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Abstract

This study aims to examine the effect of experiential marketing on reuse intention by
incorporating customer satisfaction as a mediating variable among users of the D-Bank Pro
application in Denpasar City. The population consists of users who have been using the
application for at least one year, with a total sample size of 130 respondents selected
through purposive sampling. Data collection was conducted via surveys using structured
questionnaires. The study employed both descriptive and inferential statistical analyses
using the Partial Least Squares Structural Equation Modeling (PLS-SEM) method. The
results revealed that experiential marketing has a positive and significant effect on both
customer satisfaction and reuse intention. Furthermore, customer satisfaction
significantly affects reuse intention. The findings also indicate that customer satisfaction
partially mediates the effect of experiential marketing on reuse intention.

Keywords: Reuse Intention, Experiential Marketing, Customer Satisfaction.

INTRODUCTION

The Fourth Industrial Revolution, often referred to as the cyber-physical system
era, has brought significant transformations focusing on automation and technological
collaboration. Its impact spans various aspects of life, including the growing reliance on
the internet in everyday activities (Mutua, 2024). One sector that has undergone
substantial transformation is Indonesia's financial industry, particularly banking. Rapid
development in the financial sector, particularly in technology adoption and banking
digitalization, is evident through the emergence of convenient payment systems such as
internet banking, mobile banking, ATMs, electronic money, and other digital features
(Hermiyetti, 2024). Advances in fintech have revolutionized how people conduct financial
transactions by enhancing reliability, security, operational efficiency, and service quality.
With digital technologies, banks can automate operations like transaction recording and
account opening, thereby reducing costs and increasing efficiency (Fasa et al., 2024).
These developments have triggered a shift from traditional banking models toward more
innovative digital banking practices, significantly impacting the financial sector (Rosa
Indah et al., 2023).

Digital banking transformation aims not only to provide online services but also to
enhance user experience through advanced technology (Fasa et al., 2024). This digital shift
enables banks to expand their reach and improve customer accessibility. By leveraging
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sophisticated IT systems, banks can offer tailored products and services for modern
customers (Margie et al., 2024). The main challenge is for banks to continue innovating
and adapting rapidly to technological advancements while maintaining data security.
Fintech innovations have encouraged strategic partnerships to create more inclusive and
efficient digital ecosystems (Silalahi et al., 2024).

A survey by Populix (2022) indicates that mobile banking and e-wallets are the most
commonly used financial applications across all age groups, with 91% of respondents
owning and using mobile banking apps on their smartphones (Goodstats, 2022). Mobile
banking, born from technological innovation, provides secure, convenient, and
trustworthy digital transaction services for users (Wulan Suci & Dahlan, 2023). These apps
are accessible only via mobile devices connected to the internet, enabling users to manage
transactions swiftly and easily.

A key driver of mobile banking adoption is increasing public awareness of the need
for efficient and practical financial management. Features such as real-time notifications,
expense tracking, and anytime-anywhere transaction capability give users better control
over their finances, improving both convenience and financial behavior (Coryanata et al.,
2023). Banks that use analytics to understand customer behavior and customize services
gain a competitive edge in the digital market. Hence, mobile banking innovation focuses
not just on technology but also on enriching customer experience (Mufingatun et al,,
2020).

The advantages of mobile banking include 24/7 access, fast transactions, and
comprehensive financial management features. Enhanced security and ease of use make
it a practical solution in the digital era, improving daily financial activities (Paramita &
Hidayat, 2023). However, challenges such as data security and cyber threats persist,
requiring continual innovation in secure systems and quality services. Mobile banking
supports financial inclusion and strengthens competitiveness in the digital economy
(Widya et al., 2025).

Bank Danamon, a major Indonesian bank established in 1956, is recognized for its
innovative banking services. It offers a wide range of products for retail and corporate
customers, including savings, loans, investments, and digital banking. Danamon
continuously delivers value through high-tech services tailored to customer segments
(Warpindyastuti, 2020). Its D-Bank Pro mobile application offers features like Bl FAST
transfers, QRIS payments, cardless cash withdrawals, investment, and insurance services
(Bank Danamon, 2023).

According to kontan.co.id (Nurtiandriyani, 2024), Danamon reported a 36% year-on-
year increase in D-Bank Pro transactions and a 30% rise in users by July 2024. This growth
reflects the post-pandemic digitalization trend. Andreas Kurniawan, Danamon's Chief
Digital Officer, highlighted D-Bank Pro's integration of mobile and internet banking,
featuring QRIS, multi-currency savings (Danamon LEBIH PRO), installment conversion (My
Own Installment), and quick credit card-to-account transfers (Money Transfer). Danamon
aims to boost low-cost funding by optimizing digital banking services.
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One of Danamon's key marketing strategies is enhancing customer experience through
intuitive app interfaces and responsive service. This aligns with experiential marketing,
which creates emotional, sensory, cognitive, behavioral, and relational value to trigger
reuse intentions (Paulina, 2023).

