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Abstract

This research aims to see the influence of experiential marketing on the decision to buy Artana
honey products in the Tangerang Regency by mediating perceived quality and advertising. This study is a
guantitative study that uses a sample of 60 respondents. The data analysis in this study used structural
equation modelling analysis PLS 3.0 to confirm the dimensions of the concept and measure how much
influence independent variables have on dependent variables. The results showed that: (1) Experiential
marketing has a positive and significant effect on Perceived quality, (2) Experiential marketing has a
positive and significant effect on Advertising, (3) Experiential marketing has no positive and significant
effect on product purchases, (4) Perceived quality has a positive and significant effect on product
purchases, (5) Advertising has no positive and significant effect on product purchases, (6) Experiential
marketing affects the purchase of products mediated by Perceived quality, (7) Experiential marketing
affects the purchase of products mediated by advertising.
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Introduction

One of the important things that every company needs to do and pay attention to is to attract
customers and be able to retain those customers. Success in the competition will be met if the company
can create and retain customers (Tjiptono, 2006 in Irawan, 2011). To achieve these goals, the company
makes various efforts so that the planned goals are achieved. The requirement that must be met by a
company to be successful in competition is to strive to achieve the goal of creating and retaining
customers (Levitt, 2001 in Rachmansyah, 2010).

According to Kotler (2005) in general, many things influence purchasing decisions made by
consumers. The level of consumer involvement in purchases is strongly influenced by personal interests
generated and felt by a stimulus. In other words, a person feels involved or not in decision making. The
higher the tendency to buy the higher the emotional reflection of attraction and satisfaction obtained by
customers (Hock and Loewnstein, 1991: Thompson et, al., 1990 as quoted in Lin 2005).
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Various efforts are made by the company to have a strong appeal stuck in the minds of consumers
and ultimately be able to gain a wide market share so that it can compete with other competitors. One of
the efforts made by the company is through the concept of Experiential Marketing. Through this concept,
companies try to engage consumers through emotions, feelings, encourage them to think, take action, and
establish community, successfully executing these five elements will make the brand deeper embedded in
the hearts of consumers. According to Schmitt (Lin, 2006:24), experiential marketing can be useful for a
company to differentiate their product from a competitor's product, create an identity for a company,
increase innovation and persuade customers to try to buy the product and create customers who are loyal
to the brand.

In addition to the application of experiential marketing, another important thing is perceived
quality to create and maintain a brand. According to Durianto, Sugiarto and Sitinjak (2001), only products
that have a perception of strong quality (perceived quality) can compete, seize and dominate the market.
Perceived Quality is the customer's perception of the overall quality or excellence of a product or service
related to what the customer expects (Darmadi Durianto, Sugiarto and Tony Sitinjak, 2001). Attracting
new potential customers so that customers don't switch to other companies requires perceived quality to
build brand trust. It is appropriate for new products to compete with market conditions with efforts to
increase perceived quality so that consumer needs and desires can be met and satisfied and consumers
become loyal.

Another thing that plays an important role in other purchasing decisions is promotional media,
namely advertising. Promotion is a means of attracting consumers in carrying out product purchase
activities that are expected to drive consumer demand. Kotler (2008:648) one of the main tools is the
promotional mix: advertising. Advertising is one of the promotional tools that companies use to direct
persuasive communication to potential consumers and the public. Advertising must be well designed to
fulfil its main function, which is the delivery of information and influence the nature of the target
audience so that it can attract attention, maintain interest, generate desire and move action.

Many brands of honey that have sprung up with different types, flavours and prices make
consumers have many choices. With many choices, manufacturers are racing to make products with a
good taste image and low prices. This is done to reach the hearts of consumers to buy their products. The
increasingly fierce competition of honey business becomes a challenge and a threat for these business
people to win the competition, maintain the market owned and seize the existing market. Every honey
business is required to have sensitivity to every change that occurs and can meet what customers want. It
is proven that honey competition is very tight, this demands creativity from honey business people who
are in this business field. The strategy implemented by honey producers is no longer just around the
guality, taste, efficacy of honey and price. Another very important factor is the formation of identity, for a
honey identity includes many physical aspects such as the name (brand) of honey, the logo design on the
honey wrap, and the taste of honey itself.

