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Abstract— This study aims to analyze and determine the application of the concept for Micro, Small 

and Medium Enterprises (UMKM) tourist trust based on experiential marketing and relationship in the 

tourism areas in West Java. The method used in this research was a survey method, with a quantitative 

descriptive verification approach. The data were obtained from 270 Micro, Small and Medium 

Enterprises (UMKM) consumers in the tourism areas in West Java. While the sampling technique used 

was the proportional cluster stratisfied random sampling. The data analysis technique used was 

structural equation modeling assisted with AMOS software. The measurement model techniques used 

were measurement models and structural models as well as hypothesis testing. The results showed that 

experiential marketing had a significant effect on the customer trust while the customer relationship 

marketing had no significant effect on  the customer trust in the tourism areas in West Java. 
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I. INTRODUCTION 
Tourism has become one of the industries in the world and is the mainstay of generating foreign exchange 

in various countries. Likewise in Indonesia, the development of tourism in Indonesia has an important role in 

improving the economy, especially for national economic development. Tourism in Indonesia is required to be able 

to adapt itself to developments that will occur on a national, regional and international scale, both concerning the 

socio-cultural, defense and security (Defense and Security) aspects, as well as science and technology (Science and 

Technology). Based on Law Number 10 of 2009 concerning Tourism, it was stated that the implementation of 

tourism functioned to meet the physical, spiritual and intellectual needs of every tourist with recreation and travel 

and to increase state income to realize people's welfare, introduce, utilize, preserve and improve the quality of tourist 

objects and attractions. , fostering love for the country and increasing friendship between nations, expanding and 

equalizing business opportunities and employment opportunities, increasing national income in the context of 

increasing the people's welfare and prosperity. In Indonesia itself, tourism is an industry that requires community or 
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community involvement. The progress of the tourism sector will encourage the development of Micro, Small & 

Medium Enterprises (UMKM). Especially in West Java, policies to support tourism have been launched by the 

Governor since 2015. 

 
Figure 1.1 

West Java Government Policies to Support Tourism in West Java 

Based on the figure above, it was stated that the policy regarding Micro, Small, and Medium enterprises 

(UMKM) is in the number one position. This is likely due to the low level of public awareness of the importance of 

tourism development which is expected to encourage the development of Micro, Small, and Medium enterprises 

(UMKM) in West Java. Tourism has provided the largest foreign exchange for a country. In the regions, it is not 

uncommon for regions where the original income (PAD) is mostly sourced from the tourism sector. The existence of 

a potential tourism sector is absolutely necessary a means of support to facilitate tourists. One of factors supporting 

the tourism sector is the existence of micro, small and medium enterprises (UMKM). The characteristics of an area 

are usually sought after by tourists and it is not uncommon for those who are able to provide the unique needs of an 

area starting from Micro, Small, and Medium enterprises (UMKM) (Setiawan, 2013). 

Based on the data from the National Development Planning Agency, the Central Statistics Agency and the 

United Nation Population Fund, it was found that the number of Micro, Small, and Medium enterprises (UMKM) in 

Indonesia in 2018 was 58,97 million. This was clarified by the Deputy for Financing of the Ministry of Cooperatives 

and Micro, Small, and Medium enterprises (Kemkop), that the number of micro enterprises was 58,91 million units, 

small businesses 59,260 units and large businesses 4,987 units, the number of women entrepreneurs reached 14.3 

million, where this number is increasing 1,6 million from 12,7 million in the previous year. 

One of the marketing concepts which can be used to influence consumer emotions is through experiential 

marketing, which is a marketing concept which not only provides information and opportunities for customers to 

experience benefits but also evokes emotions and feelings which have an impact on marketing, especially sales 

(Hadiwidjaja and Dharmayani, 2015). While according to Rizal and Nafis (2016), the main focus of experiential 

marketing is on the senses' responses, influences, actions and relationships, because a business must be able to 

create an experience for consumers so that consumers become loyal. Through experiential marketing, marketers try 

to understand, interact with consumers and empathize with their needs, so that consumers are expected to be loyal, 

willing to have long-term relationships, use the company's products and services continuously and recommend to 

their friends and closest people (Kusumawati, 2011). Experiential marketing is widely used as a model in 

approaching, obtaining, and retaining consumers. Therefore, it is not surprising that many companies are trying to 

create and promote unique, positive, and impressive experiences to their consumers (Kreshna and Yani, 2011). 

Micro, Small, and Medium Enterprises (UMKM) play a very important role in tourism development. There 

are three reasons that underlie developing countries view the importance of the existence of Micro, Small, and 
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Medium Enterprises (UMKM). First, it is because the performance of Micro, Small, and Medium Enterprises 

(UMKM) tends to be better in terms of producing a productive workforce. Second, as part of its dynamics, Micro, 

Small, and Medium Enterprises (UMKM)  often achieve increased productivity through investment and 

technological changes. Third, it is because Micro, Small, and Medium Enterprises (UMKM)  have the advantage of 

flexibility than large businesses (Setiawan, 2013). 

The competitive environment requires the implementation of customer relationship marketing. The 

competition which occurs causes each company to be required to be able to retain customers, and this can become a 

reality if there is a customer relationship between the customer and the company. Customer relationship marketing 

is able to empower the strength of customer desires with the pressure of information technology to provide 

satisfaction and loyalty to customers. The stimuli that want to be generated from the customer relationship 

marketing concept are methods of attracting attention, maintaining customer satisfaction, and improving and 

strengthening relationships with customers. 

