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Pengaruh Experiential Marketing, Brand Image Dan Service Quality 

Terhadap Customer Satisfaction Dan Customer Loyalty Pada Honda 

Beat Di Surabaya 

 

 

ABSTRAK 

 

Bisnis otomotif di Indonesia semakin hari semakin diminati. Pada 

saat ini banyak ditemukan sepeda motor atau mobil baru dengan desain baru 

dan menarik serta dengan teknologi mesin yang canggih. Pengusaha bisnis 
otomotif berlomba-lomba menciptakan ide kreatif dalam mengembangkan 

bisnisnya, demi menarik minat konsumen untuk membeli produk dan 

menciptakan kepuasan mereka. 

Penelitian ini ingin mengetahui dan menjelaskan pengaruh 

experiential marketing, brand image dan service quality terhadap customer 

satisfaction dan customer loyalty pada Honda Beat di Surabaya. Teknik 

analisis data yang digunakan adalah SEM (Structural Equation Modelling) 

dan menggunakan program LISREL. 

Penelitian ini mengambil 150 responden sebagai sampelnya yang 

memiliki dan menggunakan sepeda motor Honda Beat minimal selama 1 

tahun, menetap di kota Surabaya dan berusia minimal 18 tahun. 
Kesimpulannya adalah terbukti adanya pengaruh experiential 

marketing, brand image dan service quality terhadap customer satisfaction 

dan customer loyalty pada Honda Beat di Surabaya. 

 

Kata kunci: Experiential Marketing; Brand Image; Service Quality;  

Customer Satisfaction; Customer Loyalty. 



The Effect of Experiential Marketing, Brand Image And Service Quality 

to Customer Satisfaction And Customer Loyalty for Honda Beat In 

Surabaya 

 

 

ABSTRACT 

 

Indonesian automotive business recently become an attractive 

business. These days, there are many new motorcycle or car with new 

design and attractive with the advanced engine technology. The automotive 

businessmen were vying to invent the most creative concept to develop their 

business, in order to attract consumers to buy their products and exceed the 

customer’s satisfaction. 

This research is developed to discover and describe the effect of 

experiential marketing, brand image and service quality toward customer 

loyalty through customer satisfaction for Honda Beat in Surabaya. The 

analytical data technique that is used during this research is SEM 

(Structural Equation Modeling) and it also used LISREL program. 

This research collect the data from 150 respondents as a sample who 

own and use a Honda Beat motorcycle for at least 1 year, settled in the city 

of Surabaya and at least 18 years. 

The conclusion is that it is proven that there are effects of a positive 

and significant experiential marketing, brand image and service quality 

toward customer satisfaction and customer loyalty for Honda Beat in 

Surabaya. 

 

Keywords: Experiential Marketing; Brand Image; Service Quality; 

Customer Satisfaction; Customer Loyalty. 

 