Research Methods

Research methods can be grouped into experimental, survey and naturalistic research methods
(Sugiyono, 2016). In this study, researchers used the survey method that is to get data from certain places
that are natural (not artificial), but researchers perform treatment in data collection, for example by
circulating questionnaires, tests, structured interviews and so on. The research and samples in this study
are the people in Tangerang Regency numbered 60 respondents. This research uses Structural Equation
Modeling (SEM) techniques with the help of Smart PLS 2.0 M3 software.
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Results and Discussions

Data processing using partial least square (PLS) based structure equation modeling (SEM)
methods requires two stages to assess the Fit Model of a research model (Ghozali, 2008). The first stage is
to assess the outer model or measurement model by looking at convergent validity, discriminant validity
and composite reliability.
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Figure 1. PLS algorithm results
Validity Test

The validity test is carried out in two stages, namely convergent validity testing with validity
testing based on factor loading values and stage two through discriminant validity testing with validity
testing based on how to compare loading values on the intended construct must be greater than other
construct loading values.

Convergent Validity

Table 1. Experiential marketing variable loading factor value

Variable Indicator Outer Loading Value Standards Notes
Value Value

EM1 0,888 >0,6 Valid

EM2 0,845 >0,6 Valid

Experiential EM3 0,868 0.6 Valid

Marketing
EM4 0,805 >0,6 Valid
Em5 0,811 >0,6 Valid

Source: Smart PLS 3.0 data results
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Table 2. Perceived quality variable loading factor value

. Indicator Outer Loading
Variable Value Value Value Standards Notes
PQ1 0,877 >0,6 Valid
PQ2 0,785 >0,6 Valid
Perceived
PQ3 0,814 >0,6 Valid
Quality
PQ4 0,878 >0,6 Valid
PQ5 0,749 >0,6 Valid
Source: Smart PLS 3.0 data results
Table 3. Advertising variable loading factor value
Variable Indicator Outer Loading Value Standards Notes
Value Value
ADV1 0,913 >0,6 Valid
ADV?2 0,811 >0,6 Valid
Advertising ADV3 0,932 >0,6 Valid
ADV4 0,810 >0,6 Valid
ADV5 0,889 >0,6 Valid
Source: Smart PLS 3.0 data results
Table 4. Product variable loading factor value
Variable Indicator Outer Loading Value Standards Notes
Value Value
PRD1 0,831 >0,6 Valid
PRD2 0,816 >0,6 Valid
Product
PRD3 0,797 >0,6 Valid
PRD4 0,787 >0,6 Valid

Source: Smart PLS 3.0 data results
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Based on the tables above, it can be seen that the results of data processing using the SmartPLS
3.0 method, all loading factor values of the indicators used in this study are valid or have met the
convergent validity standard values set by the researcher. Each of these indicators is worth more than 0.6
so all indicators are valid indicators for measuring their constructs.

Discriminant Validity

Discriminant validity test is a value of cross loading factor that is useful to find out whether the
construct has an adequate discriminant value that is by comparing the loading value on the intended
construct must be greater than the loading value with other constructs (Hussein, 2015).

Table 5. Variable cross loading value

Experiential Perceived

Marketing Quality PEAIE!

Advertising

ADV1 0.913
ADV2 0.811
ADV3 0.932
ADV4 0.810
ADV5 0.889
EM1 0.888
EM2 0.845
EM3 0.868
EM4 0.805
EM5 0.811
PQ1 0.877
PQ2 0.785
PQ3 0.814
PQ4 0.878
PQ5 0.749
PRD1 0.831
PRD2 0.816
PRD3 0.797
PRD4 0.787
Source: Smart PLS 3.0 data results