This strategy relates to the Technology Acceptance Model (TAM), which explains
how perceived usefulness and ease of use influence technology adoption. Positive
experiences from experiential marketing enhance these perceptions, promoting
continued usage.

Experiential marketing aims not just to inform but to evoke strong emotional

responses and lasting impressions that enhance marketing outcomes, especially in
boosting sales (Kadafi & Novita, 2021). Through the "sense, feel, think, act, relate"
framework, brands build strong consumer relationships.
Reuse intention is closely linked to user experiences. Engaging experiences foster
emotional connections and brand recall, making consumers more likely to return (Suparno
& Aksari, 2023). Studies by Putra (2024), Julyastini et al. (2023), and Subawa et al. (2020)
found that experiential marketing significantly impacts reuse intention, while Aida (2022)
found no significant effect.

These differing findings suggest a research gap and highlight the need to explore
customer satisfaction as a mediating variable. Studies by Agung & Budi (2023), Wedanta &
Seminari (2024), and Pangestu et al. (2022) affirm that experiential marketing significantly
affects customer satisfaction. Meanwhile, research by Nadya & lhwan (2023), Warmika &
Adriani (2019), and Umar & Hapzi (2022) confirm customer satisfaction's positive impact
on reuse intention.

Customer satisfaction, defined as the degree to which customer needs are met
(Wirtz & Zeithaml, 2018), significantly influences reuse behavior. A satisfying customer
experience fosters future reuse intentions (Priambada, 2024). Thus, this study explores
"The Mediating Role of Customer Satisfaction in the Effect of Experiential Marketing on
Reuse Intention (A Study on D-Bank Pro Application Users in Denpasar City)."

METHOD

This study employed a causal quantitative approach to examine the influence of
experiential marketing on reuse intention, mediated by customer satisfaction. The
research was conducted in Denpasar, selected for its high digital banking adoption,
particularly D-Bank Pro. The population comprised all D-Bank Pro users, with a sample of
65-130 respondents determined using purposive sampling. Criteria included Denpasar
residency, at least one year of app usage, and a minimum education level of high school
(Sugiyono, 2019; Handayani et al., 2024).

The study featured three variables: independent (experiential marketing/X),
mediating (customer satisfaction/M), and dependent (reuse intention/Y), each measured
by indicators adapted from prior research. Data collection used a Likert-scale
questionnaire. Validity and reliability were tested using outer loadings and composite
reliability, with all indicators exceeding 0.70 thresholds (Ghozali, 2021; Putra et al., 2021).
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Data were analyzed using descriptive and inferential statistics with Partial Least Squares
Structural Equation Modeling (PLS-SEM) via SmartPLS 4.0. The model evaluation involved
testing outer model validity and reliability, and inner model significance (R?, path
coefficients, and t-tests). Mediation effects were assessed following Hair et al. (2017),
classifying them as full, partial, or none based on the significance of variable pathways.
This method provides a comprehensive understanding of the relationships among
constructs (Hair et al., 2017; Ghozali & Latan, 2015).

RESULTS AND DISCUSSION
Research Results on Research Data
Results of the evaluation of the measurement model (outer model)

The outer model measurement model with indicators was evaluated using
convergent and discriminant validity of the indicators and composite reliability for all
indicators. Figure 1 below shows the results of the evaluation of the measurement model
used in this study.
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Source: data attached to the author's thesis, 2025
Figure 1. Structural Equation Model of the Research

(1) Convergent validity

Convergent validityThe correlation between the indicator score and the variable
score can be seen from the correlation between the indicator score and the variable
score. Individual indicators are considered reliable if they have a correlation value above
0.70. However, for new research that is relatively recently developed, a correlation
value above 0.60 is considered sufficient. Hair et al., (2017) stated that factor weights
with a value of 0.50 or more are considered to have sufficient validity to explain the
latent construct. The results of the convergent validity test can be seen in Table 1 below.

Table 1. Convergent Validity Test Results

Variables Indicator Outer loading
Customer Satisfaction The quality of the 0.839

(M) product provided (M;) '

Continued

Continued Table 4.6

Variables Indicator Outer loading
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Performance on the

Customer Satisfaction ) .
(M) quality  of  service 0.828
provided (M)
Ease of accessing the
. 0.835
products provided (M3)
Suitability of  the
advertisement provided 0.836
(My)
Sense experience(X;1) 0.809
Experiential Fe?I experle.nce(Xz) 0.883
marketing(X) Think experience(X3) 0.873
Act experience(Xy) 0.826
Relate experience(X5)  0.875
Transactional 0.8
intention(Yy.1) €95
Referential intent(Y;,) 0.910
Intention to Reuse (Y)  Preferential intention
0.900
(Y1.3)
Exploratory 0.868

intention(Y1.4)

convergent validity requirements and are declared valid.

