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Abstract

As the internet and digital technology advances, everything becomes limitless.
Many claim that the industrial revolution era had an impact on several elements of
society, including the economy. In order for the organization's desires and goals to be
achieved and developed, as well as to contain competition, businesses must decide on
new marketing strategies that are in line with the evolution of the times. The exchange
of information in the form of marketing, sales, and customer support is one example of
how internet use is still growing. Additionally, businesses can use the internet to
strengthen their brands, defend their products, and build production and marketing
plans. In the 21st century, several aspects of customer behavior, including perception,
information processing, information sharing, views, attitudes, purchases, and follow-up
behavior, have been influenced by social media. With the availability of web-based
entertainment, companies can engage with their customers and receive feedback from
them, and consumers can communicate with other consumers and share information
about products and companies. Brand trust and intention to repurchase certain company
products influence. To provide deals, agreements and associations with their buyers,
many brands are now turning to online entertainment. Information and opinions can be
easily announced using communication platforms. Buyer's trust in a brand (brand trust)
according to Ngabiso et al (2021) is a brand limit that is trusted by customers when an
item or administration can overcome problems that occur with the buyer's brand both in
terms of certainty and focus on the buyer's needs, then that is seen by the company can
trust and be responsible for customer needs and welfare. This article discusses the role
of Experiential Marketing, Social Media Marketing, and Brand Trust in increasing
Repurchase Intention. This article can be used as a reference for other research that has
similar variables to this research, namely experiential marketing, social media
marketing, repurchase retention, and brand trust. The author hopes that this research can
further assess the variables of experiential marketing, social media marketing, and brand
trust as factors that can damage repurchase interest.

Keywords: experiential marketing, social media marketing, repurchase intention,
brand trust.

Introduction

The 4th industrial revolution is now underway, where technology has been
assimilated into everyday life. As the internet and digital technology advances,
everything becomes limitless. Many claim that the industrial revolution era had an
impact on several elements of society, including the economy. Even though this period
provides benefits, many people also view it negatively. The Internet of Things (1oT),
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Big Data, Artificial Intelligence (Al), and Additive Manufacturing have all entered this
revolution. Examples can be found all over the world, including Indonesia.

The changes brought by the fourth industrial revolution have increased
competition in the Indonesian business sector as businesses continue to gain market
share and new clients. For the sake of sustainability and organizational goals to achieve
and develop, as well as outperform the competition, businesses must decide on new
marketing strategies that are in line with the evolution of the times. The exchange of
information in the form of marketing, sales, and customer support is one example of
how internet use is still growing. Additionally, businesses can use the internet to
strengthen their brands, defend their products, and build production and marketing
plans.

People in Indonesia have felt the impact of advances in information technology
through the use of platforms and devices. In Indonesia, there will be 210 million internet
users in 2022. In Indonesia, there were 175 million internet users before the pandemic.
In other words, the number of people using the internet rose by 35 million during the
pandemic. According to the AAJI report, 77.02% of people had access to the internet at
that time. For comparison, in 2018 the level of internet access was still 64.8% and in
2019-2020 it was around 73.7%.

Every year, the number of Indonesians who use social media continues to
increase. According to the We Are Social report, the number of active social media
users in Indonesia increased from 170 million in January 2021 to 191 million in January
2022 or 12.35%. WhatsApp is the application most widely used by Indonesian people.
This figure reached 88.7% after Instagram which reached 84.8% and Facebook with a
percentage of 81.3%. Meanwhile, 63.1% and 62.8% are Telegram and TikTok users.
Companies use social media to promote their brands and get customers to buy from
them again, due to the large number of social media users in Indonesia. Customers are
also given the opportunity to interact directly with businesses through social media
marketing. Social media marketing can also see how customers respond to the offer.
Samsung is interested in utilizing social media as a means of promotion and
communication with customers because of the close relationship between social media
and consumer interest in making repeat purchases.

