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Abstract

Indonesia is a country with the biggest Moeslem population in the world, with 85% 
of its population is Moeslem. The greater development and economy in Indonesia, 
awareness and ability of Moeslem people in Indonesia to do the fifth pillars of Islam, 
namely Hajj has been increasing which can be indicated by the raising number of the 
applicants in 2015. PT Maktour got a predicate from the Ministry of Religous Affairs 
as the best special hajj and umrah  organizer and was ranked as the Top Brand Index 
category travel agency in 2014. This study was to examine the impact of Experien-
tial marketing on Word of Mouth (WOM) with customer satisfaction as intervening 
variable. The research design used hypothesis testing with a purposive sampling tech-
niques. The respondents in this study were 105 respondents. The data were analyzed 
using AMOS software 20. The result showed Experiential marketing has a significant 
on customer satisfaction and WOM. 
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PENGARUH EXPERIENTAL MARKETING TERHADAP WORD OF MOUTH 
(WOM) DENGAN KEPUASAN PELANGGAN SEBAGAI VARIABEL INTERVENING

Abstrak

Indonesia adalah negara dengan populasi penduduk beragama muslim besar di dunia. 
Kesadaran and keinginan penduduk muslim Indonesia untuk melaksanakan rukun Islam 
yang kelima, yaitu ibadah haji semakin meningkat signifikan di tahun 2015. PT. Mak-
tour mendapat predikat sebagai penyelenggara ibadah umrah and haji khusus terbaik 
dari Departemen Agama RI and menempati peringkat pertama sebagai Top Brand Index 
dalam kategori biro perjalanan di tahun 2014. Penelitian ini menguji mengenai pengaruh 
Experiential marketing terhadap Word of Mouth (WOM) dengan kepuasan pelanggan 
sebagai variabel intervening. Rancangan penelitian dalam penelitian ini menggunakan 
pengujian hipotesis (hypothesis testing) dengan teknik pengambilan sampel purposive 
sampling. Responden dalam penelitian ini sebanyak 105 responden. Teknik analisis data 
menggunakan software AMOS 20. Hasil penelitian menunjukkan bahwa experiential 
marketing berpengaruh signifikan terhadap kepuasan pelanggan and WOM.
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INTRODUCTION

Indonesia is a country with the biggest 
Moeslem population in the world, with 85% of 
its population is Moeslem. The greater develop-
ment and economy in Indonesia, awareness and 
ability of Moeslem people in Indonesia to do 
the fifth pillars of Islam, namely Hajj has been 
increasing which can be indicated by the rai-
sing number of the applicants in 2015, reached 
2.519.129 which exceed quota limit has been set 
as many as 168.800 (www.kemenag.go.id).

Industry competition of special travel 
agency, especially umrah and hajj travel agency 
in Surabaya is getting tougher, the Ministry of 
Religious Affairs recorded 75 hajj and umrah 
travel agencies in Surabaya that are listed in the 
Ministry of Religious Affairs. Having sense of 
competitiveness, company that can survive is 
a company that has ability to give a satisfaction 
to customer, then it will give positive impact for 
the company both long term and short term. As 
a result, customer loyalty can be gained. 

According to Lupioyadi and Hamdani 
(2013), service quality that is given by company 
give external benefits for the company, creating 
customer satisfaction and loyalty. After pur-
chasing the products and service, customer will 
evaluate which has two possible results, satis-
faction and unsatisfaction towards the products 
and service. This unsatisfaction of customer 
will make the customer goes to the other or not 
repurchase the same brand. On the contrary, 
customer who gets satisfaction of the brand will 
make repurchase in the future (Farida, 2014). 
Sallam (2015) stated that customer satisfaction 
is the main key of relationship between compa-
ny and customer. According to Zeithaml and 
Bitner (1996), Griffin (2005), Baloglu (2009), 
customer loyalty measured using some indica-
tors, one of them is recommending the products 
or service to other people or Word of Mouth 
(WOM). 