Source: data attached to the author's thesis, 2025
The results of the convergent validity test show that all outer loading values of the
variable indicators have values greater than 0.70, so that all indicators have met the

(2)Discriminant Validity
Discriminant validityln the reflective measurement model, indicators are assessed
based on the cross-loading of the measurement with the construct. If the cross-loading
value of each indicator from the relevant variable is greater than the cross-loading of
other variables, the indicator is considered valid. Table 3 below shows the results of the
discriminant validity test.
Table 3. Discriminant Validity Test Results

Experiential marketing(X) Customer Satisfaction (M)

Intention to Reuse (Y)

M.1  0.607 0.839 0.643
M.2 0.598 0.828 0.609
M.3 0.613 0.835 0.584
M.4 0.628 0.836 0.641
X1 0.809 0.596 0.520
X.2  0.883 0.652 0.607
X.3 0.873 0.616 0.571
X.4 0.826 0.625 0.649
X.5 0.875 0.636 0.670
Y1  0.598 0.659 0.895
Y.2 0.697 0.705 0.910
Y.3 0.619 0.660 0.900
Y.4 0.618 0.624 0.868

Source: data attached to the author's thesis, 2025
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The discriminant validity value is greater than 0.70 or more, then the latent variable
has become a good comparison for the model. Table 3 explains that there is very good
discriminant validity, it can be seen that the cross loading value of each indicator of the
relevant variable is greater than the cross loading of other variables, namely greater
than 0.70, thus it can be stated that the discriminant validity data using cross loading in
this study is declared valid. Another method to assess discriminant validity is by looking
at the Average Variance Extracted (AVE) value, required for a good model if the AVE
value of each construct is greater than 0.50. The results of the discriminant validity test
with the Average Variance Extracted (AVE) value can be seen in Table 4 below.

Table 4. Results of the Average Variance Extracted Test
Average variance extracted(AVE)
Experiential marketing(X) 0.728
Customer Satisfaction (M) 0.697
Intention to Reuse (Y) 0.798
Source: data attached to the author's thesis, 2025

Table 4 shows the AVE output results that the AVE values for both experiential
marketing, customer satisfaction, and reuse intentions have AVE values greater than
0.50, this indicates that the validity test by calculating the AVE value is declared valid.

(3)  Composite Reliability

Composite reliabilityis an index that indicates the extent to which a measuring
instrument is trusted to measure the same symptoms and the results obtained are
relatively consistent (reliable). An indicator is declared reliable if the composite
reliability and Cronbach's Alpha values are greater than o.7.

Table 5. Composite reliability test results
Cronbach'salpha  Composite

reliability
Experiential marketing(X) 0.906 0.931
Customer Satisfaction (M) 0.855 0.902
Intention to Reuse (Y) 0.916 0.941

Source: data attached to the author's thesis, 2025

Table 5 explains that the value of Cronbach's Alpha and also the composite
reliability value in this study are greater than 0.7, which means that all indicators used
in this study are reliable.

Results of the evaluation of the structural model (inner model)

Inner model testing is performed by looking at the R-square value, which is a test
of the goodness of fit of the model. The R-square of the PLS model can be evaluated by
looking at the R-square predictive relevance for the variable model. R-square measures
how well the observation values generated by the model and also its parameter estimates.
In assessing the structural model with structural PLS, the Q-square value for each
endogenous latent variable can be seen as the predictive power and structural model.
However, if the calculation results show a Q-square value greater than zero, then the
model is declared feasible and has relevant predictive value. The Q-square calculation uses
the formula Q2 = 1-[(1-R2)(1-R2)] so that it requires an R-square value that functions to
determine how much the X variable contributes to Y.
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1) R-square value
Inner model testing is done by looking at the R-square value which is a goodness of
fit test of the model. The coefficient of determination (R2) is used to assess how much
influence the endogenous construct is influenced by the exogenous construct. An R-
square value of 0.75 indicates that the model is strong, an R-square value of 0.50
indicates that the model is moderate, and an R-square value of 0.25 indicates that the
model is weak. The R-square value is used to determine how much (%) the influence of
the exogenous variable on the endogenous variable, the range of the R-square value is
0-1, if the R-square value is close to zero, the weaker the influence of the exogenous
variable on the endogenous variable, conversely, if it is close to one, the stronger the
influence of the exogenous variable on the endogenous variable.
Table 6. R-square Test Results
R-square R-square adjusted
Customer Satisfaction (M) 0.537 0.533
Intention to Reuse (Y) 0.610 0.604
Source: data attached to the author's thesis, 2025

The data presented in Table 6 explains that the R-square value for the customer
satisfaction variable is 0.537, which means that this research model is moderate or 53.7%
of the variation in customer satisfaction in D-Bank Pro application users is influenced by
experiential marketing, while the remaining 46.3% is influenced by other factors not
included in the model. The R-square value for the reuse intention variable is 0.610, which
means that this research model is moderate or 61% of the variation in reuse intention in
the D-Bank Pro application is influenced by experiential marketing and customer
satisfaction, while the remaining 39% is influenced by other factors not included in the
model.