From Table 5 it is seen that the value of the correlation of the construct with the indicator is
greater than the value of the correlation with other constructs. From the results of the data process using
smartPLS 3.0, it can be concluded that all latent constructs experiential marketing (X1), Perceived
Quality (X2), Advertising (X3), and Product Purchases (Y) show good discriminant validity because they
can predict indicators on their blocks better than indicators on other blocks. Furthermore, discriminant
validity testing is done by looking at the value of AVE (Average Variance Extracted). AVE value is good
if it has a value greater than 0.50 (Gozali & Latan, 2015). Here is the AVE value in Table 6.
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Table 6. Average variance extracted (AVE) research model

Variabel Standar AVE Value
Experiential Marketing 0.5 0.712
Perceived Quality 0.5 0.676
Advertising 0.5 0.761
Product 0.5 0.653

Source: Smart PLS 3.0 data results

Table 6 shows the AVE value of the research model for all research variables has been valued
above 0.5, so the AVE value for discriminant validity testing is already met for subsequent testing.
Therefore, from the results of testing through stage one convergent validity and stage two discriminant
validity has been fulfilled so that this research model has been valid.

Uji Reliabilitas

A reliability test is a reliability test that aims to find out how far the measuring instrument can be
relied on or trusted. The reliability indicators in this study are determined from the composite reliability
and Cronbach's alpha values for each indicator.

Composite Reliability

Reliably test with composite reliability that data has a composite reliability value of > 0.7 has a
high-reliability value. Here are the results of data processing using SmartPLS 3.0 from composite
reliability.

Table 7. Composite reliability value research model

Variable Composite Reliability Standard Note
Experiential Marketing 0,925 >0,7 Reliable
Perceived Quality 0,912 >0,7 Reliable
Advertising 0,941 >0,7 Reliable
Product 0,883 >0,7 Reliable

Source: Smart PLS 3.0 data results

Based on Table 7, the composite reliability value of the research model shows that each variable
has a composite reliability value above 0.7 with a low value of 0.883 of the Product Purchase variable ()
and the highest value of 0.94 of the Advertising variable (X3). From the results of the data process, the
research model has met the value of composite reliability and high-reliability tests or reliable.

Cronbach’s Alpha

The next stage of testing for reliabilities is testing with Cronbach's alpha value. This reliability
test is reinforced by Cronbach's alpha and the expected value is > 0.6 for all constructs (Hussein, 2015).
Here are the results of the data for Cronbach's alpha value in the table below.
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Table 8. Value Cronbach's Alpha research model

Variable Chronbach’s Alpha Standard Note
Experiental Marketing 0.899 >0,6 Reliable
Perceived Quality 0.879 >0,6 Reliable
Advertising 0.920 >0,6 Reliable
Product 0.823 >0,6 Reliable

Source: Smart PLS 3.0 data results

Based on the calculation of the data in Table 8, Cronbach's alpha value of the research model
shows that each variable has a > value of 0.6 with the lowest value on the Product Purchase variable ()
of 0.823 and the highest value on the Advertising variable (X2) of 0.920. From these results, this research
model has met the value of Cronbach's alpha. The two stages of reliability testing with composite
reliability and Cronbach's alpha show that this research model meets reliability criteria and is a reliable

and reliable measuring tool.

Hypothesis Test

> % ¥ o

Figure 2. Bootstraping output results
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Table 9. Conclusion of research results

Hypo Variables Direct Indirect ~ Total L

Values Notes
thesis Exogenous Endogenous Effect  Effect  Effect (>1.96)
1 Experler_ltlal Percel_ved 0.878 i 0878  17.591 Significant
Marketing Quality
Experiential . Significant
2 Marketing Advertising  0.957 - 0.957  45.927
Experiential Product .
3 Marketing Purchase 0.211 = 0.211 1.321 Insignificant
Perceived
4 PPrOdh“Ct 0.769 - 0.760  7.646  Significant
Quality urchase
5 Advertising Product - 559 - 0021 0174 Insignificant
Purchase
Experiential
Marketing —> Product -
6 Perceived Purchase 0.878 0.769 1,647  25.237  Significant
Quality
Experiential
7 Marketing— 09Ut 5957 0021 0978 46101  Significant
.5 Purchase
Advertising

Source: Smart PLS 3.0 data results

Discussion

Based on the results of the hypothesis test in this study is: the first hypothesis, Experiential
Marketing has a positive and significant effect on Perceived Quality, seen from the value of t values
17,591 far above the standard of 1.96. The second hypothesis, Experiential Marketing has a positive and
significant effect on Advertising with a value of t values of 45,927. This shows that Experiential
Marketing plays a big role in advertising Artana honey products.

