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ABSTRACT 

 

Raisa Nurmelia Andrini (2023). The Effect of Experiential Marketing and Customer 

Satisfaction on Brand Equity and Its Impact on Repurchase Intention (Study on Fast 

Food Restaurant Industry in Banjarmasin). Advisor: Nuril Huda 

 

This study aims to analyze: (1) the effect of experiential marketing on customer 

satisfaction, (2) the influence of experiential marketing on brand equity, (3) the 

influence of experiential marketing on repurchase intention, (4) the effect of 

customer satisfaction on brand equity, (5) the effect of customer satisfaction on 

repurchase intention, and (6) the influence of brand equity on repurchase intention. 

 

This study uses quantitative research methods. The population and samples in this 

study are fast food restaurant consumers in Banjarmasin who are over 17 years 

and have bought at one of the fast food restaurants Master Cheese Pizza, Uncle 

Bobs, OTW Burgerbar, Madina Chicken, and Uncle Kebab. The sampling 

technique in this study is purposive sampling with a total sample of 250 

respondents. Data were analyzed using Structural Equation Modeling (SEM) based 

on Partial Least Square (PLS). 

 

The results of this study indicate that Experiential Marketing is predicted to have a 

significant influence on Customer Satisfaction, Experiential Marketing is predicted 

to have a significant influence on Brand Equity, Experiential Marketing is predicted 

to have an insignificant influence on Repurchase Intention, Customer Satisfaction 

is predicted to have a significant influence on Brand Equity, Customer Satisfaction 

is predicted to have a significant influence on Repurchase Intention, and Brand 

Equity is predicted to have a significant influence on Repurchase Intention. 

 

Keywords: Experiential Marketing, Customer Satisfaction, Brand Equity, 

Repurchase Intention 
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ABSTRAK 

 

Raisa Nurmelia Andrini (2023). Pengaruh Experiential Marketing dan Customer 

Satisfaction terhadap Brand Equity dan Dampaknya pada Repurchase Intention 

(Studi pada Industri Restoran Cepat Saji di Banjarmasin). Pembimbing: Nuril 

Huda. 

 

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh experiential marketing 

terhadap customer satisfaction, (2) pengaruh experiential marketing terhadap brand 

equity, (3) pengaruh experiential marketing terhadap repurchase intention, (4) 

pengaruh customer satisfaction terhadap brand equity, (5) pengaruh customer 

satisfaction terhadap repurchase intention, dan (6) pengaruh brand equity terhadap 

repurchase intention. 

 

Penelitian ini menggunakan metode kuantitatif. Populasi dan sampel pada 

penelitian ini adalah konsumen restoran cepat saji di Banjarmasin yang berusia di 

atas 17 tahun yang pernah membeli di salah satu restoran cepat saji Master Cheese 

Pizza, Uncle Bobs, OTW Burgerbar, Madina Chicken, dan Kebab Paman. Teknik 

sampling dalam penelitian ini adalah purposive sampling dengan jumlah sampel 

sebanyak 250 responden. Data dianalisis dengan Structural Equation Modeling 

(SEM) berbasis Partial Least Square (PLS). 

 

Hasil penelitian ini menunjukkan bahwa Experiential Marketing terprediksi 

memiliki pengaruh signifikan terhadap Customer Satisfaction, Experiential 

Marketing terprediksi memiliki pengaruh signifikan terhadap Brand Equity, 

Experiential Marketing terprediksi memiliki pengaruh tidak signifikan terhadap 

Repurchase Intention, Customer Satisfaction terprediksi memiliki pengaruh 

signifikan terhadap Brand Equity, Customer Satisfaction terprediksi memiliki 

pengaruh signifikan terhadap Repurchase Intention, dan Brand Equity terprediksi 

memiliki pengaruh signifikan terhadap Repurchase Intention. 

 

Kata Kunci: Experiential Marketing, Customer Satisfaction, Brand Equity, 

Repurchase Intention 
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