2) Predictive-Relevance(Q2)

Inner model testing is performed by examining the Q-square value, which is a
goodness-of-fit test. A Q-square value greater than zero indicates that the model has
predictive relevance, while a Q-square value less than zero indicates that the model
lacks predictive relevance. However, if the calculation results show a Q-square value
greater than zero, then the model can be said to have relevant predictive value. The
calculation of the Q-square value can be seen as follows:

Q2 =1{(1-R2) (1-R2)]

Q2 =1-[(1-0.537) (1-0.610)]
Q2 =1-(0.463) (0.390)
Q2=1-0.180

Q2 =0.819

The Q-square value is in the range 0<Q2<1, where the closer to 1, the better the
model. Based on the calculation results, the Q-square value obtained is 0.819, so it can
be concluded that the model has good predictive relevance. It can be explained that 82
percent of the reuse intention variable is influenced by customer satisfaction and
experiential marketing variables, while the remaining 18 percent is influenced by
constructs outside the model.

Hypothesis testing

The bootstrapping procedure produces a t-statistic value for each relationship path

used to test the hypothesis. The obtained t-statistic value will then be compared with the
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t-table value and for research using a 95% confidence level or an acceptable error rate of a
= 5% has a t-table value of 1.96. If the t-statistic value is smaller than the t-table (t-statistic
< 1.96) then Ho is accepted and Ha is rejected, whereas if the t-statistic value is greater
than the t-table (t-statistic > 1.96) then Ho is rejected and Ha is accepted (Ghozali & Latan,
2015). Table 4.11 shows the results of the direct effect test.

Table 7. Results of the Direct Effect Test
Sampl

T s T s
0) mean( TDEV) (|O/STDEV|)  values
M)
Experiential
marketing(X) ->
Intention to Reuse 0.358 0.362 0.119 3,004 0.001
()
Experiential
marketing(X) ->
Customer 0.733 0.733 0.04 18,358 0,000
Satisfaction (M)
Customer
Satisfaction (M) -> 0.48 0.478  0.109 4,387 0,000

Reuse Intention (Y)
Source: data attached to the author's thesis, 2025
In Table 7, the p-value and t-statistic for each variable are obtained, which are
explained as follows:
(1) Hypothesis testing 1 (the influence of experiential marketing on reuse intentions)
The p-value to test the effect of experiential marketing on reuse intention is 0.001,
which is lower than 0.05. The statistical value shows 3.004, which is greater than 1.96,
while the coefficient is positive at 0.358. This means that experiential marketing has a
positive and significant effect on reuse intention. Hypothesis 1in this study, which states
that experiential marketing has a positive and significant effect on reuse intention, is
accepted.
(2)Hypothesis testing 2 (the effect of experiential marketing on customer satisfaction)
The p-value to test the effect of experiential marketing on reuse intention is 0.000,
which is lower than 0.05. The statistical value shows 18.358, which is greater than 1.96,
while the coefficient is positive at 0.733. This means that experiential marketing has a
positive and significant effect on customer satisfaction. Hypothesis 2 in this study,
which states that experiential marketing has a positive and significant effect on
customer satisfaction, is accepted.
(3) Hypothesis testing 3 (the effect of customer satisfaction on reuse intention)
The p-value to test the effect of customer satisfaction on reuse intention is 0.000,
which is lower than 0.05. The statistical value shows 4.387, which is greater than 1.96,
while the coefficient is positive at 0.478. This means that customer satisfaction has a
positive and significant effect on reuse intention. Hypothesis 2 in this study, which
states that customer satisfaction has a positive and significant effect on reuse intention,
is accepted.
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Table 8. Results of the Indirect Effect Test

Influenc Original Sampl  Standard T statistics P
e Type Construct sample(O emean deviation(STDEV (|O/STDEV| value
) M ) ) s
Experiential
marketing(X
Specific ) _>
Indirect Customer 0.351 0.351 0.082 4,277 0,000
Effocts Satisfaction ' ' ' ’ ’
(M) -
>Intention

to Reuse (Y)
Source: data attached to the author's thesis, 2025

(4)  Testing hypothesis 4 (the role of customer satisfaction in mediating the influence
of experiential marketing on reuse intentions)

Table 8 shows the p-value and t-statistic for the indirect effect of experiential
marketing variables on reuse intentions mediated by customer satisfaction with a p-
value of 0.000, which is lower than 0.05. The statistical value shows 4.277, which is
higher than 1.96, while the coefficient is 0.351. These results indicate that customer
satisfaction is able to mediate the effect of experiential marketing on reuse intentions.
Hypothesis 4 in this study, which states that customer satisfaction is able to mediate
the effect of experiential marketing on reuse intentions, is accepted.

