In this research, data collection techniques using
questionnaires given to 120 respondents who have used Travel Cipaganti Bandung.
Analysis of the data used is multiple linear regression.

The results showed that the effect on customer loyalty sense of 3.1%, feel the effect
on customer loyalty of 17.1%, think the loyalty of 23.1%, act on customer loyalty at
38.4% and relate to loyalty pelanggansebesar of 19%. So that the dimension that has
the most effect on customer loyalty is act. And the results showed that simultaneous
Experiential Marketing influence on customer loyalty at 57.3%.

Keywords: Experiential marketing, Sense (five senses), Feel (feeling), Think (think),
Act (act), Relate (affinity), Customer Loyalty.



Abstrak

Tujuan penelitian ini adalah menjelaskan pengaruh dimensi-dimensi experiential
marketing yaitu sense, feel, think, act dan relate terhadap loyalitas pelanggan di
Cipaganti Travel Bandung. Serta seberapa besar pengaruh experiential marketing
terhadap loyalitas pelanggan secara simultan. Dalam penelitian ini teknik
pengumpulan data menggunakan kuesioner yang diberikan kepada 120 responden
yang telah menggunakan Cipaganti Travel Bandung. Analisis data yang digunakan
adalah regresi linier berganda.

Hasil penelitian menunjukkan bahwa pengaruh sense terhadap loyalitas pelanggan
sebesar 3,1%, pengaruh feel terhadap loyalitas pelanggan sebesar 17,1%, think
terhadap loyalitas pelanggan sebesar 23,1%, act terhadap loyalitas pelanggan sebesar
38,4% dan relate terhadap loyalitas pelanggansebesar 19%. Sehingga dimensi yang
memiliki pengaruh paling besar terhadap loyalitas pelanggan adalah act. Dan hasil
penelitian secara simultan menunjukkan bahwa FExperiential Marketing berpengaruh
terhadap loyalitas pelanggan sebesar 57,3%.

Kata Kunci : Experiential marketing, Sense(panca indera), Feel (perasaan), Think
(berpikir), Act (tindakan), Relate (pertalian), Loyalitas Pelanggan.
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