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ABSTRAKSI

PENGARUH EXPERIENTIAL MARKETING DAN BRAND TRUST
TERHADAP KEPUASAN PELANGGAN PT. DJARUM KUDUS

Mahfud Fauzi
NIM.2011-11-097

Pembimbing 1.  Dr. Drs. Ag. Sunarno H, SH, S.Pd, MM
Pembimbing Il.  Noor Azis, SE, MM

Penerapan Experiential Marketing dan Brand Trust ini bertujuan memberikan
nilai kepada pelanggan melalui pemberian pengalaman yang berkesan, tidak hanya
dengan menjua produk namun juga menjaga hubungan baik jangka panjang yang
berpengaruh pada kepuasan. Penelitian ini bertujuan untuk menganalisis pengaruh
experiential marketing dan brand trust terhadap kepuasan pelanggan pada PT. Djarum
Kudus baik secara parsial maupun berganda. Jenis penelitian yang digunakan dalam
penelitian ini adalah penelitian explanatory dengan menggunakan kuantitatif dimana
merumuskan hipotesis yang selanjutnya dilakukan pengujian hipotesis, pengukuran
data dan membuat kesimpulan. Sampel penelitian ini sebanyak 98 responden. Metode
pengumpulan data menggunakan kuesioner. Uji instrumen menggunakan uji validitas,
dan uji reliabilitas. Analisis data menggunakan uji asums klasik, analisis data
menggunakan analisis regresi, uji berganda (uji F), analisis koefisien determinasi
(Adjusted R Square). Berdasarkan hasil analisis diperoleh kessimpulan bahwa antara
experiential marketing terhadap kepuasan pelanggan mempunyai pengaruh yang
positif dan signifikan. Begitupun pengaruh antara brandtrust terhadap kepuasan
mempengaruhi kepuasan pelanggan secarapositif dan signifikan. Secarabersama-sama
variabel experiential marketing dan brand trust berpengaruh positif dan signifikan
terhadap kepuasan pelanggan. Kontribusi- kedua variabel tersebut mempengaruhi
kepuasan pelanggan sebesar 66,3%.

Kata Kunci : Experiential marketing, brand trust, dan kepuasan pelanggan.
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ABSTRACT

THE INFLUENCE OF EXPERIENTIAL MARKETING AND BRAND TRUST
TOWARDS CUSTOMER SATISFACTION PT. DJARUM KUDUS

Mahfud Fauz
NIM. 2011-11-097

Advisor |I. Dr.Drs. Ag. Sunarno H, SH, S Pd, MM
Advisor 1I. Noor Azis, SE, MM

Application of Experiential Marketing and Brand Trust aims to provide value
to customers through the granting of a memorable experience, not just by selling
products but also maintain good relations long-term effect on satisfaction. This
research aims to analyze the effect of experiential marketing and brand trust towards
customer satisfaction at PT. Djarum Kudus either partially or double. The type of
research used in this research is explanatory research using quantitative which
formulated the hypothesi s which subsequently do hypothesi stesting, measurement data
and make conclusions. The sample of this research as much as 98 respondents. Method
of data collection using the questionnaire. Test instrument use test validity, and
reliability tests. Data analysis using a classic assumption test, data analysis using
regression analysis, multiple test (test F), analysis of the coefficient of determination
(Adjusted R Square). Based on the results of the analysis of the obtained conclusions
that between experiential marketing towards customer satisfaction influence positive
and significant. Aswell as the influence between brandtrust against satisfaction affects
customer satisfaction in a positive and significant. Smultaneously variable
experiential marketing and brand trust and significant positive effect towar ds customer
satisfaction. The contributions of both of these variables affect customer satisfaction of
66.3%.

Keywords. Experiential marketing, brand trust, and customer satisfaction
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