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ABSTRACT 
 

The rapid development in the service sector also increases the difficulty, namely failure to meet customer 
wants and needs, reflected in the low customer buying interest in the products and services produced by the 
company. In the author's observation, repurchase intention on regular Cargo X customers in Telukdalam City 
is low. The low repurchase intention can be seen from consumers who use Cargo services from 2020 to 2023 
has decreased significantly. As for repurchase intention, it is influenced by many factors, but in this study it is 
only focused on experiential marketing variables. This study aims to determine the effect of experiential 
marketing on repurchase intention on regular customers of Cargo X Telukdalam city with the sample being 
regular customers of Cargo X Telukdalam city in 2023 totaling 120 people. This research uses a quantitative 
research approach. The data analysis technique in this study uses multiple linear regression analysis whose 
calculations are carried out with the IBM SPSS version 21 program. The results showed that the experiential 
marketing variable had a positive and significant effect on repurchase intention  

 
Keywords: Experiential Marketing; Repurchase Intention; Customer Loyalty    
  
 

 
INTRODUCTION  

The development of freight forwarding services or often called expeditions, in 
recent years has been increasing rapidly, this is due to the high demand for shipping 
goods by the public, companies and governments related to the delivery of goods and 
documents from one place to another. The greater mobility of goods is due to the 
increasing number and ease of transportation to each region, both using flight routes, 
land and sea routes. In Indonesia alone, the prospect of cargo service providers is growing 
rapidly, due to the number of companies that make virtual sales that are directly 
connected to regions throughout the archipelago, supported by the increasing availability 
of various expeditions. 

Cargo X Telukdalam is one of the expedition companies that serves goods delivery 
services to various regions throughout the archipelago with the flow of goods sent 
directly to the destination address. In the observation of researchers, the repurchase 
intention of Cargo X Telukdalam city is relatively low. The low repurchase intention can 
be seen from consumers who use cargo services from 2020 to 2023 has decreased 
significantly.  

Initial observations made by researchers showed that there are still types of 
services that are no longer in demand by customers because they choose to use other 
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services such as delivery services (door to door). In addition, the number of competitors 
from similar companies that directly provide shipping services and deliver goods directly 
such as J&T, Ninja Express, Indah Cargo, POS Indonesia and others is the cause of the 
decline in repurchase intention of users of Cargo X Expedition services. 
 

Table 1 
Initial Survey of Experiential Marketing at Cargo X Kota Telukdalam 

Year 2023 
No Indicator Description 
1 Sense includes the colour design of the waiting 

room, the comfort of the waiting room, the 
elegant design of the office and office equipment 
such as a relatively small office space, a narrow 
parking lot and others. 

36% of customers stated 
good, while 64% of 
customers stated not 
good 

2 Feel includes employee friendliness, warm 
employee welcome, employee speed in serving, 
having a high response to customer complaints. 

65% of customers stated 
that it was good, while 
35% of customers stated 
that it was not good. 

3 Think includes price compatibility with services, 
delivery variations, the process of packing 
goods, handling goods according to procedures, 
and the process of weighing goods that are 
precise and accurate. 

40% of customers stated 
good, while 60% of 
customers stated not 
good 

4 Act includes the company's reputation, the 
company's position as a market leader, services 
that suit the customer's lifestyle. 

50% of customers stated 
that it is good, while 50% 
of customers stated that it 
is not good. 

5 Relate includes customer expectations of service, 
information networks, and positive experiences. 

40% of customers stated 
that it is good, while 60% 
of customers stated that it 
is not good. 

Source: Data processed (Interview with Cargo X customers in Telukdalam city 
2023) 

 
The results of the initial survey above were distributed to 30 respondents about 

experiential marketing. The results turned out that there were still some shortcomings in 
the experiential marketing aspect itself. Seeing the reality as above, researchers want to 
conduct research ‘The Influence of Experiential Marketing on Repurchase Intention’ 
(Study on Regular Cargo X Customers in Telukdalam City). 
  
METHOD 

This research is explanatory research. According to Umar (2010) explanatory 
research is research that aims to analyse the relationships between one variable and 
another or how one variable affects another. According to Singarimbun and Effendy 
(2005) explanatory research is explanatory research that highlights the causal 
relationship between research variables and tests previously formulated hypotheses. 
Researchers use causal explanatory methods to explain the influence between variables 
so as to obtain specific information about the effect of experiential marketing on 
repurchase intention. 
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Hypothesis and Conceptual Framework 

H1 Sense is thought to have a positive effect on Repurchase Intention 
H2 Feel is thought to have a positive effect on Repurchase Intention 
H3 Think is thought to have a positive effect on Repurchase Intention 
H4 Act is thought to have a positive effect on Repurchase Intention 
H5 Relate is thought to have a positive effect on Repurchase Intention 
 

Figure 1.  