WOM is a statement (personal or non-
personal) delivered by other people apart from 
organization to customer (Tjiptono, 2014). He 
says that the purpose of running business is to 

create customer satisfaction. Satisfaction is a 
person’s feeling of pleasure or dissapointment 
which resulted from comparing a product’s per-
ceived performance or outcome against his/her 
expectations (Kotler & Keller, 2009). Irawan 
(2009) stated that there are five factors to cre-
ate satisfaction; they are product’s quality, ser-
vice quality, price, emotional, and feasibilty. In 
long term, satisfaction level will give many be-
nefits for the company. The satisfied customer 
will tell positive experience through Word of 
Mouth (positive WOM) and will be as running 
and speaking advertisement for the company 
(Lovelock & Wright, 2007). This result was 
supported by Putri and Suhariadi (2013) which 
claimed that satisfaction has positive significant 
on WOM. Jan (2013) explained that satisfacti-
on has positive impact on WOM. 

The initial marketing only concentrates 
on features and benefits for customer or named 
as traditional marketing. Traditional marketing 
views consumers as rational decision-makers 
who care about functional features and bene-
fits (Schmitt, 1999). Consumers need more 
than the core benefits of products so marketer 
or company should create a product or service 
quality which are able to make an unforgettable 
sensation and experience (memorable sensati-
on) on emotional side of customer, it is called as 
Experiential marketing. Experiential marketing 
is a concept of marketing which has aims to cre-
ate a loyal customer by touching customer sa-
tisfaction and giving positive feeling on sevices 
and products (Kartajaya, 2010). 

Experiential marketing came up from 
Schmitt’s idea (1999). Experiential marketers 
views consumers as rational and emotional hu-
man beings who are concerned with achieveing 
pleasurable experiences, that marketers can cre-
ate for customers are distinguished: sensory ex-
periences (sense); affective experiences (feel); 
creative cognitive experiences (think); physical 
experiences, behaviours and lifestyles (act); and 
social-identity experiences that result from rela-
ting to reference group or culture (relate). Tho-
se are expected to create impressing and holistic 
experiences for consumers and finally can crea-
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te customer’s loyalty (Schmitt, 1999). Besides 
that, Smilansky (2009) declared that 

Experiential marketing has many benefits 
for company, such as to survive in a tight com-
petition, to avoid price war, to get profit from 
loyal customers and to encourage customers 
to do WOM. It is consistent with research con-
ducted by Kailani and Ciobotar (2015) which 
stated Experiential marketing has positive effect 
on WOM. Meanwhile, according to Lin (2012) 
stated that variable of Experiential marketing 
has positive effect on WOM. Because of hajj 
quota restriction, it resulted in the large number 
of pilgrims who have to wait longer. Based on 
data from MORA (2015), hajj quota given to 
Indonesia is 168.000 for all provinces in Indo-
nesia (website www.kemenag.go.id/2015). 

The highest hajj quota is in East Java, 
33.935 with the highest applicants reaching 
586.879 people. More, average of hajj waiting list 
in Indonesia is 17 years or until 2032. However, 
it differs from umrah. Government does not rest-
rict the quota so it makes a lot of people prefer 
doing umrah. According to http://news.mana-
sik.info.com/2013 elucidated that there is an in-
creasing umrah pilgrims in Indonesia every year. 

One of special hajj and umrah travel agen-
cy which offers marketing strategy of experien-
tial marketing is PT. Maktour Umrah and Haji 
Khusus. Maktour is a company which running 
special hajj and umrah management. Some fa-
cilities given by Maktour to the pilgrims for 
example, five-star hotel as a accommodation, 
transportation, food, and other facilities. It also 
offers various program for umrah, such as um-
rah manasik (rituals) and musahabah (spiritual 
cleansig). Maktour now develops rapidly, it was 
choosen as the best special hajj and umrah or-
ganizer from 1997-2001 based on Accreditation 
of the Ministry of Religious Affairs. 

Maktour is the first rank of Top Brand In-
dex in 2014 with TBI value is 19.8% and the se-
cond rank is Shafira Tour with TBI value is 7.2%. 
One of the reason of this success is the implemen-
tation of service quality which is provided as well 
as marketing strategy of experiential marketing. 

