
The Influence Of Experiential
Marketing (Sense Marketing,

Feel Marketing, Think
Marketing, Act Marketing)
Against The Quality Of The
College Of Religious Islam
Negeri (Ptkin) In East Java

Indonesia
by Asrop Safi'iSubmission date: 20-Jun-2022 09:33PM (UTC+0700)

Submission ID: 1860174245
File name: 464-Article_Text-3472-1-10-20220326.pdf (279.91K)
Word count: 6637
Character count: 34415



2

2

2

7



5

5



3

7

16



3

4

14

16

17



2

4

4

7

8

8

8

10



4

4



7

14



11

11



1

6

7

12



1

2

9

9

10

14

14



2

7

9

9

9

9

13

13

15

15

17





15%
SIMILARITY INDEX

12%
INTERNET SOURCES

5%
PUBLICATIONS

7%
STUDENT PAPERS

1 2%

2 1%

3 1%

4 1%

5 1%

6 1%

7 1%

8 1%

The Influence Of Experiential Marketing (Sense Marketing, Feel
Marketing, Think Marketing, Act Marketing) Against The Quality
Of The College Of Religious Islam Negeri (Ptkin) In East Java
Indonesia
ORIGINALITY REPORT

PRIMARY SOURCES

ejournal.umm.ac.id
Internet Source

www.semanticscholar.org
Internet Source

Submitted to Chester College of Higher
Education
Student Paper

scholarsmepub.com
Internet Source

eprints.ukmc.ac.id
Internet Source

Submitted to Universitas Muria Kudus
Student Paper

ijstm.inarah.co.id
Internet Source

Submitted to Universitas Terbuka
Student Paper



9 1%

10 1%

11 1%

12 1%

13 1%

14 1%

15 1%

16 1%

17 1%

www.iiste.org
Internet Source

d.researchbib.com
Internet Source

es.scribd.com
Internet Source

eprints.unmer.ac.id
Internet Source

ejournal.unsrat.ac.id
Internet Source

isclo.telkomuniversity.ac.id
Internet Source

Nabila Aufa Nadya. "EFFECT OF EXPERIENTIAL
MARKETING ON CUSTOMER LOYALTY: THE
ROLE OF CUSTOMER SATISFACTION AS A
MEDIATOR", Journal of Business Studies and
Mangement Review, 2020
Publication

www.ijbmm.com
Internet Source

ejournal.staim-tulungagung.ac.id
Internet Source



Exclude quotes On

Exclude bibliography On

Exclude matches < 1%


