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ABSTRAK

Zahra Medina Setyorini (2100977), “Pengaruh Sensory Marketing terhadap
Repurchase Intention Melalui Customer Experience (Survei pada Konsumen
Atanapi Coffee Camp)" di bawah bimbingan Dr. Bambang Widjajanta, M.M. dan
Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh dari sensory
marketing terhadap repurchase intention melalui customer experience pada
konsumen Atanapi Coffee Camp. Jenis penelitian yang digunakan adalah deskriptif
dan verifikatif dengan pendekatan kuantitatif. Populasi dalam penelitian ini
berjumlah 100.000 dengan sampel 347 responden yang merupakan konsumen
Atanapi Coffee Camp. Data diolah secara statistik dengan menggunakan metode
Structural Equation Modeling (SEM). Hasil temuan pada penelitian ini menemukan
bahwa gambaran sensory marketing, customer experience dan repurchase intention
berada di kategori baik. Sensory marketing memiliki pengaruh positif dan
signifikan terhadap repurchase intention melalui customer experience. Temuan ini
menunjukan bahwa sensory marketing dapat menciptakan customer experience
yang pada akhirnya membentuk repurchase intention pada konsumen Atanapi
Coffee Camp. Hasil penelitian ini diharapkan dapat memberikan wawasan lebih
mendalam pada bidang pemasaran mengenai pentingnya penerapan sensory
marketing untuk menciptakan customer experience yang positif sehingga dapat
meningkatkan repurchase intention.

Kata Kunci: Sensory Marketing, Customer Experience, Repurchase Intention
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ABSTRACT

Zahra Medina Setyorini (2100977), “The Influence of Sensory Marketing on
Repurchase Intention Through Customer Experience (Survey of Atanapi Coffee
Camp Consumers)" under the guidance of Dr. Bambang Widjajanta, M.M. and Dr.
Puspo Dewi Dirgantari, S.Pd., M.T., M.M.

This research aims to obtain an overview and magnitude of the influence of sensory
marketing on repurchase intention through customer experience on Atanapi Coffee
Camp consumers. The type of research used is descriptive and verification with a
quantitative approach. The population in this study amounted to 100,000 with a
sample of 347 respondents who were Atanapi Coffee Camp consumers. The data
was processed statistically using the Structural Equation Modeling (SEM) method.
The findings of this study found that the description of sensory marketing, customer
experience and repurchase intention were in the good category. Sensory marketing
has a positive and significant influence on repurchase intention through customer
experience. This findings indicate that implenting of a sensory marketing strategy
can create a customer experience which ultimately forms repurchase intention on
Atanapi Coffee Camp consumers. The results of this study are expected to provide
deeper insights in the marketing field regarding the importance of implementing
sensory marketing to create a positive customer experience so that it can increase
repurchase intention.

Keywords: Sensory Marketing, Customer Experience, Repurchase Intention
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