Mediation testing

The mediation variable testing method used in this test is in accordance with the

criteria of Hair et al., (2017: 248), as follows:

(1) Examine the influence of exogenous variables on the mediating variable (p1). The
influence of the experiential marketing variable on customer satisfaction is 0.000,
which is below 0.05 or has a significant value.

(2) Examining the influence of mediating variables on endogenous variables (p2). The
influence of customer satisfaction variables on the intention to reuse is 0.000, which is
below 0.05 or has a significant value.

(3) Examining the influence of exogenous variables on endogenous variables (p3). The
influence of the experiential marketing variable on the intention to reuse is 0.001, which
is below 0.05 or significant.

Based on the examination conducted, it can be concluded that customer satisfaction is a
partial mediatorin the research conducted on D-Bank Pro application users in Denpasar
City. This is demonstrated by the results obtained, namely p1, p2, and p3, which are
significant, indicating that the mediating variable type is partial mediation.

Discussion of Research Results

The influence of experiential marketing on reuse intentions

Hypothesis testing results indicate that experiential marketing has a positive and

significant effect on reuse intention. This means that experiential marketing conducted by

the D-Bank Pro application can trigger reuse intention among D-Bank Pro users in

Denpasar City.

In this study, experiential marketing variables were measured using several

indicators, namely sense experience, feel experience, think experience, act experience,
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and relate experience. Based on the results of respondents' answers, the feel experience
indicator obtained the highest average value of all indicators used to measure experiential
marketing variables. This indicates that the intention to reuse as perceived by D-Bank Pro
application users in Denpasar City tends to be more influenced by the feel experience
factor. This study provides an overview of the importance of feel experience in driving the
intention to reuse, which shows that user emotional involvement is key in building loyalty
to the D-Bank Pro application.

These results align with the Technology Acceptance Model (TAM) framework,
which states that technology acceptance and use are influenced by perceived ease of use
and perceived usefulness. In the context of this study, a high feel experience reflects users'
positive perceptions of comfort and emotional satisfaction when using the application,
which can strengthen overall perceived usefulness. When users feel emotionally
connected and comfortable with an application, they are more likely to rate it as useful
and easy to use, thus encouraging reuse intentions. Thus, emotional engagement through
experiential marketing, particularly feel experience, can strengthen both key components
of the TAM and ultimately increase user loyalty to the D-Bank Pro application.

The results of this study further strengthen the results of previous studies
conducted by Putra (2024); Giantari et al. (2023); Subawa et al. (2020), which stated that
there is a positive and significant influence of experiential marketing on reuse intentions.
These results indicate that the better the implementation of experiential marketing,
particularly in creating a pleasant emotional experience (feel experience), the higher the
user intention to reuse the D-Bank Pro application in Denpasar City.

The influence of experiential marketing on customer satisfaction

Hypothesis testing results indicate that experiential marketing has a positive and
significant impact on customer satisfaction. This means that the better the experiential
marketing implemented by the D-Bank Pro application, the greater the perceived
customer satisfaction among D-Bank Pro users in Denpasar City.

In this study, experiential marketing variables were measured using several
indicators, namely sense experience, feel experience, think experience, act experience,
and relate experience. Based on the results of respondents' answers, the feel experience
indicator obtained the highest average value of all indicators used to measure experiential
marketing variables. This indicates that customer satisfaction perceived by D-Bank Pro
application users in Denpasar City tends to be more influenced by the feel experience
factor. This study provides an overview of the importance of feel experience in shaping
user satisfaction, which shows that the emotional aspect has a major role in the
effectiveness of experiential marketing in the D-Bank Pro application.

These results align with the Technology Acceptance Model (TAM) framework
developed by Davis (1989), which explains that user acceptance of technology is
influenced by two main factors: perceived usefulness and perceived ease of use. These
two factors then influence user attitudes toward technology use, which ultimately impacts
satisfaction and intention to continue using it. In the context of this study, experiential
marketing, specifically the feel experience indicator, has a significant influence on
customer satisfaction. A high score on the feel experience indicator indicates that
emotional aspects, such as feelings of comfort, security, and enjoyment when using the D-
Bank Pro application, are key factors in shaping positive perceptions of the application.
When users feel emotionally connected and have a positive experience while using the
application, they tend to rate the application as useful and easy to use, in accordance with
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the components in the TAM. Therefore, an experiential marketing strategy that is able to
build emotional engagement (through feel experience) can indirectly strengthen
important elements in the TAM, namely perceived usefulness and ease of use. This will
create higher customer satisfaction, while increasing the likelihood of continued long-term
application use.

