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ABSTRAK 

 

 

Noor Aulia Damai Yanti 1710412320027, 2023, Pengaruh 

Experiential Marketing Dan Emotional Marketing Terhadap Keputusan 

Pembelian Ulang Pada Toko Livi Beauty House di Banjarmasin. 

Dibimbing oleh Noor Hidayati, S.Sos, M.AB. 

Penelitian ini bertujuan untuk mengetahu dan menguji pengaruh  

signifikan secara parsial dan simultan Experiential  Marketing  dan  

Emotional  Marketing terhadap  Keputusan Pembelian Ulang pada Toko 

Livi Beauty House.  

Penelitian ini merupakan penelitian kuantitatif, desain penelitian 

ini adalah metode survey dengan tipe eksplanasi. Pengambilan sampel 

dalam penelitian ini menggunakan teknik purposive sampling, sehingga 

diperoleh 97 responden yang dijadikan sampel penelitian menggunakan 

rumus Lemeshow. Data yang digunakan diambil dari kuesioner. Analisis 

data menggunakan analisis regresi linier berganda. 

Hasil penelitian menunjukan bahwa (1) Experiential Marketing 

berpengaruh signifikan secara parsial terhadap Keputusan Pembelian 

Ulang pada Toko Livi Beauty House di Banjarmasin, (2) Emotional 

Marketing berpengaruh signifikan secara parsial terhadap Keputusan 

Pembelian Ulang pada Toko Livi Beauty House di Banjarmasin, dan (3) 

Experiential Marketing dan Emotional Marketing berpengaruh signifikan 

secara simultan terhadap Keputusan Pembelian Ulang pada Toko Livi 

Beauty House di Banjarmasin. 

 

Kata Kunci : Experiential Marketing, Emotional Marketing, Keputusan 

Pembelian Ulang. 
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ABSTRACT 

 

Noor Aulia Damai Yanti 1710412320027, 2023, The Effect of 

Experiential Marketing and Emotional Marketing on Repurchase 

Decisions at Livi Beauty House Stores in Banjarmasin. Mentored by Noor 

Hidayati, S.Sos, M.AB. 

This study aims to determine and test the significant partial and 

simultaneous effects of Experiential Marketing and Emotional Marketing 

on Repurchase Decisions at Livi Beauty House Stores.  

This research is quantitative research, this research design is a 

survey method with an explanatory type. Sampling in this study used 

purposive sampling technique, so that 97 respondents were obtained who 

were used as research samples using the Lemeshow formula. The data 

used was taken from a questionnaire. Data analysis using multiple linear 

regression analysis. 

The results showed that (1) Experiential Marketing has a partially 

significant effect on Repurchase Decisions at the Livi Beauty House Shop 

in Banjarmasin, (2) Emotional Marketing has a partially significant effect 

on Repurchase Decisions at the Livi Beauty House Shop in Banjarmasin, 

and (3) Experiential Marketing and Emotional Marketing has a significant 

effect simultaneously on Repurchase Decisions at the Livi Beauty House 

Store in Banjarmasin. 

 

Keywords: Experiential Marketing, Emotional Marketing, Repurchase 

Decisions. 
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