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ABSTRAK 

 

 
Persaingan dalam bidang usaha terutama bidang otomotif di era globalisasi 

yang sangat maju dan modern ini adalah salah satu alasan utama terciptanya 

pengalaman pembelian yang diberikan para pengusaha bisnis kepada konsumen. 

Oleh karena itu sekarang pada saat pandemi perusahaan sudah mulai mencari cara 

bagaimana meningkatkan Kualitas Pelayanan dan meningkatkan kualitas produk. 

Tujuan dari penelitian ini adalah mengetahui pengaruh experimental marketing, dan 

service quality terhadap repurchase decision melalui customer satisfaction pada 

bengkel Auto 2000. Populasi yang digunakan dalam penelitian ini adalah Konsumen 

yang sudah pernah mencoba layanan Auto 2000 di Surabaya. Jumlah sampel yang 

akan digunakan dalam penelitian ini sebanyak 150 sampel. Analisa data yang 

digunakan adalah persamaan Struktural atau Structural Equation Modelling (SEM). 

Hasil analisis menyimpulkan bahwa Experiential marketing dan Service Quality 

berpengaruh positif dan signifikan terhadap Customer Satisfaction. 

CustomerSatisfaction berpengaruh positif dan signifikan terhadap Repurchase 

Decision. Experiential marketing dan Service Quality berpengaruh positif dan 

signifikan terhadap Repurchase Decision melalui customer satisfaction. 

 

Kata Kunci: Experiential Marketing, Service Quality, Repurchase Decision, 

Customer Satisfaction 
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     THE EFFECT OF EXPERIENTIAL MARKETING AND SERVICE 

QUALITY ON REPURCHASE DECISION THROUGH 

CUSTOMER SATISFACTION AT AUTO 2000 

WORKSHOP IN SURABAYA 

 

 
 

ABSTRACT 

 

 
Competition in the business sector, especially in the automotive sector in this 

highly advanced and modern era of globalization is one of the main reasons for the 

creation of a buying experience that business entrepreneurs provide to consumers. 

Therefore, now during the pandemic, companies have started looking for ways to 

improve service quality and improve product quality. The purpose of this study was to 

determine the effect of experimental marketing and service quality on repurchase 

decisions through customer satisfaction at the Auto 2000 workshop. The population 

used in this study were consumers who had tried Auto 2000 services in Surabaya. The 

number of samples that will be used in this study is 150 samples. The data analysis 

used is Structural Equation Modeling (SEM). The results of the analysis conclude that 

Experiential marketing and Service Quality have a positive and significant effect on 

Customer Satisfaction. Customer Satisfaction has a positive and significant effect on 

Repurchase Decision. Experiential marketing and Service Quality have a positive and 

significant effect on Repurchase Decision through customer satisfaction. 

 

 

 
Keywords: Experiential Marketing, Service Quality, Repurchase 

Decision, Customer Satisfaction 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