The results of this study further strengthen the results of previous studies
conducted by Agus and Budi (2023); Wedanta and Seminari (2024); and Pangestu et al.
(2022), which stated that there is a positive and significant influence of experiential
marketing on customer satisfaction. These results indicate that the better the
implementation of experiential marketing, particularly in creating a pleasant emotional
experience (feel experience), the higher the level of user satisfaction with the D-Bank Pro
application in Denpasar City.

The influence of customer satisfaction on intention to reuse

Hypothesis testing results indicate that customer satisfaction has a positive and
significant effect on reuse intention. This means that customer satisfaction with the D-
Bank Pro app can lead to reuse intention among D-Bank Pro app users in Denpasar City.

In this study, customer satisfaction variables were measured using several
indicators, namely the quality of the product provided, performance on the quality of
service provided, ease of accessing the product provided, and the suitability of the
advertisement provided. Based on the results of respondents' answers, the performance
indicator on the quality of service provided obtained the highest average value of all
indicators used to measure customer satisfaction variables. This indicates that customer
satisfaction perceived by D-Bank Pro application users in Denpasar City tends to be more
influenced by performance on the quality of service provided. This study provides an
overview of the importance of service performance in shaping user satisfaction, which
shows that responsiveness, speed, and reliability of service are the main factors
considered by users in assessing the quality of the D-Bank Pro application.

These results are in line with the Technology Acceptance Model (TAM), which
explains that user perceptions of perceived ease of use and usefulness of a technology
influence user satisfaction and intention to reuse. In the context of this study, high
customer satisfaction influenced by performance on service quality reflects how users
assess the D-Bank Pro application as easy to use and useful. The speed, responsiveness,
and reliability of the services provided can increase the perception of usefulness and ease
of use of the application, which is in accordance with the basic principles of TAM. When
users are satisfied with the quality of service provided, they tend to rate the application as
more useful and easy to use, which ultimately increases their intention to reuse the
application. Therefore, the results of this study indicate that good service quality, as part
of the performance provided, strengthens both key elements in TAM, namely perceived
usefulness and ease of use, which in turn increases customer satisfaction and intention to
continue using the D-Bank Pro application.

The results of this study further strengthen the results of previous studies
conducted by Nadya and lhwan, (2023); Warmika and Adriani, (2019); Umar and Hapzi,
(2022) which stated that there is a positive and significant influence of customer
satisfaction on the intention to reuse, meaning that the higher the satisfaction felt by users
towards the D-Bank Pro application, the greater their intention to reuse the application.
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The role of customer satisfaction in mediating the influence of experiential marketing on
reuse intentions

The results of the hypothesis testing indicated by the indirect effect test value and
the mediation model test indicate that customer satisfaction is able to mediate the
influence of experiential marketing on reuse intention partially (partial mediation). This is
indicated by the results of the influence of each experiential marketing variable, which has
a positive and significant effect on reuse intention, experiential marketing has a positive
and significant effect on customer satisfaction, customer satisfaction has a positive and
significant effect on reuse intention, and experiential marketing has a positive and
significant effect on reuse intention mediated by customer satisfaction. This means that
the higher the experiential marketing perceived by users, especially in creating a pleasant
experience, the higher the satisfaction felt by users, which ultimately increases their
intention to reuse the D-Bank Pro application. This partial mediation shows that the
relationship between experiential marketing and reuse intention does not only occur
directly, but is also strengthened through customer satisfaction as a mediating variable. In
other words, effective experiential marketing not only has a direct impact on reuse
intention, but also forms customer satisfaction first, which then strengthens the tendency
of users to continue using the application in the long term.

In this study, customer satisfaction variables were measured using several
indicators, namely the quality of the product provided, performance on the quality of
service provided, ease of access to the product provided, and the suitability of the
advertisement provided. Based on the results of respondents' answers, the performance
indicator on the quality of service provided obtained the highest average value of all
indicators used to measure customer satisfaction variables. This indicates that
performance on the quality of service perceived by D-Bank Pro application users in
Denpasar City is a major factor in shaping customer satisfaction, especially when
supported by positive experiences through experiential marketing. Satisfaction formed
from responsive, fast, and reliable service then encourages user intention to reuse the D-
Bank Pro application.