In the 21st century, several aspects of customer behavior, including perception,
information processing, information sharing, views, attitudes, purchases, and follow-up
behavior, have been influenced by social media. With the availability of web-based
entertainment, companies can engage with their customers and receive feedback from
them, and consumers can communicate with other consumers and share information
about products and companies. According to a survey conducted in 2019 by content
management service website HootSuit, revealed that there are 130 million mobile social
media users in Indonesia, out of a total population of 268.2 million, which shows the
growth of Instagram in the country. 80% of Indonesians, or more than 100 million
people, are Instagram users. Indonesia ranks third on the list of countries that experience
the most incidents of internet fraud, according to the findings of a 2016 examination
conducted by Kaspersky Lab. As an illustration of fraud, Samsung Indonesia distributed
free smartphones via WhatsApp..

Brand trust and intent to repurchase a particular company's products are affected.
To provide correspondence, deals and associations with their buyers, many brands are
now turning to online entertainment. Information and opinions can be easily shared

using this communication platform. Web-based entertainment is seen as truer to buyers
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because it conveys the brand. An important consideration to expand repurchase interest
is to make buyers recall a brand again with the help of special media through online
entertainment. Buyer trust in a brand (brand trust) according to Ngabiso et al (2021) is
the limit of a brand that is trusted by customers when an item or administration can
overcome problems that occur with the brand both in terms of buyer certainty and
focusing on the buyer's needs, then it is seen that the company trustworthy and
responsible for customer needs and welfare. This article discusses the role of
Experiential Marketing, Social Media Marketing and Brand Trust in Repurchase
Intention

Experiential Marketing

A marketing method called experiential marketing aims to provide customers
with more than just facts about goods or services. Experiential marketing is an effort
that focuses on analyzing customers as emotional and selfish humans who utilize
consumption as a method to create meaningful experiences, according to Skandalis et
al (2019). Meanwhile, experiential marketing is defined by Andriani and Fatimah
(2018) as adding value to a good or service by influencing consumers' feelings when
using the good or service.

Kustini in the journal Fahmi (2019) also said that something that is not much
different is that experiential marketing is the practice of marketing products or services
through positive experiences and emotional stimulation. From the definition above, it
can be concluded that experiential marketing is a way that must be understood by
companies in approaching and retaining consumers, from the experience gained and
through products or services produced by the company by adding positive things and a
sense of impression for consumers when carrying out the process of purchasing products
or services. services, as well as presenting something unique and having characteristics
that other products do not have.

According to Priansa (2017) experiential marketing includes five dimensions,
namely as follows:

a) Sense is an important and obvious part of a brand that is captured by the five
human senses, including sight, sound, smell, taste and contact. The purpose of sense
is to produce sensory experiences through touch, taste, smell, and sound. By
attracting customers and providing positive value to products or services, sense can
also be used as a competitive advantage for businesses and products.

b) Feel, namely from a moderate mood to very strong sentiments of joy and pride,
feelings and emotions are used to influence events. The purpose of feel is to attract
consumers' attention and emotions by creating an experience of positive mood and
soul that can evoke happiness or sadness. The way feel works is by having a strong
understanding of certain emotional stimuli that can move emotions and the
willingness of consumers to take part in views and empathy.

¢) Think, namely encouraging someone to think innovatively and critically which
has the potential to significantly increase the evaluation of company products.
Think aims to create cognition by appealing to consumer intellectuals and solving
problems that involve consumers creatively. The target of think is to bring

consumers to think in a centered and different way through surprise, collaboration
Received: 28 August 2023 183
Revised: 12 September 2023
Final Accepted 16 September 2023
Copyright © authors 2023 DOI: https://doi.org/10.5281/zen0odo.8351040



https://doi.org/10.5281/zenodo.8351040

InverpumonaL JousnaL of Reserncy

i e-1SSN: 2348-6848
International Journal of Research o 1SEN: 2348.795%

iy (lJR) Vol. 10 Issue 09
IJR September 2023

and provocation.

d) Act is a person's long-term effort to develop consumer experiences connected to
their physical body, behavioral habits, and lifestyle based on contact with other
people. Act has a target, namely improving consumer experience through physical
experiences and real behavioral patterns in doing something.

e) Relate, namely the relationship experienced by consumers, whether with the
company or with the community of people who use the company's products or
services. Relate contains aspects of sense, feel, think, and act. But relate develops
quickly through the consumer's personal abilities and feelings, thereby connecting
the consumer's personality with something outside themselves. Relate aims to
increase individuals' willingness to improve themselves. Companies interact with
consumers through a wider social system.

