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ABSTRAK 

 
BIMO RANA TUQA. Pengaruh Experiential Marketing terhadap Customer 

Satisfaction dan Repurchase Intention Pada Layanan GrabFood Selama Pandemi 

Covid-19. Dibimbing oleh HARDIANA WIDYASTUTI. 

 

Pemerintah Indonesia telah mengeluarkan kebijakan Pemberlakuan 

Pembatasan Kegiatan Masyarakat (PPKM) untuk mengatasi permasalahan pandemi. 

Pemesanan makanan secara online menjadi pengeluaran digital konsumen per bulan 

terbesar selama pandemi COVID-19. Gross Merchandise Value (GMV) Layanan 

Pesan-antar makanan di Indonesia sebesar US$ 3,7 miliar. GrabFood menyumbang 

sebanyak $1,96 miliar USD atau 53% dari total GMV Indonesia. Tujuan penelitian 

ini adalah menganalisis pengaruh experimential marketing terhadap customer 

satisfaction dan repurchase intention, serta pengaruh customer satisfaction 

terhadap repurchase intention pada layanan GrabFood selama Pandemi Covid-19. 

Dalam penelitian ini, teknik sampel yang digunakan adalah non-probability 

sampling dengan pendekatan judgemental sampling dengan jumlah sampel 

sebanyak 190 sampel. Teknik analisis data yang digunakan adalah dengan 

pendekatan analisis deskriptif dan analisis SEM-PLS. Hasil penelitian ini 

menunjukkan bahwa experimential marketing mempunyai pengaruh positif dan 
signifikan terhadap customer satisfaction dan repurchase intention dan customer 

satisfaction mempunyai pengaruh positif dan signifikan terhadap repurchase 

intention pada layanan GrabFood selama pandemi Covid-19. 

 

Kata kunci : GrabFood, Customer Satisfaction, Repurchase Intention, Pandemi 

Covid-19, Experiential Marketing 



 

ABSTRACT 

BIMO RANA TUQA. The Effect of Experiential Marketing on Customer 

Satisfaction and Repurchase Intention on GrabFood Services During the Covid-19 

Pandemic. Supervised by HARDIANA WIDYASTUTI. 

 

The Indonesian government has issued a policy of Enforcement of 

Community Activity Restrictions (PPKM) to overcome the problem of the 

pandemic. Ordering food online is the largest monthly consumer digital expenditure 

during the COVID-19 pandemic. Gross Merchandise Value (GMV) of food 

delivery services in Indonesia is US$ 3.7 billion. GrabFood contributed $1.96 

billion USD or 53% of Indonesia's total GMV. The purpose of this study was to 

analyze the effect of experimental marketing on customer satisfaction and 

repurchase intention, as well as the effect of customer satisfaction on repurchase 

intention on GrabFood services during the Covid-19 pandemic. The purpose of this 

study is to analyze the effect of experimental marketing on customer satisfaction 

and repurchase intention, as well as the effect of customer satisfaction on 

repurchase intention on GrabFood services during the Covid-19 pandemic. In this 

study, the sampling technique used was non-probability sampling with aapproach 

judgmental sampling with a total sample of 190 samples. The data analysis 

technique used is descriptive analysis approach and SEM-PLS analysis. The results 

of this study indicate that experimental marketing has a positive and significant 
effect on customer satisfaction and repurchase intention and customer satisfaction 

has a positive and significant influence on repurchase intention on GrabFood 

services during the Covid-19 pandemic. 
 

Keywords : Covid-19 Pandemic, Customer Satisfaction, Experiential Marketing, 

GrabFood, Repurchase Intention 
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