The customer trust reflects all knowledge possessed by consumers and all conclusions made by consumers 

about objects, attributes, and their benefits (Sari, Ratna 2013). A strategy is needed to be able to direct customers to 

continue to believe in using Micro, Small, and Medium Enterprises (UMKM) products in a tourism areas, and to be 

able to recommend them to other people or colleagues (Kreshna and Yani, 2011). This is because customers who 

believe have relatively permanent fanaticism in the long run towards a company's goods / services of choice, do not 

want to switch to other goods / services, and even influence other parties to use these goods / services. In terms of 

benefits, according to Griffin (2009: 87) that customer trust can save company costs in 6 (six) sectors, namely: (1) 

Reducing marketing costs, (2) Getting lower transaction costs such as contract negotiations and ordering processes, ( 

3) Reducing customer turnover costs (new customer recruitment costs), (4) Increasing cross-selling success where 

the most important thing is increasing target market targets (customers), (5) Increasing positive word of mouth, and 

(6) Reducing failure costs (reduction in product repairs, consumer complaints, etc.). Customer trust is believed to 

play a role in shaping consumer perceptions in relationships with service companies (Taylor, 2001: 32). Trust is the 

basis of a strategic partnership, because a relationship based on trust is highly valued, so that interested parties will 

want to commit to such a relationship (Morgan and Hun, 1994: 24). 

Based on the result of the survey concerning trust,for the transparency indicator from customer trust it was 

obtained that 34,00% of customers agreed and 7,00% strongly agreed that Micro, Small, and Medium Enterprises 

(UMKM) were able to create honesty and openness of information for customers. However, 24,00% of customers 

still disagreed that Micro, Small, and Medium Enterprises (UMKM) were able to create honesty and openness of 

information for customers. Indicators of Product Service and Quality from customer trust, there were 34,00% of 

customers who stated that they were good and 12,00% stated that they were very good, but there were 22,00% of 

customers who stated that MSMEs were unable to offer quality products and services. There is a product 

comparison indicator of customer trust. There were 22,00% of customers saying it was good, but there were 22,00% 

of customers saying that the ability of Micro, Small, and Medium Enterprises (UMKM) was not good in creating 

products  different from competing companies. Incentives indicators of customer trust are customers who say they 

are good, but there were 22,00% of customers who disagree that Micro, Small, and Medium Enterprises (UMKM) 

were able to provide mutually beneficial benefits in the long term. The partnering indicator of customer trust was 

22,00% of customers saying they were often, but there were 26.00% of customers saying that Micro, Small, and 

Medium Enterprises (UMKM) rarely make consumers as partners by providing sincere assistance or consultation to 

consumers. A comprehensive indicator of customer trust, there were 18,00% of customers saying they were good, 

but there were 30,00% of customers saying that the responsibility of Micro, Small, and Medium Enterprises 

(UMKM) was not good when carrying out marketing activities, such as in advertising, distribution and sales 

activities. From the several indicators above, it can be concluded that Micro, Small, and Medium Enterprises 

(UMKM) customers consider that the level of trust in Micro, Small, and Medium Enterprises (UMKM) in the 

tourism areas in West Java is still low. Associated with that, it seems necessary in this study to conduct an in-depth 

study of customer assessments regarding customer trust in Micro, Small, and Medium Enterprises (UMKM) in the 

tourism areas in West Java. 

Associated with that, it seems necessary in this study to conduct an in-depth study of the level of customer 

trust using Micro, Small, and Medium Enterprises (UMKM) products at tourist destination locations in West Java, 

as well as to find out the influence of experiential marketing, customer relationship marketing, and customer value 

in increasing the Micro, Small, and Medium Enterprises (UMKM) customers trust in the tourism areas in West Java. 

METHODOLOGY 

This study used a quantitative approach, because it was presented with numbers. Many research approaches 

are required to reveal numbers, starting from data collection, interpretation of the data, and the appearance of the 

results. The type of research used was an explanatory research to explain the causal relationship among variables 
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through hypothesis testing. The research basis was used with a survey method where the data collection was through 

distributing questionnaires. 

To obtain the sampling, it was used probability sampling techniques. Besides, it was used proportional 

cluster stabilized random sampling, in order to obtain as many as 270 Micro, Small, and Medium Enterprises 

(UMKM) consumers in the tourism areas in West Java as research samples. The data analysis was performed by 

using structural equation modeling (SEM) with AMOS software consisting of 2 types of measurement models and 

structural models. The data analysis technique used to discuss the problems in this study was structural equation 

modeling (SEM), which was operated through the AMOS program. SEM is a statistical technique that allows testing 

a series of relatively complex relationships simultaneously. Complex relationships can be built among one or more 

dependent variables with one or more independent variables. SEM can also be done to analyze variables that have 

multiple roles, namely as an independent variable in a relationship, but become a dependent variable in other 

relationships, given the tiered causality. Each of the dependent and independent variables can be in the form of 

factors built from several indicator variables. 

In this study, there are 3 latent variables and 11 forming variables or indicators. The experiential marketing 

variable consists of 5 manifest variables, namely sense marketing, feel marketing, think marketing, act marketing 

and relationship marketing, then customer relationship marketing consists of 4 manifest variables, namely 

understanding customer expectations, building service partnership, total quality management and empowering 

employees and trust (customer trust) consists of 6 manifest variables, namely transparency, product service and 

quality, product comparison, incentives, partnering and comprehensive. 

RESULTS 

a) Profile of Respondent 

Table 4.1 

Respondent Based on Gender 

Gender Frequency Percentage (%) 

Male 147 54.5 

Female 123 45.5 

Total 270 100 

  Source: Primary data that has been processed in 2020 

Based on the table 4.1 above, it shows that most of the respondents in this study were male. This is because 

men as household givers on the other hand are formed as the head of the family, and of course invite family 

members to do recreation. This is supported by the theory according to Kotler and Armstrong (2010: 16) which 

stated there were several factors that influenced consumer behavior including cultural factors which are 

identification and socialization which are unique to the behavior of their members and social factors which include 

roles and status, the position of a person in each group can be explained in terms of roles and status. 