Social Media Marketing

Social media marketing is a type of digital marketing that utilizes websites and
social media to advertise products or services for businesses. This gives marketers an
incredible opportunity to connect with customers in social groups and forge more
intimate bonds with them. With social media marketing, it is easier for manufacturers
or company owners to communicate with clients or customers online. Additionally,
there are few costs involved and no time limits as long as they have access to the
internet. Social media marketing according to Gunelius in the journal Mileva and Dh
(2018) is all direct and indirect marketing that is used to increase awareness, recognize,
remember and take action on using social media, such as managing blogs, writing ideas,
social media, social bookmarks , providing information, companies, businesses, goods,
and individuals can communicate. According to Mileva and Fauzi (2018), social media
marketing is a method involved in empowering individuals to advertise their sites,
works and products through friendly channels on the web and convey it using a much
larger local area that has greater opportunities for promotion rather than through regular
advertising channels.

According to Nunik et al (2019), social media marketing is an interactive
marketing communication activity between businesses and customers, and vice versa,
which helps these businesses generate sales of their goods and services. According to
the definition given above, the practice of encouraging individuals to market their
websites, products or consumer services through online social media channels and to
communicate with each other is known as social media marketing. It taps into a much
larger community with more opportunities for marketing than traditional advertising
channels.

According to Afifah (2016), social media marketing has several indicators,
namely as follows:

1. Online Communities, namely a business must create a community to offer its
products to that community and encourage customer loyalty. Local area souls to
build resilience, support conversations, and contribute data that is helpful in the turn
of events and business progress.

2. Interaction, namely the company must engage with customers by responding to
their comments, direct messages and broadcasts to make it easier for customers to
obtain information from the business. Through continuously updated and relevant

information from users, social media enables increased participation from online
Received: 28 August 2023 184
Revised: 12 September 2023
Final Accepted 16 September 2023
Copyright © authors 2023 DOI: https://doi.org/10.5281/zen0odo.8351040



https://doi.org/10.5281/zenodo.8351040

InverpumonaL JousnaL of Reserncy

i e-1SSN: 2348-6848
International Journal of Research o 1SEN: 2348.795%

iy (lJR) Vol. 10 Issue 09
IJR September 2023

communities.

3. Sharing of Content, which is a dimension that utilizes social media marketing as
away for individuals to trade, distribute and receive material in situations that allow
content to take the form of photos, videos or status updates.

4. Accessibility, namely enabling consumers who have internet access to engage in
social media conversations, accessibility emphasizes ease of access and low
operating costs in social media marketing.

5. Credibility, namely the company must be able to show its credibility by providing
information, helping customers in resolving problems, and responding to customer
suggestions or criticism. The term “credibility” refers to sending a clear message to
a brand that encourages it to establish credibility through actions or statements that
have an emotional connection with the intended audience.

Repurchase Intention

According to Pham et al (2018) Repurchase is described as the client's real
activity in purchasing or reusing the item. When customers purchase a particular item,
they can make subsequent purchases. This indicates that customers frequently purchase
similar services or goods from the same vendor. While repurchase is an actual action,
repurchase intention indicates a customer's decision to engage in future activities with
the seller. Repurchase intention, as defined by Hellier et al in the journal Christine R
(2018), is a cycle in which an individual plans to repurchase comparable services and
products based on past experiences. If the value of a product or service is great,
customers will be more inclined to buy it again because it makes them feel good and is
interesting. Due to emotional desire, consumers often intend to repurchase, which
increases repurchase intentions even further.

Repurchase intention according to Ali Hasan (2018) is the intention to make a
purchase based on previous history. High repurchase interest reflects a high level of
consumer satisfaction with the decision to use or obtain a product. Once a consumer
tries a product and determines whether they like it or not after doing so, they decide
whether to buy it or not. When customers believe that the goods they use are of high
quality and able to satisfy their needs and expectations, liking for the product will
develop. Based on this definition, it can be concluded that repurchase intention is a
customer's desire to repurchase goods or services in the future because they are happy
with the brand previously used. The degree to which consumers are committed to
obtaining a good or service influences how likely they are to repurchase. The better
opportunities consumers have to make further purchases, the more they want or are
interested in a product. The likelihood that consumers will repurchase a used good or
service decreases in proportion to the level of interest they have in it. Consumer desires
arise from the experience of using a product or service by having a positive experience
that makes the product or service the main choice in the future. Apart from that,
consumers also provide recommendations for products or services to other people
because consumers have had positive experiences, so consumer recommendations to
other people do not make other people feel disappointed.

