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ABSTRAK 
 

 
Bayu Ilham Meizar Fachrezy, 1601519, “Pengaruh Brand Experience 
terhadap Revisit Intention di Maitri Ubud (Survei Terhadap Tamu Individu 
Yang Pernah Menginap di Maitri Ubud)”. Penelitian ini bertujuan untuk 
mengetahui pengaruh dari brand experience  terhadap revisit intention di Maitri 
Ubud, di bawah bimbingan Dr.Vanessa Gaffar, SE.Ak., MBA. dan  Rijal Khaerani, 
S.si., M.Stat.  
 

Penelitian ini bertujuan untuk mengetahui pengaruh brand experience terhadap 

revisit intention di Maitri Ubud. Dalam penelitian ini, variabel bebas (X) yang 

digunakan adalah brand experience yang terdiri dari hotel location, hotel stay and 

ambience, hotel staff competence, dan guest-to-guest experience serta variabel 

terikat (Y) yaitu revisit intention. Metode penelitian yang digunakan adalah 

deskriptif verifikatif. Adapun teknik pengumpulan data yang digunakan adalah 

melalui google form. Jenis penelitian yang digunakan adalah survei menggunakan 

teknik systematic random sampling dengan jumlah responden sebanyak 100 yang 

terdiri dari tamu individu yang pernah menginap di Maitri Ubud. Teknik analisis 

data dan uji hipotesis yang digunakan adalah analisis regresi berganda. Skala yang 

digunakan adalah skala likert. Berdasarkan pengujian diperoleh hasil secara 

simultan brand experience berpengaruh signifikan terhadap revisit intention. Hasil 

penelitian ini menunjukkan bahwa tingkat brand experience berada dikategori 

tinggi dan tingkat revisit intention berada dikategori tinggi. Serta brand experience  

berpengaruh positif terhadap revisit intention.  

 

Kata Kunci: Brand Experience, Maitri Ubud dan Revisit Intention. 
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ABSTRACT 
 

 

Bayu Ilham Meizar Fachrezy, 1601519, “The influence of Brand Experience to 
Revisit Intention at Maitri Ubud (A Survey of Individuals Guest Who Stays at 
Maitri Ubud)”. This research is aimed to find out the influence of brand experience 
to revisit intention at Maitri Ubud, under suvervision of Dr. Vanessa Gaffar SE.Ak., 
MBA. and Rijal Khaerani S.si., M.Stat. 
 

This study aims to determine the effect of brand experience on revisit intention at 
Maitri Ubud. The research method used is descriptive verification. The data 
collection technique used is through google form.  
In this study, the independent variable (X) is experiential value consisting of hotel 
location, hotel stay and ambience, hotel staff competence, gues-to-guest experience 
and along with dependent variable (Y) which is revisit intention. The method of this 
research is a survey, using systematic random sampling with 100 respondent Who 
Have Stays at Maitri Ubud. Data analysis technique and hypothesis test in this 
research is multiple linear regression. The scale used is the Likert scale. Based on 
the test, the simultaneous result shows that brand experience has a significant effect 
on revisit intention. The results of this study indicate that the level of brand 
experience is in the high category and the level of revisit intention is in the high 
category. As well as brand experience has a positive effect on revisit intention.  
 

Keywords: Brand Experience, Maitri Ubud, and Revisit Intention.   
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