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ABSTRAK 

 

Setiap manusia memiliki kebutuhan hidupnya masing-masing. Salah satunya 

adalah kebutuhan untuk mengkonsumsi makanan dan minuman untuk bertahan 

hidup. Makanan dan minuman merupakan kebutuhan dasar yang harus dipenuhi 

oleh setiap manusia. Seiring tren gaya hidup masyarakat sekarang ini, jumlah 

industri terutama di bidang kuliner yakni restoran semakin meningkat. Tidak hanya 

itu, restoran harus memberikan pengalaman yang berkesan agar pelanggan 

memberikan penilaian yang berarti sehingga dapat menjadi loyal. Salah satu 

restoran yang cukup terkenal adalah Angus House H.R. Muhammad, Surabaya. 

 Penelitian ini bertujuan untuk mengetahui pengaruh Experiential Marketing 

terhadap Customer Loyalty melalui Experiential Value pada pelanggan Angus 

House di Surabaya. Penelitian ini merupakan penelitian kausal. Variabel eksogen 

yang digunakan adalah Experiential Marketing dan variabel endogen yang 

digunakan adalah Experiential Value dan Customer Loyalty. Sampel yang 

digunakan dalam penelitian ini sebesar 150 responden dengan menggunakan teknik 

pengambilan sampel non-probability sampling dengan cara purposive sampling. 

Teknik analisis data menggunakan analisis SEM dengan program LISREL.  

Hasil penelitian membuktikan bahwa Experiential Marketing memiliki 

pengaruh yang signifikan terhadap Experiential Value; Experiential Value memiliki 

pengaruh yang signifikan terhadap Customer Loyalty; Experiential Marketing 

memiliki pengaruh yang signifikan terhadap Customer Loyalty; Experiential 

Marketing memiliki pengaruh yang signifikan terhadap Costumer Loyalty melalui 

Experiential Value.  

 

Kata Kunci: Experiential Marketing, Experiential Value, Customer Loyalty 
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THE EFFECT OF EXPERIENTIAL MARKETING ON CUSTOMER 

LOYALTY THROUGH EXPERIENTIAL VALUE IN ANGUS HOUSE 

CUSTOMERS IN SURABAYA 

 

ABSTRACT 

 

Every human being has their own life necessities, one of them is a necessities to 

have foods and drinks to survive. Foods and beverages are the basic necessities that 

needs to be fulfilled by every human. Along with the lifestyle of the community 

nowadays, the amount of industries especially in culinary namely restaurant is 

increasing. Additionally, restaurants have to give impressive and remarkable 

experience so that customers will give meaningful judgement to be loyal. One of 

the people know restaurants is Angus House H.R. Muhammad, Surabaya. 

This research aims to analize the effect of Experiential Marketing against 

Customer Loyalty through Experiential Value to the customers of Angus House in 

Surabaya. In this research used kausal research. Variabel eksogen used were is 

Experiential Marketing and the variable endogen used was Experiential Value and 

Customer Loyalty. Sample used in this research consists of 150 respondents, 

technique used for sample - taking is non- probability sampling in a way of 

purposive sampling. The characteristics of these respondents in this research  is to 

have eaten and drunk in Angus House, H.R. Muhammad, Surabaya at least 2 times 

in a year, aged minimum of 17 years old with assumption that in that age, 

respondents can decide their purchase options which is convenient and satisfying. 

Data are gathered using online questionnaire. Technique used for data analysis is 

SEM analysis with LISREL program. 

The result of this research proves that Experiential Marketing has significant 

effects against Experiential Value; Experiential Value has significant effects on 

Customer Loyalty; Experiential Marketing has significant effects on Customer 

Loyalty; Experiential Marketing has significant effects on Customer Loyalty 

through Experiential Value. 

 

Key words : Experiential Marketing, Experiential Value, Customer Loyalty 
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