Table 4.2 

Respondent Based on Age 

Age Frequency Percentage(%) 

17-29 years old 31 11.4 

30-40 years old 153 56.6 

41-50 t years old 86 31.8 

Total 270 100 

  Source: Primary data that has been processed 

Based on table 4.2 above, it shows that most of the respondents in this study were aged between 30-40 

years, namely 56.6%. This is because at this age every individual (woman or man) has a strong stance to choose a 

place according to his choice so that the results of his income (salary), business, are set aside to re-react with his 

family. This is supported by the theory according to Kotler and Armstrong (2010: 16) that there are several factors 

that influence consumer behavior: including personal factors including age and life cycle stages, a person's 

purchases of goods and services will change throughout his life. Likewise with a person's tastes related to age and 

work, with the existence of job groups, companies can produce products according to the needs of certain job 

groups. 

Table 4.3 

Respondent Based on  Occupation 

OCCUPATION  Frequency Percentage (%) 

Civil Servant  59 21.9 

Private Employee  72 26.7 

Entrepreneur  54 20.0 
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Housewife  47 17.4 

Student  36 13.3 

Others  2 0.7 

Total  270 100 

Source: Primary data that has been processed 

Based on the table 4.3 above, it shows that most of the respondents in this study or the number of visitors is 

dominated by respondents who work as private employees, namely 26.7%. This was explained by respondents 

regarding visiting tourist attractions is a way to relieve fatigue and boredom at work. Besides, this is supported by 

the theory according to Kotler and Armstrong (2010: 16) which stated there were several factors that influenced 

consumer behavior including cultural factors, subcultures have smaller sub-cultural groups which are identification 

and socialization that are unique to the behavior of their members. There are four kinds of subcultures, namely 

national groups, religious groups, racial groups and geographic areas. 

Table 4.4 

Respondent Based on Educational Background 

Educational Background Frequency Percentage (%) 

Junior High School 9 3.33 

Senior High School  48 17.78 

College 213 78.89 

Total 270 100 

Based on the table 4.4 above, it shows that most of the respondents in this study graduated from college of 

78.89%. This was because as civil servants, employees, entrepreneur, they were college graduates and of course this 

was supported by social factors such as groups, families. as well as social roles that are in line with the theory 

(Kotler and Armstrong, 2010) saying that there were several factors that influenced consumer behavior namely 

social factors including Role and Status, the position of a person in each group can be explained in terms of roles 

and status. Each role carries a status that reflects the general respect by the community. 

Table 4.5 

Respondents Based on Average Monthly Income 

Average Monthly Income Frequency Percentage (%) 

Rp. < 1.000.000 2 0.74 

Rp. 1.100.000 - Rp. 2.500.000 68 25.19 

Rp. 2.500.000 - Rp. 5.000.000 121 44.81 

Rp. >5.000.000 79 29.26 

Total 270 100 

 Source: Primary data that has been processed 

Based on the table 4.4 above, it shows that most of the respondents in this study had a monthly income of 

between Rp 2.500.000 and Rp 5.000.000, amounting to 44.81%, the amount of a person's income, because a person's 

income is also closely related to the work he does, namely as an entrepreneur which includes his hard work 

(expertise), his connections and his assets (land, etc.). This is in line with the theory (Kotler and Amstrong, 2010). 

Consumer behavior is influenced by personal factors, namely a person's economic condition can be seen from the 

level of income which can affect product choice. 

b) Descriptive Analysis 

1. Respondents' Responses to Experiential Marketing 

The experiential marketing which consists of the dimensions of sense marketing, feel marketing, think 

marketing, act marketing and relationship marketing, along with the results of respondents' responses regarding 

experiential marketing (experience) is as follows : 

a. Sense 

Table 4.6 

Responses Regarding Marketing Sense Dimensions 
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   Source: Primary data that has been processed  

Based on the table 4.6 above, it can be categorized that experiential marketing with a sense of marketing 

dimension is generally considered good. This is evidenced by the results of the assessment of respondents in the 

sense marketing sub-dimension that what is seen in Micro, Small & Medium Enterprises (UMKM) in the tourism 

area is considered good experience, whatever is heard while at Micro, Small & Medium Enterprises (UMKM)in a 

tourism environment is good, everything that is touched while at Micro, Small & Medium Enterprises (UMKM) in 

the tourism area becomes good experience, the aroma that you smell when you are at Micro, Small & Medium 

Enterprises (UMKM) in a tourism area t is a good experience and the food you feel while at Micro, Small & 

Medium Enterprises (UMKM) in a tourism environment is able to provide a good experience. This proves that 

Micro, Small & Medium Enterprises (UMKM) in a tourism area have given a good impression and improved the 

sub-dimension of sense marketing so that it can be stimulated by respondents which makes it a good experience. 

b. Feel Marketing 

Table 4.7  

Responses Regarding the Feel Marketing Dimension 

  

 

 

 

 

 

   Source: Primary data that has been processed in 2020 

 

 

 

 

 

Based on the table 4.7 above, it shows that the experiential marketing variable with the Feel Marketing 

dimension, it can be categorized that the Feel Marketing sub-dimension, such as providing specific stimuli, is 

considered good, meaning that Micro, Small & Medium Enterprises (UMKM) in the tourism area have been able to 

provide specific stimuli that are well accepted by respondents. On the other hand, Micro, Small & Medium 

Enterprises (UMKM) in the tourism area are also able to provide an emotional touch to respondents, meaning that 

Micro, Small & Medium Enterprises (UMKM) in the tourism area have tried to give nuances of good mood and 

customer emotion. In addition, Micro, Small & Medium Enterprises (UMKM) in the tourism area are able to upload 

respondent's moods well, meaning that Micro, Small & Medium Enterprises (UMKM) area in the tourism 

environment understand how to upload feelings and how to provide the right level of stimulation to consumers' 

feelings as the target. Overall feel marketing is considered good. 

