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Hendry Awang N. 
ABSTRAK 

 
 

Penelitian ini bertujuan untuk menganalisis pengaruh Experiential 
Marketing terhadap kepercayaan pelanggan, Experiential Marketing terhadap 
loyalitas pelanggan, dan kepercayaan terhadap loyalitas pasien pelanggan pada EF 
(English First) Jember. Instrumen penelitian menggunakan kuesioner yang 
mencerminkan persepsi dan harapan pelanggan EF Jember terhadap Experiential 
Marketing yang diterapkan serta kepercayaan dan loyalitas yang diterima dari EF 
(English First). Experiential Marketing yang diteliti meliputi Sens/gaya (styles), 
Feel (Perasaan), Think (Pemikiran), Act (Perilaku) dan Relate (Budaya). Populasi 
dalam penelitian ini adalah pelanggan atau siswa EF Jember. Metode sampling 
yang digunakan adalah Purposive Sampling. Jumlah sampel yang diambil adalah 
120 responden. 

Metode analisis yang digunakan adalah Struktural Equation Modeling 
(SEM). Hasil analisis menunjukkan bahwa Experiential Marketing berpengaruh 
positif signifikan terhadap kepercayaan pelanggan, Experiential Marketing 
berpengaruh signifikan terhadap loyalitas pelanggan, dan kepercayaan 
berpengaruh signifikan positif terhadap loyalitas pelanggan. Berdasarkan uji 
kausalitas diketahui bahwa Experiential Marketing berpengaruh positif signifikan 
terhadap kepercayaan pelanggan diterima, Experiential Marketing berpengaruh 
positif signifikan terhadap loyalitas pelanggan diterima, dan kepercayaan 
pelanggan berpengaruh positif signifikan terhadap loyalitas pelanggan diterima. 
 
Kata kunci: Experiential Marketing, kepercayaan pelanggan, loyalitas pelanggan. 
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Hendry Awang N. 
 

ABSTRACT 
 

This study aims to analyze the effect on customer trust Experiential 
Marketing, Experiential Marketing on customer loyalty, and trust in the loyalty of 
customers at EF patients (English First) Jember. Research using a questionnaire 
instrument that reflects the perceptions and expectations of customers EF Jember 
of Experiential Marketing, which is applied as well as trust and loyalty received 
from EF (English First). Experiential Marketing studied include Sens. / styles 
(styles), Feel (Feelings), Think (Thought), Act (Behaviour) and Relate (Culture). 
The population in this study is a customer or an EF student Jember. Sampling 
method used is Purposive Sampling.The number of samples taken is 120 
respondents. 

The method of analysis used is Structural Equation Modeling (SEM). The 
analysis showed that the Experiential Marketing significantly positive effect on 
customer trust, Experiential Marketing significant effect on customer loyalty, and 
trust have a significant positive effect on customer loyalty. Causality test based on 
Experiential Marketing is known that a significant positive effect on customer 
trust is received, Experiential Marketing significantly positive effect on customer 
loyalty is received, and a significant positive influence customer trust on customer 
loyalty is received. 
 
Key words: Experiential Marketing, customer trust, customer loyalty. 
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