Based on the phenomenon, it is impor-
tant to conduct research to analyze the impact 
of experiential marketing on WOM with cus-
tomer satidfaction as intervening variable. The 
purpose of this study is to examine the impact of 
experiential marketing on WOM with customer 
satisfaction as a intervening variable. 

Hypothesis Development
Experiential Marketing and Customer Satis-
faction

Schmitt (1999) explained that experien-
tial marketing is an approach to make custo-
mers having experiences through sense, feel, 
think, act and relate toward certain brand and 
company. Experiential marketing does not only 
communicate the features and benefits of the 
products, but also combine the products and 
services with unique and interesting experi-
ence. It is as mentioned in the research con-
ducted by Greg (2004), experiential marketing 
is kind of tools to create WOM. Experience can 
be encouraged by providing resources beyond 
the limit of products or services offered, a codi-
fied buzz where WOM is the result of company 
strategy.

Based on those definitions, it can be con-
cluded that experiential marketing is a marke-
ting concept which is made to create customer 
experience on company. Through its element 
(sense, feel, act, think, relate), it can enhance 
consumer expectation to the real experience ob-
tained by consumer so it is able to create custo-
mer value to improve consumer loyalty in long 
term and  creating WOM.  

Schmitt (1999), Experiential marketing is 
identified through the following indicators, sen-
sory experiences (sense); affective experiences 
(feel); creative cognitive experiences (think); 
physical experiences, behaviours and lifestyles 
(act); and social-identity experiences that re-
sult from relating to reference group or culture 
(relate). The hyphotesis is formulated as fol-
lows:
H1:  There is an impact of experiential marke-

ting on customer satisfaction 
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Customer Satisfaction and Word of Mouth 
(WOM)

Satisfaction is defined as an effort to fulfill 
anything to make it adequate (Tjiptono, 2014). 
Customer satisfaction is a person’s feeling of 
pleasure or dissapointment after comparing the 
performance or result with previous expecta-
tion (Azizah, 2012). Engel et al. (1995) views 
satisfaction as post-consumption evalutive jud-
gement of a choosen alternative at least fulfill or 
over the expectation. Furthermore, Kotler and 
Keller (2009) stated that satisfaction is person’s 
feeling of pleasure or dissapointment which re-
sulted from comparing a product’s perceived 
performance or outcome against his/her expec-
tations. If the performance is under expectation, 
consumer will be unsatisfied. If the performance 
is more than expectation, consumer will be very 
happy or satisfied. Based on those definition, it 
can be concluded that customer satisfaction is a 
difference/disrepancy between expectation be-
fore purchasing with performance or result after 
purchasing. 

Indicator parameter of customer satis-
faction in this research is measured using indi-
cator by Azizah (2012) which is adjusted to re-
search object, they are: (1) a sense of pleasure, 
(2) being certain, (3) being satisfied, (4) being 
comfortable, (5) satisfaction that cannot be ob-
tained elsewhere. The hyphotesis is formulated 
as follows:
H2:  There is an impact of customer satisfacti-

on on WOM 

Experiential Marketing and Word of Mouth 
(WOM)

WOM is a statement (personal or non-
personal) delivered by other people apart from 
organization to customer (Tjiptono, 2014). 
Hasan (2008) said that WOM is part of promo-
tion strategy in marketing activity by involving 
satisfying people to stimulate other people in 
order to improve product awareness and rpodu-
ce certain sale level. A powerful emotional res-
ponses like trust, encourages someone to give 
positive comment about their service provider 
(Nuryanto, 2012). More, Assael (2004) descri-

bes WOM as a private communication between 
two or more individuals, for instance between 
costumer and seller or among members of a 
group. Based on those definition, it can be con-
cluded that WOM is a statement or information 
about a product or service that is delivered to 
other people. 

