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ABSTRAK 

 

 

Penelitian ini untuk menganalisis pengaruh antar variabel penelitian yang terdiri dari 

experiential marketing dan brand integrity sebagai variabel eksogen serta customer 

satisfaction dan repurchase intention sebagai variabel endogen. Jenis penelitian ini 

menggunakan explanatory research. Metode penelitian menggunakan teknik 

kuesioner yang disebarkan kepada 135 customer yang tergabung sebagai mitra area 

pemasaran Karesidenan Pati dari PT. Charoen Pokphand Indonesia Food Division 

Salatiga. Pengambilan sampel menggunakan teknik purposive sampling. Hasil 

penelitian menyatakan bahwa experiential marketing berpengaruh positif signifikan 

terhadap customer satisfaction. Brand integrity tidak berpengaruh terhadap customer 

satisfaction. Customer satisfaction berpengaruh positif signifikan terhadap 

repurchase intention.  Experiential marketing dan brand integrity tidak berpengaruh 

terhadap repurchase intention. Customer satisfaction tidak bisa menjadi mediasi 

experiential marketing terhadap repurchase intention. Customer satisfaction menjadi 

mediasi brand integrity terhadap repurchase intention. 

 

Kata kunci: experiential marketing, brand integrity, customer satisfaction, 

repurchase intention. 
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ABSTRACT 

 

 

This research is to analyze the influence between research variables consisting of 

experiential marketing and brand integrity as exogenous variables and customer 

satisfaction and repurchase intention as endogenous variables. This type of research 

uses explanatory research. The research method uses a questionnaire technique 

which is distributed to 135 customers who are members of the Pati Residency 

marketing area partners from PT. Charoen Pokphand Indonesia Food Division 

Salatiga. Sampling using purposive sampling technique. The results of the study state 

that experiential marketing has a significant positive effect on customer satisfaction. 

Brand integrity has no effect on customer satisfaction. Customer satisfaction has a 

significant positive effect on repurchase intention. Experiential marketing and brand 

integrity have no effect on repurchase intention. Customer satisfaction cannot 

mediate experiential marketing on repurchase intention. Customer satisfaction 

mediates brand integrity towards repurchase intention 

 

Keywords: experiential marketing, brand integrity, customer satisfaction, 

repurchase intention. 
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