The third hypothesis, Experiential Marketing has no positive and significant effect on the
Purchase of Products with a value of 1,321. The fourth hypothesis, Perceived Quality has a positive and
significant effect on the purchase of products with a value of 7,646. This explains that perceived quality
variables play a role in increasing sales of Artana honey products in the Tangerang regency. The fifth
hypothesis, Advertising has a positive and significant effect on the purchase of products with a value of
0.174 (below 1.96).

The sixth hypothesis, Experiential Marketing affects the Purchase of Products mediated by
Perceived Quality with a value of t values of 25,237. It can be explained that Perceived Quality is
influential and plays an important role in connecting Experiential Marketing to the Purchase of Artana
honey products in Tangerang Regency. The seventh hypothesis, Experiential Marketing affects the
Purchase of Products mediated by Advertising with a value of t values of 46,101. This can be explained
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that Advertising is influential and plays an important role in connecting Experiential Marketing to the
Purchase of Artana honey products in Tangerang Regency.

Conclusion

From the results of this study, it can be concluded that: the first hypothesis, Experiential
Marketing has a positive and significant effect on Perceived Quality, seen from the value of t values
17,591 far above the standard of 1.96. The second hypothesis, Experiential Marketing has a positive and
significant effect on Advertising with a value of t values of 45,927. This shows that Experiential
Marketing plays a big role in advertising Artana honey products. The third hypothesis, Experiential
Marketing has no positive and significant effect on the Purchase of Products with a value of 1,321. The
fourth hypothesis, Perceived Quality has a positive and significant effect on the purchase of products with
a value of 7,646. This explains that perceived quality variables play a role in increasing sales of Artana
honey products in the Tangerang regency. The fifth hypothesis, Advertising has a positive and significant
effect on the purchase of products with a value of 0.174 (below 1.96).

The sixth hypothesis, Experiential Marketing affects the Purchase of Products mediated by
Perceived Quality with a value of t values of 25,237. It can be explained that Perceived Quality is
influential and plays an important role in connecting Experiential Marketing to the Purchase of Artana
honey products in Tangerang Regency. The seventh hypothesis, Experiential Marketing affects the
Purchase of Products mediated by Advertising with a value of t values of 46,101. This can be explained
that Advertising is influential and plays an important role in connecting Experiential Marketing to the
Purchase of Artana honey products in Tangerang Regency.

References

Arsadi, & Tegor. (2021). PENGARUH HUMAN RESORCE PRACTICE TERHADAP KEPUASAN
KERJA DAN DAMPAKNYA TEHADAP KOMITMEN AGEN ASURANSI. JURNAL
CAFETARIA, 2(1), 1-12. https://doi.org/10.51742/akuntansi.v2i1.268.

Assael, H. (2001). Consumers Behavior and Marketing Action, Edisi 3, Kent Publishing Company,
Boston Massachusset, AS.

Hafsah, Mohammad Jafar. (2004). Upaya Pengembangan Usaha Kecil Dan Menengah (UKM). Jurnal
Infokop Nomor 25 Tahun XX, 2004.

Heliantina, Farah. (2017). Siaran Pers - Ekonomi Digital Mempercepat Pembangunan Ekonomi.
Kementerian Koordinator Bidang Perekonomian Republik Indonesia. Tersedia di www.ekon.go.id.

Hu, W, M. (2010). SMES and Economic Growth: Entrepreneurship or Employment. ICIC Express
Letters. Vol. 4, No. 6, December.