Hananing (2011) stated that WOM is 
measured by: saying positive things related 
to the products and services, suggesting other 
people to join, recommending other people 
about the products and services, persuading ot-
her people to join. WOM measurement in this 
research used these indicators: saying positive 
things about company to other people, being 
excitement to give recommendation, persuading 
other people to have service in the same place, 
and encouraging friends and relatives to do bus-
siness with the company (Bloemer et al., 1999; 
Taghizadeh et al. 2013; Kailani & Ciobotar, 
2015). The hyphotesis is formulated as follows:
H3:  There is an impact of experiential marke-

ting on WOM

Experiential Marketing, Word of Mouth and 
Consumer Satisfaction

Experiential marketing which is included 
into one of driven factor of customer satisfacti-
on is an emotion, as basis of customer satisfation 
to create sensation and unforgetable experience 
(Irawan, 2009). Satisfying customer usually still 
be loyal for longer time and upgrade the old pro-
ducts, say a good things to other people about 
company, products or service (Kotler & Keller, 
2009). Satisfying customer also tends to give 
a good referee for the products and service to 
other people (Lupiyoadi and Hamdani, 2013). 
Smilansky (2009) stated that experiential mar-
keting has severals advantages for the company, 
such as driving WOM. 

Research conducted by Yuan and Wu 
(2008); Oeyono and Dharmayanti (2013) 
showed that experiential marketing has positi-
ve impacts on customer satisfaction. In additi-
on, result of research from Ardani and Suprapti 
(2012), Putri and Suhariadi (2013) concluded 
that satisfaction has positive and significant 
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impacts on WOM. While direct impact of Ex-
periential marketing on WOM, refers to Lin 
(2012); Kailani and Ciobotar (2015). 

Figure 1. Research Model

METHOD

This research is a quantitative study which 
used hypothesis testing as the research design to 
test the hypothesis and explain the phenomena 
of experiential marketing influencing on WOM 
with customer satisfaction as intervening variable. 

Purposive sampling was used as the met-
hod of sample collection using regular umrah 
pilgrims as the criteria of respondents instead of 
plus umrah category, ranging from 19-50 years 
old. It was adjusted with segmentation of PT. 
Maktour Umrah and Haji Khusus. There were 
105 respondents in this research. Data primer 
was used through questionnaire

This research used three variable which 
consist of independent variable, intervening 
variable and dependent variable. The indepen-
dent variable is experiential marketing, the in-
tervening variable is customer satisfaction and 
the dependent variable is WOM.

Experiential marketing is a marketing 
concept which is made to create customer ex-
perience on company. To measure experiential 
marketing, indicator from Schmitt (1999) which 
is adapted with the research object was used: (1) 
sense, (2) feel, (3) think, (4) act, and (5) relate. 

Customer satisfaction is a difference/dis-
repancy between expectation before purchasing 
with performance or result after purchasing. 
Indicator parameter of customer satisfaction 
in this research is measured using indicators by 
Azizah (2012) which is adjusted to research ob-
ject, they are: (1) a sense of pleasure, (2) being 
certain, (3) being satisfied, (4) being comfor-
table, (5) satisfaction that cannot be obtained 
elsewhere.

WOM is a statement or information 
about a product or service that is delivered to 
other people. The writer combine the measu-
rement of WOM indicator from several resear-
chers; Bloemer et al. (1999), Hananing (2011), 
Taghizadeh et al. (2013), Kailani and Ciobotar 
(2015) which is adjusted with research object: 
(1) saying positive things about company to 
other people, (2) being excitement to give re-
commendation, (3) persuading other people to 
have service in the same place, (4) encouraging 
friends and relatives to do bussiness with the 
company. 

Measurement scale used is Likert scale. It 
is a scale which is broadly used to ask the res-
pondents to give mark of agreement or dissag-
reement level on each of statement about sti-
mulus object. It has 1 until 4 scale weight, (1) 
strongly dissagree, (2) dissagree, (3) agree, (4) 
strongly agree (Maholtra, 2009). Path analysis 
was used to analyze the data. 

After having validity test, it was noticed 
that all statements in indicator for experiental 
marketing, satisfaction and WOM variable has 
greater value of corrected item-total correlation 
than R table value (0.30). It shows that indicator 
from each variable is valid or can be used to me-
asure research variable correctly. Then, through 
reliability test, it has the value of cronbach’s 
alpha for each variable, which is greater than 
0.60. It can be concluded that all variable has a 
good reliability. 