Research Framework 

 
Source: Processed by researchers (2023) 

 
 
 

RESULTS AND DISCUSSION 
Instrument Validity and Reliability Test 

a. Validity Test 

The validity test was conducted to see the feasibility of the question items in the 
questionnaire as a measuring tool for a variable Arikunto (2010). In this study there are 
6 variables, namely Sense (X1) (5 items), Feel (4 items), Think (5 items), Act (3 items), 
Relate (4 items), and Repurchase Intention (Y) (3 items). The instrument feasibility test 
was carried out on 30 respondents. With 30 respondents, the r table value (at df N-2 = 
28) was obtained at 0.361. Each variable item is said to be valid if the rcount value, namely 
the corrected item-total correlation, is greater than the rtable value (0.361). 

 
Table 2 

Sense Validity Test 
No Item Corrected 

Item-Total 

Correlation 

Validitas 

1 Sense 1 0,721 Valid 

2 Sense 2 0,819 Valid 

3 Sense 3 0,876 Valid 

4 Sense 4 0,789 Valid 
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5 Sense 5 0,703 Valid 

6 Feel 1 0,672 Valid 

7 Feel 2 0,573 Valid 

8 Feel 3 0,828 Valid 

9 Feel 4 0,550 Valid 

10 Think 1 0,568 Valid 

11 Think 2 0,870 Valid 

12 Think 3 0,813 Valid 

13 Think 4 0,803 Valid 

14 Think 5 0,773 Valid 

15 Act 1 0,596 Valid 

16 Act 2 0,752 Valid 

17 Act 3 0,708 Valid 

18 Relate 1 0,468 Valid 

19 Relate2 0,791 Valid 

20 Relate3 0,660 Valid 

21 Relate4 0,711 Valid 

22 Repurchase 

Intention 1 

0,798 Valid 

23 Repurchase 
Intention2 

0,787 Valid 

24 Repurchase 
Intention3 

0,801 Valid 

Source: Primary data processed (2023) 
 
From table 2 above, it can be seen that all variables X and variable Y have a 

Corrected Item-Total Correlation value greater than the rtable value (0.361) so that all 
variables can be declared valid. Thus these items can all be included in data processing 
and further analysis in the study. 

 
a. Reliability Test  

Variable reliability is assessed using Cronbach's Alpha. Variables with Cronbach's 
Alpha of 0.6 or more are said to be reliable or acceptable. The results of the analysis of 
each variable after deleting invalid items can be seen in table 3 below: 
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Table 3 
Reliability Test 

Variable Ite

m 

Cronbach

’s Alpha 

Descrip

tion 

Sense(X1) 5 0,909 Reliabel  

Feel (X2) 4 0,826 Reliabel 

Think (X3) 5 0,905 Reliabel 

Act (X4) 3 0,825 Reliabel 

Relate (X5) 4 0,827 Reliabel 

Repurchase 
Intention(Y

) 

3 0,884 Reliabel 

Source: Primary data processed (2016) 
 
The reliability test results presented in the table above show that each reliability 

coefficient value is greater than 0.6, so the instrument used is declared reliable. 
 

b. Hypothesis Testing 

Table 4 

Analysis of the Relationship between Sense and Repurchase Intention 

Vari
able 

Tcount ttable Sig. Partial 
Correlation 

X1 3,813 1,658 0,000 0,343 
Source: Primary data processed (2023) 

 
Table 5 

Analysis of the Relationship between Feel and Repurchase Intention 
Vari
able 

Tcount ttable Sig. Partial 
Correlation 

X2 2,018 1,65
8 

0,046 0,190 

Source: Primary data processed (2023) 
 

Table 6 
Analysis of the Relationship between Think and Repurchase Intention 

Vari
able 

Tcount ttable Sig. Partial 
Correlation 

X3 2,172 1,65
8 

0,03
2 

0,204 

Source: Primary data processed (2023) 
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Tabel 7 
Analysis of the Relationship between Act and Repurchase Intention 

Vari
able 

Tcount ttable Sig. Partial 
Correlatio

n 
X4 2,066 1,658 0,04

1 
0,194 

Source: Primary data processed (2023) 
 

Tabel 8 
Analysis of the Relationship between Relate and Repurchase Intention 

Vari
able 

Tcount ttable Sig. Partial 
Correlation 

X4 2,035 1,658 0,044 0,191 
Source: Primary data processed (2023) 

 
 
 

CONCLUSION  
Sense (X1), Feel (X2), Think (X3), Act (X4), and Relate (X5) have been proven to 

have a positive and significant effect on Repurchase Intention for Cargo X customers in 
Telukdalam City. The implementation of Sense has met customer expectations effectively, 
indicating its strong influence on customer behavior. Similarly, Feel, which encompasses 
the friendliness of front-line employees, warm welcomes, responsive handling of 
customer complaints, and swift service, has played a crucial role in fostering customer 
loyalty. Think also significantly influences Repurchase Intention, highlighting the 
importance of cognitive engagement in customer decisions. Furthermore, Act, 
characterized by impactful experiences such as the company’s strong reputation, market 
leadership, and service efficiency that aligns with customer lifestyles, effectively drives 
repeat purchases. Lastly, Relate enhances Repurchase Intention through its focus on 
fulfilling customer expectations and promoting positive experiences that customers 
share with others. Collectively, these dimensions illustrate the comprehensive approach 
Cargo X employs to strengthen customer loyalty. 
 
