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ABSTRAK

Penelitian ini menguji pengaruh experiential marketing terhadap
customer loyalty melalui customer satisfaction pada Chatime di East Coast
Mal Surabaya.

Penelitian ini merupakan penelitian kausal dengan menggunakan
metode kuesioner. Teknik pengambilan sampling yang digunakan adalah
non-probability sampling. Jenis metode yang digunakan adalah purposive
sampling. Sampel yang digunakan sebesar 150 responden. Sampel dalam
penelitian ini adalah pelanggan Chatime di East Coast Mal Surabaya yang
melakukan pembelian dalam 4 kali dalam setahun terakhir. Teknik analisis
yang digunakan adalah SEM dengan program LISREL.

Hasil analisis ini menunjukkan bahwa experiential marketing
berpengaruh terhadap customer satisfaction dan customer loyalty, customer
satisfaction memliki pengaruh terhadap customer loyalty. Experiential
marketing memiliki pengaruh terhadap customer loyalty melalui customer
satisfaction pada Chatime di East Coast Mal Surabaya.

Berdasarkan  penelitian  yang dilakukan, maka peneliti
merekomendasikan kepada pihak manajemen Chatime di East Coast Mal
Surabaya untuk lebih memperhatikan aspek experiential marketing dan
customer satisfaction sehingga membuat konsumen loyal terhadap
produknya.

Kata Kunci: Experiential Marketing, Customer Satisfaction , Customer
Loyalty
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ABSTRACT

The purpose of this study was to examine the effect of experiential
marketing on customer satisfaction and customer loyalty in Chatime di East
Coast Mal Surabaya.

This research is a causal research using survey method. Sampling
technique used was non-probability sampling. This type of method is
purposive sampling. This study use 150 respondents, who made the
purchase in 4 times in the last year of Chatime East Coast Mal Surabaya
The analysis technique used is SEM with LISREL program.

The results of this analysis indicate that experiential marketing and
has a significant effect on customer satisfaction and customer loyalty,
customer satisfaction has a significant effect on customer loyalty. Customer
satisfaction has fully mediation role in the relation of experiential
marketing on customer loyalty in Chatime East Coast Mal Surabaya

Based on the research, the researchers recommend to the Chatime
di East Coast Mal Surabaya management for more attention experiential
marketing and satisfied make customer happy and loyal to the product.

Keywords: Experiential Marketing, Service Quality, Customer Loyalty,
Customer Satisfaction

XV



