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ANALISIS PENGARUH EXPERIENTIAL MARKETING DAN ELECTRONIC
WORD OF MOUTH (e-WOM) TERHADAP BRAND IMAGE LITTLE SALT
BREAD DI BLOKM

SYIFA ALLICA PUTRI

ABSTRAK

Meningkatnya persaingan pada industri bakery di Indonesia, ditandai oleh viralnya Little
Salt Bread di Blok M dengan rating tinggi dan antrean panjang, mendorong pentingnya
memahami faktor-faktor yang mempengaruhi Brand Image di benak konsumen.
Penelitian ini bertujuan untuk menganalisis pengaruh Experiential Marketing dan
Electronic Word of Mouth (e-WOM) terhadap Brand Image Little Salt Bread di Blok M.
Penelitian ini menggunakan pendekatan kuantitatif dengan jenis asosiatif kausal,
menggunakan data primer yang dikumpulkan melalui kuesioner daring kepada 170
responden dengan teknik purposive sampling, dan dianalisis menggunakan Partial Least
Square Structural Equation Model (PLS-SEM) melalui SmartPLS. Hasil penelitian
menunjukkan bahwa seluruh dimensi Experiential Marketing, e-WOM, dan Brand Image
berada pada kategori "Cukup" dengan skor rata-rata 3,27 hingga 3,38, serta Experiential
Marketing dengan koefisien jalur 0,367 dan e-WOM dengan koefisien jalur 0,299 sama-
sama berpengaruh positif dan signifikan terhadap Brand Image, dengan kontribusi
bersama sebesar 26,0% yang tergolong lemah. Dengan demikian, dapat disimpulkan
bahwa pengalaman langsung konsumen di gerai dan perbincangan digital sama-sama
berperan penting dalam membentuk Brand Image Little Salt Bread, sehingga perusahaan
perlu terus meningkatkan kualitas pengalaman pelanggan sekaligus mengelola

komunikasi digital secara lebih terstruktur.

Kata Kunci: Experiential Marketing, Electronic Word of Mouth, Brand Image, PLS-
SEM
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ANALYSIS OF THE EFFECT OF EXPERIENTIAL MARKETING AND
ELECTRONIC WORD OF MOUTH (e-WOM) ON THE BRAND IMAGE OF
LITTLE SALT BREAD IN BLOCK M

SYIFA ALLICA PUTRI

ABSTRACT

The growing competition in Indonesia's bakery industry, marked by the viral popularity
of Little Salt Bread in Blok M with its high ratings and long queues, highlights the
importance of understanding the factors that shape Brand Image among consumers. This
study aims to analyze the effect of Experiential Marketing and Electronic Word of Mouth
(e-WOM) on the Brand Image of Little Salt Bread in Blok M. This research employed a
quantitative approach with an associative causal design, using primary data collected
through an online questionnaire distributed to 170 respondents selected through
purposive sampling, and analyzed using the Partial Least Square Structural Equation
Model (PLS-SEM) technique via SmartPLS. The results show that all dimensions of
Experiential Marketing, e-WOM, and Brand Image fall into the Moderate category with
mean scores ranging from 3.27 to 3.38, while Experiential Marketing with a path
coefficient of 0.367 and e-WOM with a path coefficient of 0.299 both have a positive and
significant effect on Brand Image, jointly explaining 26.0 percent of its variance, which
is categorized as weak. It can therefore be concluded that consumers' direct in-store
experience and digital conversation both play an important role in shaping the Brand
Image of Little Salt Bread, so the company needs to continuously improve customer

experience quality while managing digital communication in a more structured manner.

Keywords: Experiential Marketing, Electronic Word of Mouth, Brand Image, PLS-
SEM
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