REFERENCES 
 Andreani, Fransisca. 2007. Experiental Marketing. Jurnal Manajemen Pemasaran.Vol. 2. 

No. 1. p. 1-8. 

Aron, David . 2006. The Effect Of Counter-Experiential Marketing communication on 
Satisfaction and Repurchase Intention. Journal of Consumer Satisfaction, 
Dissatisfaction and Complaining Behavior; 19,ABI/INFORM Global. 

Bloemer, Josee, Ko de Ruyter, and Pascal Peeters. 1998. Investigating drivers of bank 
loyalty: The complex relationship between image, service quality and 
satisfaction”, International Journal of Bank Marketing, vol.16/7, p.276- 286. MCB 
University Press. 



 

7 
 

Chou, H. J. 2009. The Effect of Experiential and Relationship Marketing on Customer 
Value: A CaseStudy of International American Casual Dining Chains in Taiwan. 
Social Behavior and Personality, 37 (7), 993-1008. 

Ghozali, Imam. 2013. Aplikasi Analisis Multivariat dengan Program IBM SPSS21. Edisi 7. 
Semarang: Penerbit Universitas Diponegoro. 

Kitchathorn, Parawee. 2009. Factors Influencing Customer Repurchase intention: An 
investigation of Switching Barriers that influence the relationship between 
Satisfaction and Repurchase Intention in Low cost Airlines Industry. University of 
South Australia. 

Kotler, Philip dan Kevin Lane Keller. 2012. Marketing Management. Edisi 14. Jakarta : 
Erlangga. 

Nigam, A., 2012. Modeling Relationship between Experiential Marketing, 
ExperientialValue and Purchase Intension in Organized Quick Service Chain 
Restaurants UsingStructural Equation Modeling Approach, International Journal 
of Computer Science& Management Studies, Vol. 12, pp. 2231 –52. 

Notoatmodjo, S. 2010. Metodologi Penelitian Kesehatan. Jakarta : Rineka Cipta. 

Schmitt, B. H..1999. Experiential Marketing : How to Get Customers to Sense,Feel, Think, 
Act, and Relate to Your Company and Brands. New York: FreePress. 

Sekaran, uma dan Roger Bougie. 2010. Research Method For Business: A. Skill Building 
Approach, Edisi 5. New York : John Wiley @ Sons. 

Sekaran, Uma. 2006. Metodologi Penelitian untuk Bisnis, Edisi 4, Buku 1. Jakarta: Salemba 
Empat. 

Singh, J. & Sirdeshmukh, D. 2000. Agency andTrust Mechanisms in Customer Satisfaction 
andLoyalty Judgments. Journal of the Academy of Marketing Science, vol. 28, no.1, 
pp.150-167. Retrieved 2000, from (Proquest) database. 

Smilansky, S. 2009.Experiential Marketing: A Practical Guide to Interactive Brand 
Experiences. London: Kogan Page. 

Snakers, E. and Zajdman., E. 2010. Does experiential marketing affect the behavior Of 
luxury goods’ consumers?. Umeå: Umeå Universitet. 

Sugiyono. 2012. Metode Penelitian Bisnis. Bandung : Alfabeta. 

Sujarweni, V dan Poly Endrayanto. 2012. Statistika untuk Penelitian. Yogyakarta: Graha 
Ilmu. 

Thejasukmana, V. A., dan S. Sugiharto. 2014. Analisis Pengaruh Experiential Marketing 
Terhadap Pembelian Ulang Konsumen The Vinnette (House of Bovin and Lynette) 
Surabaya. Jurnal Manajemen Pemasaran Petra Vol. 2 No. 1 Hal. 1-14, 2014. 

Umar, Husein. 2010. Riset Pemasaran dan Bisnis. Jakarta: Gramedia Pustaka Utama. 

Wiratmadja, Raden, G. 2011. Pengaruh Experiential Marketing Terhadap Minat Beli Ulang 
Pelanggan Studi Kasus: Inul Vizta Ktv Pejaten Village. Tesis. Universitas Indonesia.  

Zeng, F., Zuohao H., Rong C., & Zhilin Y. 2009. Determinants of Online Service Satisfaction 
and Their Impacts on Behavioral Intentions. Total Quality Management & 
Business Excellence, 20 (8), 953-969. 



 

8 
 

 