c. Thing Marketing 

Tabel 4.8 

Responses Regarding the Dimensions of Relate Marketing 
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Source: Primary data that has been processed  

Based on the table 4.8 above, think marketing which is one of the dimensions of experiential marketing 

variables, as a whole can be categorized as good. This means that using Micro, Small & Medium Enterprises 

(UMKM) products in a tourism area is able to inspire respondents' minds to generate ideas as a solution to what 

respondents think, meaning that products produced from Micro, Small & Medium Enterprises (UMKM) in the 

tourism area are able to stimulate the abilities and intellectuals of every consumer who uses them. In addition, 

Micro, Small & Medium Enterprises (UMKM) products used in the tourism environment are able to guide 

respondents' thoughts simultaneously, meaning that when respondents use Micro, Small & Medium Enterprises 

(UMKM) products, they are encouraged to engage in simultaneous thinking when using products with the existing 

tourism area. In accordance with the experience of respondents when they were in the Micro, Small & Medium 

Enterprises (UMKM) in the tourism area, they were able to provide something that was more than what was 

promised, meaning that the respondent considered that the Micro, Small & Medium Enterprises (UMKM) in the 

tourism area could provide something that exceeded the promised respondent's expectations. In addition, the Micro, 

Small & Medium Enterprises (UMKM) are able to surprise consumers, which means that customers get a deep 

emotional impression when using these Micro, Small & Medium Enterprises (UMKM) products so that they can 

continue to make an impression on consumers' minds for a long time. Micro, Small & Medium Enterprises 

(UMKM) products in the tourism area are able to create encouragement for customers to always take advantage of 

these Micro, Small & Medium Enterprises (UMKM) products, meaning that according to consumer experience 

when using Micro, Small & Medium Enterprises (UMKM) products, stimulate customers to think centrally about 

how to use these products. 

d. Act Marketing 

Table 4.9 

Responses to the Marketing Act Dimension  

 
Source: Primary data that has been processed 

Based on the table 4.9 above, the experiential marketing variable with the Act Marketing dimension, as 

shown in table 4.9 above, it can be categorized that the act marketing sub-dimensions, such as good interaction skills 

with customers, the products offered are able to attract customer interest well, the suitability of the products offered 

with the lifestyle customers are rated well. Thus, overall, the dimensions of act marketing are good. It means that the 

respondents consider that the Micro, Small & Medium Enterprises(UMKM) in the tourism area are able to provide 

real experiences and a wider lifestyle to their customers. 

e. Relate Marketing 

Tabel 4.10 

Tanggapan Mengenai Dimensi Relate Marketing 

 

 

 

 

 

 

 Source: Primary data that has been processed 

Based on the table 4.10 above, it can be categorized that experiential marketing with a relate marketing 

dimension is generally considered good. This is evidenced by the results of the assessment of respondents in the 

relate marketing sub-dimension that Micro, Small & Medium Enterprises (UMKM) in accordance with customer 

idealization are considered good, Micro, Small & Medium Enterprises (UMKM) officers are able to cooperate with 
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customers considered good, and Micro, Small & Medium Enterprises (UMKM) are able to give the impression of 

being prestigious MSMEs are considered good. This proves that the Micro, Small & Medium Enterprises (UMKM) 

has created a social identity for its customers with the products or services offered. 

Table 4.11 

Recapitulation of Experiential Marketing Variables 

 
         Source: Primary data that has been processed 

Based on the table 4:11, respondents' responses to the experiential marketing variable, the total score 

obtained is 20054 from the ideal score of 25650 with a percentage of 78%. The results of collecting data as a whole 

regarding respondents' responses to experiential marketing can be seen from the score obtained based on the 

research score recapitulation data presented above. Based on the total score of data collection results, the overall 

dimensions are classified as Good, from the maximum criteria that can be achieved is 100%. These results indicate 

that Experiential Marketing fulfills what the expectations of visitors to tourism Micro, Small & Medium Enterprises 

(UMKM) psychological model in analyzing consumer behavior. In this approach, marketers create products or 

services by touching the five senses of consumers, touching hearts, and stimulating consumers' minds. If the product 

can positively touch the emotional value of the customer, it can be a memorable experience between the company 

and the customer. 

2. Respondents' Responses to Customer Relationship Marketing 

Customer relationship marketing consists of 4 manifest variables, namely understanding customer 

expectations, building service partnerships, total quality management and empowering employees. Here are the 

responses of respondents on these manifest variables, as well as a summary of the results of all variables, as follows: 

a. Understanding Customer Expectation 

Table 4.12 

Responses to Dimensions of Understanding Customer Expectation 

 
Source: Primary data that has been processed 

Based on the table 4:12 above, the customer relationship marketing variable in terms of understanding 

customer expectation dimensions can be seen that security guarantees for customers are good categories, Micro, 

Small & Medium Enterprises (UMKM) products are in accordance with customer expectations in good categories, 

Micro, Small & Medium Enterprises (UMKM) also maintain good facilities. Thus, overall, the understanding 

dimension of customer expectation can be categorized as good, which means that respondents feel that the Micro, 

Small & Medium Enterprises (UMKM) understand and meet consumer expectations well. With a total score of 3167 

and and an average score of 3.91, so overall that the dimension of understanding customer expectations can be 

categorized as good. 