Kamya, dkk. (2010). Knowledge Management and Competitive Advantage: The Interaction Effect of
Market Orientation. Journal of Business Management. VVol. 4 No.14: 2971-2980.

Leifer, R. et al. (2000). Redical Innovation: Hor Matur Companies Can Outsmart Upstarts, Harvard
Business School Press, 2000 dalam Wolpert, J.D.2002, Breaking Out of the Innovation Box. Harvard
Business Review. August 2002, p.78.

Lestari, Resanti. (2013). Perbankan Syariah Sebagai Daya Pendorong Usaha Mikro Kecil Menengah Di
Indonesia. Jurnal Universitas Jenderal Sudirman, Indonesia. Vol 3, No 1 2013. Semarang: Universitas
Jenderal Sudirman.

Experiential Marketing, Perceived Quality and Advertising to the Decision to Purchase Honey Artana Products 291


https://doi.org/10.51742/akuntansi.v2i1.268

International Journal of Multicultural and Multireligious Understanding (IJMMU) Vol. 9, No. 5, May 2022

Partomo, T. S. (2004). Usaha Kecil Menengah dan Koperasi. Working Paper Series. No. 9, Juni.

Savlovschi, L. I & Robu, N. R. (2011). The Role of SMES in Modern Economy. Economia, Seria
Management. Vol 14, Issue 1.

Song and Farry. (1997). The Determinants of Japanese New Product Successes. Journal of Marketing
Research. Vol. 34, 64-76.

Subowo, Robin, and Roy Setiawan. (2015). Pengaruh Kepemimpinan Transformasional Dan Motivasi
Kerja Terhadap Kepuasan Kerja Karayawan Pada PT. Multi Artistikacithra. Agora 3(1): 493-99.

Suliyanto. (2010). Peranan Pembelajaran Organisasional Dalam Mengkonversikan Orientasi Pasar
Menjadi Kinerja Pemasaran:Proses dan Agenda penelitian. Jurnal EKOBIS, Vol 11 No 1, hal 446-
457.

Sulivyo, L., Siswoko, R., & Tegor. (2019). The Effectiveness of Holistic Marketing and Word-of-Mouth
Communication on Purchasing Decision at Pt Asuransi Central Asia Branch Office of Tiang Bendera
West Jakarta. International Journal of Multicultural and Multireligious Understanding, 6(1), 187-
199.

Supranoto, M. (2009). Strategi menciptakan keunggulan bersaing produk melalui orientasi pasar, inovasi,
dan orientasi kewirausahaan dalam rangka meningkatkan kinerja pemasaran (studi empiris pada
industri pakaian jadi skala kecil dan menengah di kota semarang). Tesis. Program Pasca Sarjana
Universitas Diponegoro, Semarang.

Supriyanto, Yudi. (2015). Pengaruh Kompensasi dan Gaya Kepemimpinan Terhadap Kepuasan Kerja dan
Kinerja Karyawan Survei Provinsi Jawa Barat Bidang Pendidikan Dasar Dinas Pendidikan. Prosiding
Seminar Nasional. 3(1): 722-37.

Tegor, DKkk. (2020). Metodologi Penelitian Kualitatif dan Kuantitatif. Yogyakarta. Penerbit Lakeisha.

Tegor., & Umar, Husein. (2017). Compensation analysis in relationship moderation between
transformational leadership style and work environment on the employee performance. Russian
Journal of Agricultural and Socio-Economic Sciences, 71(11).

Tegor., Siswanto, Dwi J., & Siagian, Mauli. (2020). Manajemen Sumber Daya Manusia. Yogyakarta.
Penerbit Deepublish.

Wahyu, K., Rahmat, S. T. Y., Unggul, K., & Angga, N. D. (2019). Effect of religiosity, prevention focus,
future orientation, and financial knowledge on purchase intention to long-term investment in sharia
insurance. Russian Journal of Agricultural and Socio-Economic Sciences, 87(3).

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons
Attribution license (http://creativecommons.org/licenses/by/4.0/).

Experiential Marketing, Perceived Quality and Advertising to the Decision to Purchase Honey Artana Products 292



