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ABSTRAK 
 

Ekonomi Indonesia sedang tumbuh cepat, dan pertumbuhan proporsi konsumen 
menengah ke atas akan membawa gelombang belanja konsumen yang semakin besar. 
Oleh karena itu strategi pemasaran menjadi salah satu alternatif perusahaan dalam 
memenuhi kebutuhan konsumennya. Untuk itu perusahaan dalam memasarkan 
produknya melibatkan pelanggan secara emotional dan psikologikal, yaitu dengan 
menggunakan experiential marketing. Berdasarkan uraian diatas maka penelitian ini 
akan membahas pengaruh experiential marketing terhadap loyalitas konsumen pada 
Bread Talk Cabang Cihampelas Walk (Ciwalk) Kota Bandung di lingkungan 
Universitas Kristen Maranatha. Experiantial Marketing dapat dinilai dari segi Sense, 
Feel, Think, Act, Relate. Metode yang digunakan adalah non probability sampling 
sampling yaitu dengan cara menyebarkan kuesioner kepada 115 responden di sekitar 
lingkungan Universitas Kristen Maranatha. Kemudian dianalisa secara kuantitatif 
dengan menggunakan uji regresi berganda. Hasil penelitian yang dihasilkan 
diperoleh bahwa pengaruh experiential marketing mempengaruhi loyalitas konsumen 
sebesar 28,8%. Dengan kata lain loyalitas konsumen dipengaruhi experiential 
marketing sebesar 28,8% dan sisanya 71,2% berasal dari faktor-faktor lainnya di luar 
penelitian. 
 
Kata Kunci : Experiential Marketing, Sense, Feel, Think, Act, Relate, Loyalitas 
Konsumen. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

x 
Universitas Kristen Maranatha 

ABSTRACT 
 
The economy of Indonesia is rapidly growing that will bring a big wave of 
consumers from middle and upper class people proportionally. Therefore, marketing 
strategy has become one of the company alternatives to meet the needs of it's 
consumers. That way some companies are involving their clients emotionally and 
psychologically by using experiential  marketing method. Based on the statement 
above, this research will talk about the influence of experiential marketing method 
against the consumers loyalty at Bread Talk (Cihampelas Walk Branch) in Bandung 
at Maranatha Christian University. Experiential marketing method can be determined 
by sense, feel, think, act, relate. The method is called "non probability sampling" 
which is distributing questionnaires to 115 respondents around the campus of 
Maranatha Christian University. Then it will be quantitatively analysed by using 
double regression test. The result of the research showing the experiential marketing 
method has influenced 28.8% of consumers loyalty. So basically consumers loyalty 
is influenced by experiential marketing method for about 28.8% and the rest of 
71.2% comes from different factors exclude the research.  
 
Keywords: Experiential Marketing, Sense, Feel, Think, Act, Relate, Consumers 
Loyalty  
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