 

 

 

Question 
Total  

Score 

Average  

Score 

Ideal 

Score 

Criteria 

GOOD 

GOOD 

GOOD 

GOOD 

GOOD 

GOOD Total 
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b. Buildig Service Partnership 

Table 4.13 

Responses to Dimensions of the Building Service Partnership 

 
Source: Primary data that has been processed 

Based on the table 4.13 above, it can be categorized that the customer relationship marketing with the 

dimension of building service partnership is on average considered good by the respondents. This is evidenced by 

the results of the assessment of respondents in the building service partnership sub-dimension, namely the Micro, 

Small & Medium Enterprises (UMKM) willing to listen to complaints from customers are considered good, the 

Micro, Small & Medium Enterprises (UMKM) are able to handle complaints is considered good, the MSMEs are 

able to involve customers to improve services considered good, the Micro, Small & Medium Enterprises (UMKM) 

are able to establish a smooth operation. communication with customers. Thus, as a whole, it proves that the Micro, 

Small & Medium Enterprises (UMKM)in the tourism area have been able to form a partnership with customers 

around the tourism environment in adding services that customers want in using a product from these Micro, Small 

& Medium Enterprises (UMKM). With a total score of 4309 and an average score of 3.99, it means that the 

employees' empowering dimension can be categorized as good. 

c. Total Quality Management 

Table 4.14 

Responses to the Dimension of Total Quality Management 

 

 

 

 

 

 

 

     Source: Primary data that has been processed 

Based on the table 4.14 above, it is stated that the Micro, Small & Medium Enterprises (UMKM) in the 

tourism area are able to produce safe services for good category customers, the Micro, Small & Medium Enterprises 

(UMKM) are able to produce good quality services, the Micro, Small & Medium Enterprises (UMKM) are able to 

guarantee environmentally friendly service conditions in good categories. Thus, overall, the dimensions of total 

quality management can be categorized as good, which means that respondents feel that the Micro, Small & 

Medium Enterprises (UMKM) have made changes in an effort to reduce an error / imperfection of goods or services 

produced to increase customer satisfaction. With a total score of 3216 and an average score of 3,97, thus overall that 

the dimensions of total quality management can be categorized as good. 
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d. Empowerig Employees 

Table 4.15 

Responses to the Dimension of Empowering Employees 

 
     Source: Primary data that has been processed 

Based on the table 4.15, the variables with the dimension of empowering employee can be categorized that 

Micro, Small & Medium Enterprises (UMKM) employees in the tourism area are responsible for solving problems 

faced by customers are considered good, Micro, Small & Medium Enterprises (UMKM)owners are able to provide a 

good working environment and atmosphere for employees is considered good, Micro, Small & Medium Enterprises 

(UMKM) employees have the ability to solve the problems faced by customers are well rated. With a total score of 

3212 and an average score of 3.97, it means that overall the employees empowering dimension can be categorized as 

good. 

Table 4.16 

Recapitulation of Customer Relationship Marketing Variables 

 

 

Recapitulation of Experiential Marketing Variables 

 
Source: Primary data that has been processed 

Based on the table 4:16 regarding respondents to the customer relationship marketing variable, the total 

score obtained is 13904 from the ideal score of 17550 with a percentage of 79,2%. The results of collecting data as a 

whole regarding the responses of respondents to Customer Relationship Marketing can be seen from the score 

obtained based on the research score recapitulation data presented above. Based on the total score of data collection 

results, the overall dimensions are classified as Good, from the maximum criteria that can be achieved is 100%. 

These results indicate that Customer Relationship Marketing meets the expectations of visitors to tourism Micro, 

Small & Medium Enterprises (UMKM). This statement is in accordance with Customer Relationship Marketing 

which refers to the concept put forward by Morgan and Hunt (1994) which states that relationship marketing refers 

to all marketing activities directed. toward establishing, developing and maintaining successful relational exchange. 

This refers to all marketing activities directed at building, developing and maintaining successful relational 

exchanges. 

3. Respondents' Responses to Customer Trust 

Customer trust consists of 6 manifest variables, namely transparency, product service and quality, product 

comparison, incentives, partnering and comprehensive. Here are the responses of respondents on these manifest 

variables, as well as a summary of the results of all variables, as follows: 

a. Transparency 
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GOOD 
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Table 4.17 

Recapitulation of Respondents' Response Scores on Customer Trust in the Transparency dimension 

  
Source: Primary data that has been processed 

Based on table 4:17, the transparency dimension on the customer value variable which has sub dimensions, 

among others, it can be stated that the customer value variable which has the transparency dimension consisting of 

the honest attitude of the Micro, Small & Medium Enterprises (UMKM) in providing information is considered 

good, meaning that the Micro, Small & Medium Enterprises (UMKM) honestly provide information related to 

products / service to customers who will use it. Micro, Small & Medium Enterprises (UMKM) also openly provide 

information about their products / services to customers. Thus the overall dimension of transparency is in the good 

category, this is evidenced by the fact that respondents feel the openness of the Based on table 4:17, the 

transparency dimension on the customer value variable which has sub dimensions, among others, it can be stated 

that the customer value variable which has the transparency dimension consisting of the honest attitude of the Micro, 

Small & Medium Enterprises (UMKM) in providing information is considered good, meaning that the Micro, Small 

& Medium Enterprises (UMKM) honestly provide information related to products / service to customers who will 

use it. Micro, Small & Medium Enterprises (UMKM) also openly provide information about their products / 

services to customers. Thus the overall dimension of transparency is in the good category, this is evidenced by the 

fact that respondents feel the openness of the MSMEs when they will use products / services from Micro, Small & 

Medium Enterprises (UMKM), the information provided is clear. when they will use products / services from Micro, 

Small & Medium Enterprises (UMKM), the information provided is clear. 

