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ABSTRAK 
 

 

 

Pada penelitian kali ini mempunyai tujuan untuk meneliti pengaruh dari 

Experiental Marketing, Service Quality dan Perceived Price terhadap Repurchase 

Intention melalui Customer Satisfaction pada Sushi Tei di Surabaya. Peningkatan 

akan pengaruh dari budaya Jepang di Indonesia khususnya di Surabaya adalah dasar 

dari pengambilan judul diatas. Untuk teknik pengambilan sampel data 

menggunakan cara non probability sampling dengan cara Purposive Sampling. 

Sampel yang digunakan sebesar 150 responden yang merupakan pelanggan dari 

Restoran Sushi Tei di Surabaya. Untuk alat mengumpulkan data menggunakan 

Kuisoner Online melalui Googleform. Teknik analisis data menggunakan Structural 

Equations Modelling dengan menggunakan program LISREL. 

Hasil penelitian ini dapat memberi bukti bahwa experiental marketing 

memiliki pengaruh positif dan signifikan terhadap customer satisfaction, service 

quality memiliki pengaruh positif dan signifikan terhadap customer satisfaction, 

perceived price memiliki pengaruh positif dan signifkan terhadap customer 

satisfaction, experiential marketing memiliki pengaruh positif dan signifikan 

terhadap repurchase intention melalui customer satisfaction, service quality 

memiliki pengaruh positif dan signifkan terhadap repurchase intention melalui 

customer satisfaction, perceived price memiliki pengaruh positif dan signifikan 

terhadap repurchase intention melalui customer satisfaction. 

Ada saran praktis bagi variabel experiential marketing yaitu agar terus 

menjaga experential marketing pada restoran Sushi Tei di Surabaya yang mana 

dapat dilakukan dengan cara memberikan pengalaman konsumen makan yang 

menyenangkan.Bagi variabel service quality yaitu agar terus menjaga service 

quality pada restoran Sushi Tei di Surabaya yang mana dapat dilakukan dengan cara 

memberikan pelayanan yang sesuai dengan ekpektasi para konsumen. Bagi variabel 

perceived price yaitu agar terus menjaga perceived price pada restoran Sushi Tei di 

Surabaya yang mana dapat dilakukan dengan cara memberikan harga yang sesuai 

dengan pelayanan yang diberikan oleh restoran kepada para konsumen. Sedangkan 

saran akademisnya adalah Hasil yang diperoleh dari penelitian ini dapat dijadikan 

dasar untuk penelitian yang berikutnya yang berkaitan dengan hubungan antara 

experential marketing, service quality dan perceived price dalam mempengaruhi 

customer satisfaction dan repurchase intention konsumen pada produk-produk 

perusahaan. 

 
 

Kata kunci: Experiential marketing, service quality, perceived price, repurchase 

intention, customer satisfaction 
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THE EFFECT OF EXPERIENTIAL MARKETING, SERVICE QUALITY 
 

 

AND PERCEIVED PRICE TOWARD REPURCHASE INTENTION 

THROUGH CUSTOMER SATISFACTION AT 

SUSHI TEI IN SURABAYA 

ABSTRACT 

This study aims to examine the effect of Experiential Marketing, Service 

Quality and Perception Prices on Repurchase Intentions through Customer 

Satisfaction at Sushi Tei in Surabaya. The increasing influence of Japanese culture 

in Indonesia, especially in Surabaya is the basis of taking the above title. For data 

collection techniques using the non-probability side method by purposive sampling. 

The sample used was 150 respondents who are customers of Sushi Tei Restaurant 

in Surabaya. For data collection tools, use Quizer Online through Googleform. 

Data analysis techniques using Structural Equations Modeling using the LISREL 

program. 

The results of this study can provide evidence that experience marketing has 

a positive and significant effect on customer satisfaction, service quality has a 

positive and significant effect on customer satisfaction, perceived price has a 

positive and significant effect on customer satisfaction, marketing experience has a 

positive and significant effect. and a significant effect on repurchase intention 

through customer satisfaction, service quality has a positive and significant effect 

on repurchase intention through customer satisfaction, perceived price has a 

positive and significant effect on repurchase intention through customer 

satisfaction. 

There are practical suggestions for the marketing variable based on 

experience, namely to continue to maintain marketing based on experience at the 

Sushi Tei restaurant in Surabaya which can be done by providing a pleasant dining 

experience for consumers. can be done by providing services in accordance with 

consumer expectations. The perceived price variable is to continue to maintain the 

perceived price at the Sushi Tei restaurant in Surabaya which can be done by 

providing prices that are in accordance with the services provided by the restaurant 

to consumers. While academic advice is that the results obtained from this study 

can be used as a basis for further research relating to the relationship between 

marketing experience, service quality and perceived price in influencing customer 

satisfaction and consumer repurchase intentions on company products. 

 

 
Keywords: Experiential marketing, service quality, perceived price, repurchase 

intention, customer satisfaction 