According to Saraswati et al (2021) there are 4 types of repurchase intention
indicators, namely:

1. Transactional Interest is an individual's tendency to carry out product
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transactions.

2. Referral Interest is where the customer's action recommends goods to other
individuals.

3. Preferential Interest is that customers can cause things that have been used
as primary decisions.

4. Explorative Interest is the interest of someone who carries out a constant
search for product-related information.

Brand Trust

Brand trust is consumers' belief that the company or brand they choose can solve
their problems and deserves respect and provides more value. According to Murthy in
the journal Anang Firmansyah (2019), brand trust is a business that successfully builds
a long-lasting customer brand experience based on the principles of politeness, honesty
and integrity. According to Munuera in the journal Ngabiso et al (2021) defines brand
trust as when a product or service can meet the needs implemented in the brand based
on consumer trust and prioritizing or prioritizing consumer needs, then it has a brand
capacity that is trusted by consumers.

Brand trust is a type of buyer's desire to depend on a brand that is in danger
because of the assumption that the brand will provide profitable results, according to
Lau and Lee in the journal Putu et al (2018). Customer loyalty to a brand is influenced
by customer trust in it. According to relationship marketing theory, brand trust will be
a major factor in determining initial brand loyalty. According to the description given
above, brand trust can be defined as a customer's willingness to believe that a brand will
provide favorable outcomes for them, which leads to loyalty and trust in a brand.

According to Delgado in the journal Anang Firmansyah (2019), brand trust
indicators are divided into 2 elements, namely:

1. Brand reliability, namely the buyer's certainty that the goods can fulfill what
is guaranteed with the view that the brand can solve problems and can also provide
satisfaction. As a result, consumers develop trust in a brand when it is able to deliver on
its promises and ensure that they will continue to receive the same level of satisfaction.
Honesty, convenience, service procedures and services offered to ensure customer
satisfaction are all aspects of brand reliability.

2. Brand intention, namely customer assurance that the product can prioritize
their needs when unexpected problems with product use develop. Therefore,
intentionality refers to the idea that brands will pay attention to what customers need
and will not take advantage of their gullibility by offering compensation for problems
using the product.

Relationship between Experiential Marketing, Social Media Marketing, Brand
Trust and Repurchase Intention

Someone will be willing to make a repeat purchase because the consumer has
experienced, felt, and provided experience by purchasing a product that suits their
desires and needs as a consumer. Thus, the higher the consumer's experiential
marketing, the higher the consumer's repurchase interest in the product they have
purchased. Based on research by Yanto (2018) on "The Effect of Experiential Marketing

on Repurchase Intention through Experiential Value among Pasa Rame Restaurant
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Consumers in Surabaya" and research by Khoirunnisa, et al (2021) on "The Effects of
Experiential Marketing and Social Media Marketing on Repurchase Intention with
Brand Trust as Variable Mediation for Wearing Klamby Hijab Fashion Products”
proves that experiential marketing has a significant effect on repurchase intention.

Many companies use social media as a way to connect, sell, and build
connections with their consumers. This communication channel is ideal for exchanging
knowledge and ideas. Because social media conveys the brand, customers perceive it as
more authentic. The purpose of advertising is to inform customers about the company
brand, so this will have an impact on their decision to make a repeat purchase. There
are various ways to promote, but Instagram is one of them. Making customers remember
a brand or product by using promotional advertising on social media is very important
to increase repurchase interest. Based on research by Bawono, et al (2020) on "Analysis
of the Effect of Social Media Marketing on Repurchase Intention Through Brand Trust
as a Mediating Variable on Instagram Adidas Indonesia in Surabaya™ and on research
by Khoirunnisa, et al (2021) on "The Effects of Experiential Marketing and Social
Media Marketing on Repurchase Intention with Brand Trust as Variable Mediation for
Wearing Klamby Hijab Fashion Products” proves that social media marketing has a
significant effect on repurchase intention.