RESULT AND DISCUSSION

Before doing the path analysis, norma-
lity, liniarity and outlier test was done. Based 



187

Muhammad & Yessy Artanti / The Impact of Experiential Marketing on...

on the result of analysis using AMOS 20.it was 
obtained 0.377 as the result of multivariate nor-
mality, which is between -2.58 until 2.58. It can 
be concluded that assumption of multivariate 
normality has been fulfilled. Based on liniearity 
and outlier test, it is known that the significan-
cy value of experiental marketing, WOM and 
customer satisfaction is less than 0.05 or 0.000 
< 0.05. Beside that, relationship of experiental 
marketing, WOM and customer satisfaction is 
also linier and value of p2 does not show less 
than 0.05. Hence, overall it can be concluded 
that the data is feasible to be used in the next 
extimation. 

Based on the first until fourth hypothesis, 
it is got the value of CR and probability are less 
than 0.05. It showed that experiential marketing 
and customer satisfaction has significant impact 
on WOM variable or it can be concluded that 
the first until fourth hypothesis is accepted. Af-
ter knowing the impact of one variable to other 
variable, then it can be seen the direct effect, 
indirect effect and total effect of dependent va-
riable towards independent variable, which can 
be seen in this Table 1. 

According to Table 1, it can be seen that 
there is significant value of direct effect, indirect 
effect and total effect from each variable. Besi-
des of that, to test significancy of indirect effect 
coefficient (mediation), Sobel test, as the soft-

ware developed by Sobel (1982) was used in 
this research. The result of Sobel test is shown 
in the Table 2. Based on Table , it is recognized 
that the significancy value of experiential mar-
keting probability is 0.000 (p ≤ 0.05). It sho-
wed that the variable of experiential marketing 
has significant effect on satisfaction and WOM, 
which means that mediation test through sobel 
test is accepted. The result of path analysis can 
be seen in Figure 2. 

Figure 2. Result of Path Analysis

Demographic Characteristic of Respondents 
Description of the respondents’ charac-

teristics by demography is viewed through gen-
der, age, jobs and information about Maktour, 
accordance with the results of a questionnaire 
that had been distributed by the researcher. Re-

Table 1. Standardized Direct Effects, Standardized Indirect Effects, and Standardized Total Effects

Experiential Marketing Customer Satisfaction

Standardized Direct 
Effect

Customer Satisfaction 0.584 0.000
WOM 0.497 0.423

Standardized Indirect 
Effect

Customer Satisfaction 0.000 0.000
WOM 0.247 0.000

Standardize Total 
Effect

Customer Satisfaction 0.584 0.000
WOM 0.744 0.423

 
Table 2. Result of Sobel test

Test Statistic Std. Error p-value
Experiential Marketing Sobel Test 6.600 0.36 0.000
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sults based on the demographic characteristics 
of respondents can be seen in Table 3. The ma-
jority of respondents in this research is female, 
working as self-employed/ private employees, 
having > 46 years old, and got Maktour infor-
mation from the family. 

Table 3 Respondents’ Characteristic by De-
mography

Respondents’ 
Characteristic Total (%)

Gender Female 63 60.6
Male 41 39.4

Total 104 100

Age

16-25 years old 11 10.6
26-35 years old 21 20.2
36-45 years old 29 27.9
>46 years old 43 41.3

Total 104 100

Job

Students 8 7.7
Civil servants 13 12.5
Housewife 32 30.8
Self Employed/ 
Private Employees 51 49.0

Others 0 0
Total 104 100

Mak-
tour 
infor-
mation

Friends 33 31.7
Website 17 16.3
Family 43 41.3
Electronic media 
(adv, magazine, 
newspaper, etc)

11 10.6

Other 0 0
Total 104 100

Result of Hypothesis Testing 
Result of the first hypothesis showed 

that experiential marketing has positive effect 
on customer satisfaction directly, with value of 
7.293 > 2,00.value of significancy probability is 
0.000 (p ≤ 0.05), and value of standard regressi-
on weight is 0.037. This result supports theory 
from Irawan (2009), that in determining level 
of customer satisfaction, there are five drivers of 
customer satisfaction, one of them is emotion. 
In this case, experiential marketing is included 

into one of the driving satisfaction; emotion. 
The result also supports Yuan and Wu (2008), 
stated that experiential marketing influences si-
multanously on customer satisfaction. 