 

 

 

b. Product Service and Quality 

Table 4.18 

Recapitulation of Respondents' Response Scores on Customer Trust dimensions of Product Service and 

Quality 

  
Source: Primary data that has been processed 

Based on the table 4:18, the dimensions of product service and quality in customer value variables which 

have sub dimensions, among others, it can be stated that the variable customer value seen from the Micro, Small & 

Medium Enterprises (UMKM) in the tourism environment is able to provide quality products / services. Thus, as a 

whole, it represents the dimensions of product service and quality in a good category, this is evidenced by the fact 

that respondents feel that the Micro, Small & Medium Enterprises (UMKM) in this tourism area are able to provide 

quality products / services. 

c. Product Comparison 
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Table 4.19 

Product Service and Quality 

 Source: 

Primary data that has been processed 

Based on the table 4.19 above, it shows that Micro, Small & Medium Enterprises (UMKM) are able to 

create products / services that are different from their competitors, meaning that the products produced by Micro, 

Small & Medium Enterprises (UMKM) in this tourism environment are able to be compared with other similar 

products from competitors, because they have different characteristics and other advantages / disadvantages that are 

not owned by other competitors. 

d. Incentives 

Table 4.20 

Incentives 

 Source: 

Primary data that has been processed 

Based on table 4.20, it is stated that the Micro, Small & Medium Enterprises (UMKM) provide products / 

services that provide mutually beneficial benefits in the long term, meaning that the respondents feel that the 

products produced from these Micro, Small & Medium Enterprises (UMKM) not only provide satisfaction or 

benefits when using the products / services directly but the benefits can also be obtained. felt long term. 

e. Partnering 

Table 4.21 

Partnering 

 Source: Primary 

data that has been processed 

The customer trust variable from the partnering dimension can be seen as it can be stated that the Micro, 

Small & Medium Enterprises (UMKM) are able to make consumers as partners is categorized well. This is proven 

by making consumers as partners, the Micro, Small & Medium Enterprises (UMKM)  gives a level of trust to 

consumers. 

 

f. Comprehensive 
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Table 4.22 

Comprehensive 

  
Source: Primary data that has been processed 

Based on the table 4.22 above, it can be stated that the Micro, Small & Medium Enterprises (UMKM) are 

responsible when carrying out their product / service advertising activities is considered good, the Micro, Small & 

Medium Enterprises (UMKM) are responsible when carrying out promotional activities is considered well, the 

Micro, Small & Medium Enterprises (UMKM) are responsible when carrying out sales activities are considered 

good. Thus, overall, the comprehensive dimension is categorized as good, which means that the respondent feels 

that the Micro, Small & Medium Enterprises (UMKM) is fully responsible when carrying out various activities to be 

carried out. 

 

Table 4.23 

Recapitulation of Respondents' Response Scores on the Overall Dimensions of Customer Trust 

Recapitulation of Experiential Marketing Variables 

 Source: Primary data that has been processed 

 Based on the table 4:23, respondents' responses to the customer trust variable, the total score obtained was 

9443 from the ideal score of 12150 with a percentage of 77,7%. The results of collecting data as a whole regarding 

the respondent's response to customer trust can be seen from the score obtained based on the research score 

recapitulation data presented above. Based on the total score of data collection results, the overall dimensions are 

classified as Good, from the maximum criteria that can be achieved is 100%. These results indicate that Customer 

Trust fulfills what is the belief of visitors to tourism Micro, Small & Medium Enterprises (UMKM). This statement 

is in accordance with Ellen & Johnson, Mark S. (2014: 73) states that trust is defined as customer confidence in the 

quality and reliability of the services offered by the organization. Similar to overall satisfaction, trust in quality will 

be influenced by attitudes toward the major components of the service experience (trust is defined as customer trust 

in the quality and reliability of services offered by the organization. Similar to overall satisfaction, trust in quality 

will be influenced by attitudes towards major component of the service experience). Walter, Achim et al, (2016: 5) 

stated that trust has a direct positive impact on commitment. Trust diminishes the perceived risk and vulnerability in 

a relationship and thus leads to a higher commitment to the relationship. Moreover trust reduces transaction costs as 

there is less necessity to establish expensive control mechanisms. Lower costs in turn increase the probability to 

continue the relationship in future and therefore increase the commitment to the relationship.  

b) Research Data Analysis 

This study used structural equation modeling (SEM) analysis. The software used for this research was IBM 

SPSS AMOS 21. The theoretical model described in the path diagram will be analyzed based on the data obtained. 

The data analysis carried out by the researcher aims to determine the effect of experimental marketing (experiential 
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marketing) and customer relationship marketing on customer trust in the West Java Tourism area, then the results of 

the structural equation modeling (SEM) path diagram are obtained, as follows: 

 
Figure 4.1 Research Structural Model 

Information: 

EM   = Experiential Marketing            

EM1  = Sense Marketing   

EM2  = Feel Marketing     

EM3  = Think Marketing   

EM4  = Act Marketing       

EM5  = Relate Marketing 

CRM = Customer Relationship Marketing   

CRM1 = Understanding Customer Expectation  

CRM2 = Building Service Partnership   

CRM3 = Total Quality Management    

CRM4 = Empowering Employees 

CT = Customer Trust 

CT1  =  Transparency 

CT2  =  Product Service and Quality 

CT3  =  Product Comparison 

CT4  =  Incentives 

CT5  =  Partnering 

CT6  =  Comprehensive 

a. Construct Validity, Construct Reliability and Average Variance Extracted 

Table 4.24 

Result of LF, CR dan AVE 

Variable Indicator 

(Manifest) 

Validity 

Construct (LF) 

Construct 

Realibility 

(CR) 

Average 

Variance 

Extract 

(AVE) 

experiential 

marketing 

EM1 0.847 0.953 0.805 

EM2 0.648 

EM3 0.929 

EM4 0.946 

EM5 0.875 

customer 

relationship 

CRM1 0.548 0.915 0.791 

CRM2 0.251 
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marketing CRM3 0.967 

CRM4 0.926 

Customer 

Trust 

CT1 0.767  

 

0.984 

 

 

0.911 
CT2 0.649 

CT3 0.753 

CT4 0.764 

CT5 0.730 

CT6 0.840 

 Source: Primary data that has been processed 

Based on the table 4:24 above, the results of confirmatory factor analysis (CFA) by testing the validity, 

reliability of latent constructs and average variance extract, the results of each loading factor forming from the latent 

variable are obtained. In the experimental marketing latent variable consists of 5 manifest variables, namely sense 

marketing EM1, feel marketing EM2, think marketing EM3, act marketing EM4 and relate marketing EM5, this is 

because the results of each loading factor> 0.5, while for the value CR obtained a result of 0.953 (0.953> 0.7) and an 

AVE value of 0.805 (0.805> 0.5), thus it could be stated that all indicators were able to explain the latent variables 

they formed. 

