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ABSTRACT 

WAFA (2023). "The Influence of Experiential Marketing on Client Loyalty and 

Spiritual Advocate (Studies on Cupping Service Users at Griya Herbal and Ar 

Rahma Cupping in Banjarmasin.". Advisor: Mrs. Laila Refiana Said 

 

Cupping treatment is one of the health therapies. Griya Herbal and Cupping Ar 

Rahma run a cupping business. Griya Herbal and Cupping Ar Rahma give 

promotions to their customers in the form of cupping for free once cupping when 

they have come cupping 10 times. Cupping customers are also served ginger or 

saffron drinks and free wifi to increase consumer loyalty. Experiential marketing 

aims to increase long-term consumer loyalty by providing an experience when 

enjoying a product. Client loyalty is a consumer who will buy products offered on 

a regular basis. Spiritual Advocate is a brand advocate and advocate of buying for 

others. In this study, we wanted to see the effect of experiential marketing on client 

loyalty and spiritual advocate for cupping service users at Griya Herbal and 

Cupping Ar Rahma in Banjarmasin. The results of the path analysis of 100 

respondents who use cupping services Ar-Rahma produce experiential marketing 

has an effect on client loyalty, client loyalty has an effect on spiritual advocates, 

experiential marketing has an effect on spiritual advocates, and experiential 

marketing has an indirect effect on spiritual advocates. 
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ABSTRAKSI 

 

WAFA (2023). “Pengaruh Experiential Marketing terhadap Client Loyalty dan 

Spiritual Advocate (Studi Pada Pengguna Jasa Bekam di Griya Herbal dan Bekam 

Ar Rahma di Banjarmasin.”. Pembimbing: Ibu Laila Refiana Said 

 

Pengobatan bekam menjadi salah satu terapi kesehatan. Griya Herbal dan Bekam 

Ar Rahma menjalankan usaha dibidang bekam. Griya Herbal dan Bekam Ar Rahma 

memberikan promosi kepada pelanggannya berupa berbekam gratis satu kali bekam 

ketika sudah pernah 10 kali datang berbekam. Pelanggan bekam juga disuguhkan 

minuman jahe atau saffron dan wifi gratis untuk meningkatkan loyalitas konsumen.  

Experiential marketing bertujuan meningkatkan loyalitas konsumen jangka panjang 

dengan memberikan pengalaman ketika menikmati produk. Client loyalty adalah 

konsumen yang akan membeli produk yang ditawarkan secara teratur. Spiritual 

Advocate adalah pembela brand dan penganjur pembelian bagi orang lain. Pada 

penelitian ini ingin melihat pengaruh experiental marketing terhadap client loyalty 

dan spritual advocate pada pengguna jasa bekam di Griya Herbal dan Bekam Ar 

Rahma di Banjarmasin. Hasil analisis jalur dari 100 responden pengguna jasa 

bekam Ar- Rahma menghasilkan experiental marketing berpengaruh terhadap 

client loyalty, client loyalty berpengaruh terhadap spritual advocate, experiential 

marketing berpengaruh terhadap spritual advocate, dan experiental marketing 

berpengaruh tidak langsung terhdapat spritual advocate. 

 

Kata Kunci:  Experiential Marketing, Client Loyalty, Spritual Advocate 
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