Experiential marketing is a marketing effort carried out by a company to focus
on creating impressive experiences for consumers. Consumer confidence in the
product's ability to fulfill the brand's promises of value and goodwill based on consumer
confidence in the brand's ability to prioritize consumer interests is the basis of brand
trust. It can be concluded that the relationship between experiential marketing and brand
trust is that consumers will be willing to make repeat purchases because these
consumers have a sense of trust and feel comfortable with the fulfillment of their desires
and needs in purchasing products, because the better the brand experience, the higher
the level of consumer trust in the brand. . Based on Oktafia's (2016) research on
"Analysis of the Effect of Experiential Marketing on Brand Trust and Customer Loyalty
by Mediating Customer Satisfaction (Case Study on Garuda Indonesia Airline
Customers in the West Jakarta Region)™ and Andriny's (2015) research on "The Effect
of Experiential Marketing on Brand Trust and J.CO Donuts & Coffee Customer Loyalty
in Pontianak City (Survey of J.CO Donuts & Coffee Customers in Pontianak City)"
proves that experiential marketing has a significant effect on brand trust.

One of the keys to establishing a better relationship with a brand is trust, which
can also be used to build relationships with future customers. Social media marketing
is a new medium for transaction processes when it comes to sharing information and
promoting items of business. Using social media as a tool because this marketing tactic
has the ability to help businesses achieve their goals, especially through increasing
brand trust. Based on research from Irawan et al (2020) on "The Influence of Social
Media Marketing Activities on Brand Trust, Brand Equity and Brand Loyalty on the
Instagram Social Media Platform™ and research by Zulfikar (2017) on "The Effect of
Social Media Marketing on Brand Trust on Instagram Followers Dompet Dhuafa
Yogyakarta Branch” shows the extraordinary impact of social media marketing on
brand trust.

According to Ngabiso et al (2021), brand trust is the capability of a product that
is believed by customers when a product or service can meet the demands made on the
brand, both based on consumer trust and prioritizing consumer needs. Because it

directly influences repurchase intention, building and maintaining brand trust is very
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important (Dharmayana & Rahanatha, 2018). Based on research by Juwairiyah (2019)
on "The Influence of Brand Image, Brand Trust, and Perceived Value on Repurchase
Intention on Lion Air Airplane Tickets (Study on Undergraduate Students at Universitas
Brawijaya Malang)" and Dellasari (2020) on "The Influence of Customer Experience
and Brand Trust on Repurchase Intention in the Erigo Fashion Brand" has a fairly large
impact on brand trust on intention to repurchase.

Consumers believe that with positive feedback from experiential marketing,
consumers are willing to make repeat purchases. If someone uses an item repeatedly,
then it can be said that the consumer is experienced in using the item and can be judged
by trusting the product, so that the consumer has the intention to buy the product
repeatedly, and vice versa. This means that the better and increased customer trust that
results from experiential marketing, the more likely consumers are to increase their
repurchase intentions.

It is recognized that one of the keys to strengthening consumer bonds with a
particular brand is trust, which is a factor in long-term bonds with customers. Social
media is used as a marketing tool because this approach provides several options to
meet company goals, one of which is increasing brand trust. A trusted brand is a brand
that succeeds in providing consumers with a memorable brand experience that is built
on honesty, politeness and integrity (Murthy in the journal Anang Firmansyah, 2019).
Building and maintaining brand trust is very important because orders directly influence
a customer's tendency to make more repeat purchases (Dharmayana & Rahanatha,
2018). Based on research by Bawono, et al (2020), it is proven that social media
marketing has a significant effect on repurchase intention through brand trust.

Conclusion

Experiential marketing and social media marketing can significantly influence
consumers' repurchase intentions through brand trust because marketing through
experience and social media is an effective marketing method in helping consumers
more easily and efficiently find out consumer beliefs that arise from repeated consumer
views that arise. arises from the product purchased, so that if consumers have a good
view of a product, it is more likely that consumers will repurchase the product. This
article can be used as a reference for other research that has similar variables to this
research, namely experiential marketing, social media marketing, repurchase intention,
and brand trust. The author hopes that this research can further assess the variables of
experiential marketing, social media marketing, and brand trust as factors that can
experience repeat purchase interest.
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