In the latent variable, customer relationship consists of 3 manifest variables, namely understanding 

customer expectation CRM1, total quality management CRM3 and empowering employees CRM4, this is because 

the results of each loading factor are> 0.5, while Building Service Partnership CRM2 is not a factor. forming of 

latent variable customer relationship (customer relationship marketing), because it has a loading factor <0.5, while 

for the CR value, the results are 0.915 (0.915> 0.7) and the AVE value is 0.791 (0.791> 0.5), thus it can be stated 

that all indicators able to explain the latent variables it creates. 

In the latent variable, customer trust consists of 6 manifest variables, namely transparency CT1, product 

service and quality CT2, product comparison CT3, incentives CT4, partnering CT5 and comprehensive CT6, while 

for the CR value the result is 0.984 (0.984> 0.7) and the AVE value is 0.911 (0.911> 0.5), thus it can be stated that 

all indicators are able to explain the latent variables they form. 

b. Goodness of Fit Index criteria 

 
Figure 4.2 Evaluation of the Overall Research Model 

The suitability test is intended to generally evaluate the degree of fit or goodness of fit (GOF) between the 

data and the model. Assessing a SEM as a whole (overall) cannot be done directly as in other multivariate 
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techniques (multiple regression, discriminant analysis, MANOVA and others). SEM does not have the single best 

statistical test that can explain the "power" of model predictions. Instead, several GOF measures or goodness of fit 

indices (GOF) have been developed that can be used together or in combination. The following are the results of 

goodness of fit in this study: 

Table 4.25 

Goodness of Fit 

No Goodness of Index Cut-off Value Result Information 

Absolute Fit Measure 

1. Chi Square (cmin/df) Diharapkan kecil 2658.369  

2. Probability ≥ 0.05 0.000  

3. GFI > 0.90 0.581 Close Fit 

4. RMSEA < 0.08 0.360 Close Fit 

Incremental fit measures 

5. AGFI > 0.90 0.406 Close Fit 

6. TLI > 0.90 0.489 Close Fit 

7. NFI > 0.90 0.578 Close Fit 

Parsimonious fit measures 

8. PNFI < 0.90 0.470 Good Fit 

9. PGFI < 0.90 0.410 Good Fit 

    Source: Result of Data Processing, AMOS 

Based on the table 4.25, the results of the initial goodness of fit test show that most of the test results are in 

the close fit criteria, so it is necessary to re-estimate with modification covariance, so the results of the goodness of 

fit evaluation are obtained, as follows: 

Table 4.26 

Evaluation of Goodness of Fit 

No Goodness of Index Cut-off Value 
Result of 

Model 
Information 

Absolute Fit Measure 

1. Chi Square (cmin/df) Little Hope 1040.228  

2. Probability ≥ 0.05 0.000  

3. GFI > 0.90 0.767 Marginal Fit 

4. RMSEA < 0.08 0.249 Close Fit 

Incremental fit measures 

5. AGFI > 0.90 0.585 Close Fit 

6. TLI > 0.90 0.756 Close Fit 

7. NFI > 0.90 0.835 Marginal Fit 

Parsimonious fit measures 

8. PNFI < 0.90 0.541 Good Fit 

9. PGFI < 0.90 0.431 Good Fit 

    Source: Result of Data Processing, AMOS 

Based on the table 4:26 above, the results of the evaluation of goodness of fit, the results of the goodness of 

fit test are obtained, most of which are in the marginal fit criteria, according to Hair et al (1998: 623), if the value is 

close to the recommended value, then the model is still feasible to continue. In an empirical study, a researcher is 

not required to meet all the goodness of fit criteria, but it depends on the judgment of each researcher. The chi-

square value in this study is 1040,228, Joreskog, Sobron in Haryono (2012) states that chi-Square cannot be used as 

the only measure of the overall fit of the model, one reason is because chi-square is sensitive to sample size. When 

the sample size increases, the chi-square value will also increase and leads to rejecting the model even though the 

difference between the sample covariance matrix and the model covariance matrix is minimal or small, so that it can 

still be continued in further analysis because it is close to the met criteria. 

From the results of testing these assumptions, the results of the structural model testing are as follows: 
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Figure 4.3 GOF Evaluation Overall Research Model  

c. Hypothesis testing 

The results of t-test basically shows how far the influence of one explanatory or independent variable 

individually in explaining the dependent variable. This decision was made based on the comparison of the value of 

the t value of each regression coefficient with a predetermined significance level of 5% (α = 0.05). Hypothesis 

testing aims to determine whether there is a significant influence between independent variables and dependent 

variables, based on the processing results, the results of hypothesis testing (regression weight) are obtained, as 

follows: 

Table 4.27 

Hypothesis testing (Regression Weights) 

   
Estimate S.E. C.R. P Decision 

CT <--- EM 0.431 0.021 20.465 0.000 Accepted 

CT <--- CRM 0.002 0.007 0.271 0.786 Rejected 

 

Based on the table 4.27 above, the results of the hypothesis testing conclusions are obtained, as follows: 

1. The Effect of Experiential Marketing on Customer Trust 

From the results of hypothesis testing, the results of t-count (CR) are 20,465 with a p-value of 0.000, 

because the results of tcount (CR)> t-table (20.465> 1.969) and pvalue 0.000 <0.05, then H is rejected and Ha is 

accepted, so it can be stated that there is a significant effect of experimental marketing on customer trust  in the 

West Java Tourism area. 