The results of this study are in line with the Technology Acceptance Model (TAM)
developed by Davis (1989), which explains that the acceptance and use of technology are
influenced by two main factors, namely perceived usefulness and perceived ease of use.
In the context of this study, experiential marketing and performance on service quality
contribute significantly in shaping the perceived usefulness and perceived ease of use felt
by D-Bank Pro application users. Service performance that is considered fast, responsive,
and reliable gives the impression that the application is easy to use and can be relied upon
in meeting users' banking needs, which reflects the perception of ease of use. On the other
hand, a pleasant emotional experience through Experiential marketing, especially from
the feel experience aspect, fosters a sense of satisfaction and emotional involvement,
which strengthens the perception that the application is useful in users' daily lives. Thus,
customer satisfaction acts as a bridge between experiential marketing and reuse
intention, because satisfaction reflects the achievement of expectations regarding the
usefulness and ease of use offered by the application. This is in line with TAM, that when
users assess an application as useful and easy to use, they will not only be satisfied but also
will have a higher intention to continue using the application in the future. Therefore, a
strong experiential marketing strategy and superior service can strengthen the key
elements in TAM, ultimately driving user loyalty.
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The results of this study further strengthen the findings of previous research
conducted by Putra (2024), which stated that customer satisfaction can mediate the
influence of experiential marketing on reuse intentions. The better the experiential
marketing, the more likely it is to create customer satisfaction as perceived by users,
thereby increasing the tendency to reuse.

CONCLUSION

Based on the research results obtained, several conclusions can be drawn as follows:

1)  Experiential marketinghas a positive and significant effect on the intention to reuse,
meaning that the better the experiential marketing carried out by the D-Bank Pro
application, the higher the user's intention to reuse the application in Denpasar City.

2)  Experiential marketinghas a positive and significant effect on customer satisfaction,
meaning that the better the positive experience felt by users, the higher the level of
satisfaction of D-Bank Pro application users.

3) Customer satisfaction has a positive and significant effect on the intention to reuse,
meaning that the higher the satisfaction felt by the user, the greater the possibility
of the user to reuse the D-Bank Pro application.

4)  Customer satisfaction can partially mediate the influence of experiential marketing
on reuse intentions. This means that experiential marketing not only has a direct
impact on reuse intentions but also has an indirect influence through the formation
of customer satisfaction. Thus, the presence of customer satisfaction can increase
the total influence of experiential marketing on overall reuse intentions.

Discussion
The Effect of Experiential Marketing on Reuse Intention

The hypothesis testing results indicate that experiential marketing has a positive

and significant effect on reuse intention. This implies that the experiential marketing
implemented by the D-Bank Pro application can encourage users in Denpasar City to
exhibit behavior aligned with the intention to reuse the application.
In this study, the experiential marketing variable was measured using several indicators,
namely sense experience, feel experience, think experience, act experience, and relate
experience. Based on respondents' answers, the feel experience indicator received the
highest average score among all experiential marketing indicators. This suggests that
users' reuse intention is primarily influenced by the emotional experience they encounter
when using D-Bank Pro. The study underscores the importance of feel experience in
stimulating reuse intention, highlighting that emotional engagement is key to building
user loyalty toward D-Bank Pro.

These findings align with the Technology Acceptance Model (TAM), which posits
that technology adoption and continued use are influenced by perceived ease of use and
perceived usefulness. In this context, a strong feel experience reflects users’ positive
perception of comfort and emotional satisfaction, which in turn reinforces the perceived
usefulness of the application. When users feel emotionally connected and comfortable
using an application, they are more likely to consider it useful and easy to use, thereby
increasing their intention to reuse it. Thus, emotional engagement through experiential
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marketing especially feel experience—can strengthen both core TAM components,
ultimately enhancing user loyalty toward the D-Bank Pro app.

These results are consistent with previous studies by Putra (2024), Giantari et al.
(2023), and Subawa et al. (2020), which also found a positive and significant effect of
experiential marketing on reuse intention. The findings indicate that the more effectively
experiential marketing—particularly in creating enjoyable emotional experiences—is
implemented, the stronger the users’ intention to reuse the D-Bank Pro application in
Denpasar.

The Effect of Experiential Marketing on Customer Satisfaction

The hypothesis test results show that experiential marketing has a positive and
significant effect on customer satisfaction. This means that the better the experiential
marketing carried out by D-Bank Pro, the higher the customer satisfaction perceived by its
users in Denpasar City.

Similar to previous results, the highest average score was again found in the feel
experience indicator. This reinforces the notion that emotional aspects play a central role
in shaping user satisfaction. The results emphasize the importance of feel experience in
experiential marketing’s effectiveness for the D-Bank Pro application.