Otherwise, based on the second analysis, 
the result showed that customer satisfaction has 
positive impact on WOM directly with value of 
6.076 > 2,00.value of significancy probability 
is 0.000 (p ≤ 0.05), and value of standard reg-
ression weight is 0.058. This research supports 
theory from Kotler and Keller (2009) satisfying 
customer usually still is loyal for longer time, re-
purchase when company introduce and upgrade 
new products, say good things about company, 
products or service. The result of second hypot-
hesis is also inline with research conducted by 
Ardani and Suprapti (2012) which claimed that 
satisfaction has positive and significant impact 
on WOM. 

Result of the third hypothesis showed that 
experiential marketing has positive impact on 
WOM directly witj value of 7.134 > 2,00 value 
of significancy probability is 0.000 (p ≤ 0.05), 
and value of standard regression weight is 0.027. 
This research supports the theory of Smilansky 
(2009), declared that experiential marketing 
has many benefits for company (encouraging 
WOM). This research also supports research by 
Lin (2012) which stated that experiential mar-
keting has positive impact on WOM. 

Finally the result of this reseach showes 
that experiential marketing has an impact on 
WOM with customer satisfaction as intervening 
variable. It can be seen from indirect effect of ex-
periential marketing variable on WOM with sa-
tisfaction as intervening variable. It means that 
the fourth hypothesis is accepted. 

Through experiential marketing done by 
PT. Maktour, the pilgrims are satisfied with fa-
cilities given when they do umrah. Experience 
which touch the emotional side is to improve 
pilgrims’ satisfaction, involving elements of sen-
se, feel, think, act and relate. The strategy app-
lied by the company proved to be successful to 
make pilgrims to tell positive things to others 
on their experience using the services of umrah, 
recommending and advising Maktour to others 
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if they will perform Umrah and encouraging ot-
hers to join in doing rumrah through Maktour. 
It is highly advantageous for Maktour because it 
can increase the number of new customers wit-
hout the cost of promotion.

This research supports the research of 
Smilansky (2009), experiential marketing has 
severals advantages for the company, such as 
driving WOM. Satisfying customer also tends 
to give a good referee for the products and 
service to other people. As stated by Yuan and 
Wu (2008), experiential marketing influences 
simultanously on customer satisfaction. Lin 
(2012) stated that experiential marketing has 
positive impact on WOM, while Ardani and 
Suprapti (2012) declared that satisfaction has 
positive and significant impact on WOM. This 
research supports all of those previous studies. 

CONCLUSION AND RECOMMENDATION

Based on discussion and result aforemen-
tioned, it can be concluded that variable of ex-
periential marketing has positive and significant 
impact on satisfaction, variable satisfaction has 
positive and significant impact on WOM, va-
riable of experiential marketing has positive and 
significant impact on WOM, variable of expe-
riential marketing has positive and significant 
impact on WOM with customer satisfaction as 
the intervening variable.

Some suggestions can be put forward for 
PT. Maktour, such as providing character buil-
ding Maktour to all officers of Maktour through 
ESQ training and other technical training as 
well as providing further dissemination to the 
muttawif provided especially in terms of softs-
kill and hard skill quality of muttawif can be in-
creased. In this case, Maktour can do the moni-
toring and evaluation of programs and services 
that are being done.

In this research, there are variables that 
can affect the results of research, it is quality 
of service. The results showed that variable of 
experiential marketing has enough correlation 
to variable of customer satisfaction. Further re-
search can examine variable of service quality, 

due to variable of quality of service is including 
into one of the driving factors of satisfaction, the 
higher level of perceived satisfaction, the higher 
the level of WOM will be generated. In addition 
further research is recommended if other rese-
archers want to examine variable of experiential 
marketing to be more specific in the selection of 
appropriate indicators and to develop items for 
the variable experiential marketing statements 
describing consumer behavior in more detail.
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