2. The Effect of Customer Relationship on Customer Trust 

From the results of hypothesis testing, the result of t-count (CR) is 0.271 with a p-value of 0.786, because 

the results of t-count (CR) <t-table (0.271 <1.969) and p-value 0.786> 0.05, then Ho is accepted and Ha is rejected, 

so it can be stated that there is no significant effect. significant customer relationship to customer trust in the West 

Java Tourism area. 

CONCLUSION AND SUGGESTION 

The conclusions that can be drawn from this research are as follows: 

1. Experimental marketing  has a significant effect on customer trust in the West Java Tourism area. This is 

because the results of t-count (CR)> t table (20.465> 1.969) and p-value 0.000 <0.05, then Ho is rejected and Ha 

accepted. 
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2. Customer relationship marketing does not have a significant effect on customer trust in the West Java Tourism 

area. This is because the results of t-count (CR) <ttable (0.271 <1.969) and p-value 0.786> 0.05, then Ho 

accepted and Ha rejected. 

 

The suggestions that the researchers give are as follows: 

1. The Micro, Small & Medium Enterprises (UMKM) always maintains and re-enhances the commitments that 

have been promised to tourists, namely carrying out advertising, promotion, and sales activities. Because 

basically tourists will be interested in visiting again for what they feel, thus the Micro, Small & Medium 

Enterprises (UMKM) party must provide the best service, the most important thing overall is that Micro, Small 

& Medium Enterprises (UMKM)  must be able to provide features or souvenirs, merchandise that attracts 

tourists. For example: advertising activities involving brand ambassadors are distributed through various media 

(print or electronic) while print media are distributed through, flyers, banners, posters, stickers, billboards, 

baligo, for electronic media, for example, using social media such as (Facebook, Instagram, twitter etc.). 

2. The need to increase the trust of tourists, seeing that customer relevance is a variable that makes a small 

contribution to customer trust. For that, to increase trust, Micro, Small & Medium Enterprises (UMKM)  owners 

must be able to prioritize the interests of tourists. 

3. The West Java Tourism Office, it is necessary to reproduce information officially regarding tourism in the West 

Java province, especially the city of Bandung, information can be in the form of a tourist guide book about West 

Java tourism which contains various things ranging from the location of natural attractions, schedules and 

attractions and cultural activities, hawker / culinary places, shopping and nightlife spots, and others in the West 

Java region, especially Bandung. This book can be accompanied by pictures and explanations because 

visualization in the form of pictures will provide information that is easier to digest. This book is expected to be 

distributed in all tourist objects, the distribution of this book can be in collaboration with Travel Agencies and 

Travel Agencies in several provinces in Indonesia. 

4. Suggestions for further research are expected to examine other variables that can further influence tourist trust 

such as customer satisfaction, service quality, facilities, etc. and can retest the same researchers, because in this 

study customer relationship marketing has not been able to show these factors. which can affect the trust of 

tourists, especially in the scope of tourism. 

 

REFERENCES 

Andrian Payne, 2010. Service Marketing Pemasaran Jasa dan Positioning, Edisi Ketiga. Yogyakarta : Andi Offset. 

Casalo, Luis V, Carlos Flavian, dan Miguel Guinaliu. 2006.  (n.d.). The Role of Satisfaction andWebsites Usability 

in Developing Customer Loyalty and Positive Word of Mouth in The E-banking Services. The International 

Journal of Bank Marketing Vol. 26. No. 6, 399-417 

Handal, Nehemia. (2010). Analisis Pengaruh Experiential Marketing Terhadap Loyalitas. Jurnal Manajemen 

Universitas Diponegoro. 

Ghozali, Imam. (2014). Structural Equation Modeling, Metode Alternatif dengan Partial Least Square (PLS). Edisi 

4. Semarang: Badan Penerbit Universitas Diponegoro 

Griffin, Ricky W., & Ebert, R. J. (2009). Bisnis Edisi Kedelapan. Jakarta: Penerbit 

Erlangga. 

Hair, dkk. 2006. Multivariate Data Analysis Pearson International Edition Edition 6. New Jersey 

Kotler, Philip & Garry Armstrong. (2010). Prinsip-Prinsip Pemasaran, Jilid 1 dan 2 Edisi Kedua Belas. Jakarta : 

Erlangga. 

Kotler, Philip and Kevin Lane Keller, 2016. Marketing Managemen, 15th Edition, Pearson Education,Inc. 

Kotler, Philip dan Gary Amstrong. (2018). Principles of Marketing. Edisi 15 Global Edition. Pearson 

Morgan, Robert M., dan Shelby D. Hunt, 1994, "The Commitment-Trust Theory of Relationship 

Marketing", Journal of Marketing, Vol. 58, July, pp. 20- 38. 

Morgan, R.M. and Hunt, S.D. (2010), “The commitment-trust theory of relationship marketing”, Journal of 

Marketing, Vol. 58 No. 3, pp. 20-38 

Schiffman dan Kanuk. 2008. Perilaku konsumen. Edisi 7. Jakarta: Indeks 

Umi, Narimawati., Sri Dewi, Anggadini., Linna, Ismawati. (2011), Penulisan Karya Ilmiah, Edisi Pertama, Genesis. 

Pondok Gede, Bekasi

 

 
 

 

 

 


