
 

Universitas Kristen Maranatha ix 

ABSTRACT 

 

 

 

Bandung coffee house is one of the coffee shop located in the city of Bandung. Bandung 

Coffee House serves the variants of the local coffee (toraja, Aceh, Gayo land, Kintamani, 

Lintong, roared, Ciwidey). Bandung Coffee House as well as a toaster and coffee bean 

retailer. And Bandung Coffee House as well as sales of coffee processing machines 

The purpose of this study was to determine the influence of experiential marketing for re-

purchase in Bandung Coffee House. There are 130 respondents who contributed to this study. 

Analysis tool used is descriptive analysis and multiple linear analysis. 

The results indicate that the experiential marketing significantly influence consumer re-

purchase Bandung Coffee House. Components of sense experience and think experience 

significantly influence in re-purchase, but to experience the feel and act components 

experience no effect on re-purchase. 
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ABSTRAK 

 

 

Bandung coffee house adalah salah satu kedai kopi yang terdapat di kota bandung. Bandung 

Coffee House menyajikan beberapa varian dari kopi lokal (toraja, aceh, tanah gayo, 

kintamani, lintong, raung, ciwidey). Bandung Coffee House juga sebagai pemanggang dan 

pengecer biji kopi. Dan Bandung Coffee House juga sebagai penjualan mesin pengolahan 

kopi. 

Tujuan penelitian ini adalah untuk mengetahui adanya pengaruh experiential marketing 

terhadap pembelian ulang di Bandung Coffee House. Ada 130 responden yang berkontribusi 

dalam penelitian ini. Alat analisa yang digunakan adalah analisis deskriptif dan analisis linear 

berganda. 

Hasil penelitian ini menunjukkan bahwa experiential marketing berpengaruh signifikan 

terhadap pembelian ulang konsumen Bandung Coffee House. Dalam komponen sense 

experience dan  think experience, berpengaruh signifikan terhadap pembelian ulang namun 

untuk komponen feel experience dan act experience  tidak berpengaruh signifikan terhadap 

pembelian ulang.  

 

 

 

Kata kunci: Experiential Marketing, Pebelian Ulang 
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