According to the Technology Acceptance Model (TAM) developed by Davis (1989),
user satisfaction and reuse intention are influenced by perceived usefulness and ease of
use. In this research context, experiential marketing particularly feel experience
demonstrates a significant influence on customer satisfaction. The high score in this
indicator suggests that emotional elements such as comfort, safety, and enjoyment are
pivotal in forming users’ positive perceptions of the app. When users feel emotionally
engaged and enjoy their experience, they are more likely to perceive the application as
useful and easy to use, consistent with TAM principles. Therefore, a well-executed
experiential marketing strategy that focuses on emotional engagement (especially
through feel experience) can strengthen the perceived usefulness and ease of use, which
in turn boosts customer satisfaction and encourages long-term usage.

These results further support previous research by Agus and Budi (2023), Wedanta
and Seminari (2024), and Pangestu et al. (2022), who found that experiential marketing
positively and significantly affects customer satisfaction. The findings confirm that the
better the emotional experience delivered through experiential marketing, the higher the
user satisfaction with the D-Bank Pro application in Denpasar.

The Effect of Customer Satisfaction on Reuse Intention

The hypothesis test results reveal that customer satisfaction has a positive and
significant effect on reuse intention. This indicates that higher customer satisfaction with
the D-Bank Pro application leads to stronger intentions among users to continue using it.
Customer satisfaction was measured using indicators such as product quality, service
performance, ease of access, and advertising relevance. The highest average score was
observed in the service performance indicator, suggesting that users' satisfaction is
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primarily driven by the reliability, responsiveness, and speed of the services provided.
These elements form a critical basis for users' positive evaluation of the app.

This finding also aligns with TAM, which explains that perceived usefulness and

perceived ease of use impact both satisfaction and reuse intention. In this context, strong
service performance translates into perceptions that the application is easy to use and
beneficial. Consequently, users are more likely to be satisfied and to reuse the app.
Therefore, excellent service quality, as a component of performance, strengthens the two
core TAM elements and ultimately increases both satisfaction and reuse intention.
This finding supports previous research conducted by Nadya and Ihwan (2023), Warmika
and Adriani (2019), and Umar and Hapzi (2022), which concluded that customer
satisfaction significantly influences reuse intention. The better the user’s satisfaction, the
higher the probability that they will reuse the D-Bank Pro application.

The Mediating Role of Customer Satisfaction

The indirect effect and mediation model tests reveal that customer satisfaction
partially mediates the effect of experiential marketing on reuse intention. The results show
significant direct effects of experiential marketing on reuse intention, on customer
satisfaction, and of customer satisfaction on reuse intention. Additionally, the indirect
effect of experiential marketing on reuse intention via customer satisfaction is also
significant.

This indicates that experiential marketing not only influences reuse intention
directly but also does so indirectly by shaping customer satisfaction. In other words, a
strong experiential marketing strategy—especially one that fosters enjoyable user
experiences will increase satisfaction, which in turn enhances the intention to reuse the
application.

Customer satisfaction was again found to be largely influenced by service
performance, which, when supported by a positive emotional experience (particularly feel
experience), further boosts reuse intention. This shows how experiential marketing and
service quality together build user satisfaction, acting as a bridge that connects marketing
experience to future user behavior.

These findings support the Technology Acceptance Model (TAM) by Davis (1989),
which states that technology adoption is influenced by perceived usefulness and ease of
use. In this study, both experiential marketing and service quality contribute to these
perceptions. Responsive, fast, and reliable services make the app feel easy to use, while
enjoyable emotional experiences reinforce its usefulness. Therefore, customer
satisfaction serves as a critical link between experiential marketing and reuse intention by
reflecting the fulfillment of users' expectations regarding utility and ease of use. When
these conditions are met, users are not only satisfied but also motivated to continue using
the application.

This result reinforces previous research by Putra (2024), which found that customer
satisfaction mediates the effect of experiential marketing on reuse intention. The better
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the experiential marketing, the greater the satisfaction perceived by users, thereby
increasing the likelihood of reuse.

CONCLUSION
Based on the research findings, the following conclusions can be drawn:

1. Experiential marketing has a positive and significant effect on reuse intention,
meaning that the better the experiential marketing implemented by the D-Bank Pro
application, the greater the users’ intention to reuse it in Denpasar City.

2. Experiential marketing has a positive and significant effect on customer
satisfaction, implying that more enjoyable user experiences lead to higher levels of
user satisfaction.

3. Customer satisfaction has a positive and significant effect on reuse intention,
indicating that the more satisfied users are, the more likely they are to continue
using the application.

4. Customer satisfaction partially mediates the relationship between experiential
marketing and reuse intention, suggesting that while experiential marketing
directly influences reuse intention, it also indirectly impacts it through increased
customer satisfaction. Thus, customer satisfaction enhances the overall impact of
experiential marketing on reuse intention.
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