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ABSTRACT 

This study aims to analyze the influence of customer experience on word of mouth at 

Maranatha Christian University. With the customer experience, customers will be 

able to differentiate their products and services with one another because they can 

feel and experience gained directly through the five approaches (sense, feel, think, 

act, relate). This study uses one independent variable is the customer experience with 

one dependent variable that is word of mouth. The use of variables in this study are 

expected to know how the process is going on and what are the factors driving the 

creation of word of mouth at Maranatha Christian University. Sample of this study 

were students of Faculty of Economics, University of Maranatha Christian based 

army in 2008 to 2010, samples were taken by non-probability sampling technique. 

Data analysis methods used are quantitative analyzes, the reliability and validity 

testing, and regression analysis sederhana.Berdasarkan results of data analysis, 

showed that: customer experience variables have an influence on word of mouth. 

 

Key words: customer experience, word of mouth, nonprobability sampling, 

quantitative analysis, simple regression analysis. 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh customer experience terhadap 

word of mouth di Universitas Kristen Maranatha. Dengan adanya customer 

experience, pelanggan akan mampu membedakan produk dan jasa yang satu dengan 

lainnya karena mereka dapat merasakan dan memperoleh pengalaman secara 

langsung melalui lima pendekatan (sense, feel, think, act, relate). Penelitian ini 

menggunakan satu variabel independen yaitu customer experience dengan satu 

variable dependen yakni word of mouth. Penggunaan variabel-variabel pada 

penelitian ini diharapkan bisa mengetahui bagaimanakah proses yang terjadi dan apa 

sajakah faktor-faktor pendorong terciptanya word of mouth di Universitas Kristen 

Maranatha. Sampel penelitian ini adalah mahasiswa Fakultas Ekonomi Universitas 

Kristen Maranatha yang berdasarkan tahun angkatan 2008 sampai dengan 2010, 

sampel diambil dengan teknik non probability sampling. Metode analisis data yang 

digunakan adalah analisis kuantitatif, yaitu uji reliabilitas dan validitas, serta analisis 

regresi sederhana.Berdasarkan hasil analisis data, menunjukkan bahwa: variabel 

customer experience mempunyai pengaruh terhadap word of mouth. 

 

Kata kunci: customer experience, word of mouth, nonprobability sampling, analisis 

kuantitatif, analisis regresi sederhana. 
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