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Pengaruh Experiential Marketing dan Brand Image Terhadap E-Loyalty
Melalui E-Satisfaction Sebagai Variabel Intervening

(Studi Pada Pengguna Fitur Beautycam Shopee Merek Revlon di Kota
Semarang)

ABSTRAKSI

Sektor industri kecantikan dan kosmetik terus mengalami peningkatan yang
diikuti dengan perkembangan teknologi yang merubah perilaku dan gaya hidup
manusia. Revlon sebagai salah satu produsen kosmetik di Indonesia harus dapat
mengikuti arus perkembangan untuk meningkatkan kepuasan dan loyalitas
pelanggannya. Revlon menggunakan strategi experiential marketing dengan
menghadirkan fitur beuatycam untuk melakukan uji coba produk kosmetik secara
virtual yang diluncurkan pada aplikasi Shopee pada Juli 2019. Fitur beautycam
yang dihadirkan mendapatkan keluhan dari beberapa pengguna pada kolom ulasan
Shopee untuk merek Revlon. Penelitian ini bertujuan untuk mengetahui pengaruh
experiential marketing dan brand image terhadap elektronik loyalitas melalui
kepuasan elektronik pengguna fitur beautycam Shopee pada produk Revlon.

Tipe penelitian ini adalah explanatory research dengan Teknik
pengambilan sampel non probability sampling dengan pendekatan purposive
sampling. Pengumpulan data menggunakan kuesioner online google form. Sampel
yang digunakan adalah 100 responden pengguna fitur beautycam Shopee pada
produk Revlon. Penelitian ini menggunakan analisis kuantitatif dengan uji validitas,
reabilitas, koefisien korelasi, koefisien determinan, regresi sederhana dan berganda,
uji t, uji f, dan uji sobel.

Hasil uji menunjukan bahwa experiential marketing berpengaruh terhadap
e-satisfaction, experiential marketing berpengaruh terhadap e-loyalty, brand image
berpengaruh terhadap e-satisfaction, brand image berpengaruh terhadap e-loyalty,
dan e-satisfaction berpengaruh terhadap e-loyalty. Hasil uji sobel menunjukan
bahwa e-satisfaction dapat memediasi parsial antara experiential marketing
terhadap e-loyalty, dan e-satisfaction juga dapat memediasi parsial antara brand
image terhadap e-loyalty. Saran dari penelitian ini adalah Revlon perlu
meningkatkan strategi experiential marketing dan mempertahankan brand image
sehingga dapat meningkatkan kepuasan dan loyalitas pelanggan.

Kata kunci : experiential marketing, brand image, e-loyalty, e-satisfaction



The Influence Of Experiential Marketing and Brand Image On E-Loyalty
Through E-Satisfaction As An Intervening Variable.
(Study On Beautycam Shopee Feature Users Of Revlon Brand In Semarang
City)

ABSTRACT

The beauty and cosmetic industry sector continues to increase, followed by
technological developments that change human behavior and lifestyles. Revlon as
one of the cosmetics manufacturers in Indonesia must be able to keep abreast of
developments to increase customer satisfaction and loyalty. Revlon used an
experiential marketing strategy by presenting the beauty cam feature to conduct
virtual trials of cosmetic products which were launched on the Shopee application
in July 2019. The beauty cam feature that was presented received complaints from
several users in the Shopee review column for the Revlon brand. This study aims
to determine the effect of experiential marketing and brand image on electronic
loyalty through the electronic satisfaction of users of the Shopee beauty cam feature
on Revlon products.

This type of research is explanatory research with non-probability sampling
technique and purposive sampling method. Data collection using the Google Form
online questionnaire. The sample used was 100 respondents using the Shopee
beauty cam feature on Revlon products. This study uses quantitative analysis with
validity, reliability, correlation coefficient, determinant coefficient, simple and
multiple regression, t-test, f-test, and Sobel test.

The test results show that experiential marketing effect on e-satisfaction,
experiential marketing has an effect on e-loyalty, brand image has an effect on e-
satisfaction, brand image has an effect on e-loyalty, and e-satisfaction has an effect
on e-loyalty. The results of the Sobel test show that e-satisfaction can partially
mediate between experiential marketing and e-loyalty, and e-satisfaction can also
partially mediate between brand image and e-loyalty. The suggestion from this
research is that Revlon needs to improve its experiential marketing strategy and
maintain its brand image so that it can increase customer satisfaction and loyalty.

Keywords : experiential marketing, brand image, e-loyalty, e-satisfaction
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