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ABSTRAK 

 

Kemajuan teknologi yang pesat dan gaya hidup di perkota yang serba praktis 

membuat masyarakat mengkonsumsi makanan yang praktis. Salah satu 

penyebabnya adalah padatnya kegiatan dan kesibukan setiap orang. Maka di era 

modern saat ini, makanan cepat saji menjadi alternatif yang dapat menjadi pilihan 

karena penyajiannya yang cepat dan praktis. Banyaknya pesaing yang menjual 

produk sejenis menjadi tantangan tersendiri bagi Richesse Factory Surabaya. 

Penelitian ini bertujuan menganalisis pengaruh Experiential Marketing dan Brand 

Image Terhadap Repurchase Intention dengan Customer Satisfaction Sebagai 

Variabel Intervening pada Richesse Factory Surabaya 

 Penelitian ini merupakan penelitian kausal. Teknik pengambilan sampel yang 

digunakan adalah non probability sampling dengan cara purposive sampling. 

Sampel yang digunakan dalam penelitian ini sebesar 150 responden. Karakterstik 

responden dalam penelitian ini adalah responden yang berusia minimum 17 tahun, 

pernah makan dan minum di Richesse Factory Surabaya minimum 2 kali dalam 3 

bulan terakhir dan berdomisili di Surabaya. Data dikumpulkan menggunakan 

kuesioner. Teknik analisis data yang digunakan adalah analisis SEM dengan 

program LISREL.  

Hasil penelitian membuktikan bahwa Experiential Marketing memiliki 

pengaruh yang signifikan terhadap Customer Satisfaction; Brand Image memiliki 

pengaruh yang signifikan terhadap Customer Satisfaction; Experiential Marketing 

memiliki pengaruh yang signifikan terhadap Repurchase Intention melalui 

Customer Satisfaction; Brand Image memiliki pengaruh yang signifikan terhadap 

Repurchase Intention melalui Customer Satisfaction; Customer Satisfaction 

memiliki pengaruh signifikan terhadap Repurchase Intention.  

 

Kata Kunci: Experiential Marketing, Brand Image, Customer Satisfaction dan 

Repurchase Intention 
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THE EFFECT OF EXPERIENTIAL MARKETING AND BRAND 

IMAGEON REPURCHASE INTENTION WITH CUSTOMER 

SATISFACTION AS AN INTERVENING VARIABLE ON RICHESSE 

FACTORY SURABAYA 

 
 

ABSTRACT 

 

Rapid technological advancements and a practical lifestyle in the city make 

people consume practical food. One reason is the crowded activities and busyness 

of everyone. So in today's modern era, fast food is an alternative that can be an 

option because of its fast and practical presentation. The number of competitors 

selling similar products is a challenge for Richesse Factory Surabaya. This study 

aims to analyze the effect of Experiential Marketing and Brand Image on 

Repurchase Intention with Customer Satisfaction as Intervening Variables in 

Richesse Factory Surabaya 

 This research is a causal study. The sampling technique used is non 

probability sampling by means of purposive sampling. The sample used in this 

study was 150 respondents. Characteristics of respondents in this study were 

respondents who were at least 17 years old, had eaten and drank at Richesse 

Factory Surabaya a minimum of 2 times in the last 3 months and residing in 

Surabaya. Data was collected using a questionnaire. The data analysis technique 

used is SEM analysis with the LISREL program. 

The results of the study prove that Experiential Marketing has a significant 

influence on Customer Satisfaction; Brand Image has a significant influence on 

Customer Satisfaction; Experiential Marketing has a significant influence on 

Repurchase Intention through Customer Satisfaction; Brand Image has a 

significant influence on Repurchase Intention through Customer Satisfaction; 

Customer Satisfaction has a significant influence on Repurchase Intention. 
 

Key Words: Experiential Marketing, Brand Image, Customer Satisfaction dan 

Repurchase Intention 
 


