ABSTRAK

Unsur sense, feel, think, act, dan relate yang dijadikan pedoman, membuat
experiential marketing berbeda dengan konsep tradisional. Sense ditujukan
terhadap rasa dengan tujuan untuk menciptakan pengalaman melalui panca indra,
feel ditujukan terhadap perasaan dan emosi positif yang timbul, think ditujukan
terhadap intelektual dengan tujuan menciptakan kesadaran (cognitive),
pengalaman untuk memecahkan masalah yang mengikutsertakan konsumen di
dalamnya, act ditujukan mempengaruhigpengalaman jasmaniah, gaya hidup, dan
interaksi. Sedangkan relate berisikan aspek-aspek sense, feel, think, dan act

marketing.
Pada Bank Mega. peneliti menemukan ba i berbagai layanan maupun
fasilitas yang diberikan belu penu nya dapat memberikan kepuasan bagi
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Jiaan jumlah mesin ATM offsite, fasilitas telekomunikasi call
apat dijadika baga Jikator ak Bank Mega telah dapat
ISi perbankan terbaik ndonesia dalam hal pelayanan kepada
nasabah. Hal but diperkuat oleh survey The Best Bank Service Excellence
2013 yang dilakukan oleh Marketing Resear donesia (MRI).

Penelitia \\ engenai analisis Faktor Experiential Marketing Yang
Mempengaruhi Lo assNasabah di Bank Mega Cabang BSM. Adapun tujuan
penelitian adalah Fak - Marketing apa saja yang mempengaruhi
loyalitas nasabah. Faktor apa yang paling mempengaruhi loyalitas nasabah, dan
seberapa besar Experiential Marketing mempengaruhi loyalitas nasabah.
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ABSTRACT

Element sense, feel, think, act, and relate are used as guidelines, create
experiential marketing differs from traditional concepts. Sense is intended to
sense with the aim to create an experience through the senses, feel directed
toward positive feelings and emotions that arise, think directed against the
intellectual with the aim of creating awareness (cognitive), the experience to solve
problems that involve consumers in it, act aimed at affecting the physical
experience , lifestyles, and interactions. While contains aspects relate sense, feel,
think, and act marketing.
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able to provide satistaction for its customers, the
per of offsite ATM \'\ , telecommunications call
ot be'used as an absolute indi€ator of Bank Mega has been
able to occupy. position of best ban . g in Indonesia in terms of service to
customers. This'Is reinforced the ey The E Bank Service Excellence
2013 conducted by Marketing Resea donesia ).

This study on the anal of Experientié arketing Factors Affecting
Customer Lo ‘\ in Ban ega branch BSM e purpose of the study was
Experiential eting factors that influen stomer loyalty. What factors most
affect customer \‘s ow much Experiential Marketing affect customer loyalty.
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