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ABSTRAK

Penelitian ini dilakukan untuk menganalisis pengaruh experiential marketing dan
service quality terhadap customer satisfaction dan customer loyalty pada
kebun binatang di Surabaya. Teknik dalam pengambilan sampel yang digunakan
adalah non- probability sampling dengan cara purposive sampling. Jumlah
sampel yang digunakan dalam penelitian ini adalah 200 sampel. Persyaratan
menjadi responden dalam penelitian ini adalah responden yang pernah
berkunjung kebun binatang Surabaya serta berusia setidaknya 17 tahun. Data
dikumpulkan menggunakan kuesioner secara online dengan menggunakan google
form. Teknik analisis data yang digunakan dalam penelitian ini ialah
menggunakan analisis SEM dengan program LISREL. Dari hasil kuisioner yang
dilakukan, ditemukan bahwa variabel experiential marketing berpengaruh positif
dan signifikan terhadap customer satisfaction, service quality berpengaruh positif
dan signifikan terhadap customer satisfaction, customer satisfaction berpengaruh
positif dan signifikan terhadap variabel customer loyalty, experiential marketing
berpengaruh positif dan signifikan terhadap customer loyalty, service quality
tidak berpengaruh positif dan signifikan terhadap customer loyalty. Saran untuk
pengelolaan service quality pada kebun binatang Surabaya agar lebih
diperhatikan dalam meningkatkan customer satisfaction. Hal ini dapat dilakukan
dengan cara menjaga kebersihan lingkungan kandang maupun area pengunjung.
Selain itu untuk meningkatkan service quality juga dapat dilakukan dengan
meningkatkan sistem layanan yang baik dan responsif baik secara digital
maupun non digital sehingga pelanggan akan puas dan menjadikan pelanggan
loyal.

Kata Kunci:Experiential Marketing, Service Quality, Customer Satisfaction,
Customer Loyalty.
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THE INFLUENCE OF EXPERIENTIAL MARKETING AND SERVICE
QUALITY ON CUSTOMER SATISFACTION AND CUSTOMER

LOYALTY IN SURABAYA ZOO

ABSTRACT

This research was conducted to analyze the effect of experiential marketing and
service quality on customer satisfaction and customer loyalty at zoos in Surabaya.
The sampling technique used was non-probability sampling by means of
purposive sampling. The number of samples used in this study was 200 samples.
The requirements to be a respondent in this study were respondents who had
visited the Surabaya Zoo and were at least 17 years old. Data was collected using
an online questionnaire using the Google form. The data analysis technique used
in this study is SEM analysis using the LISREL program. From the results of the
questionnaire conducted, it was found that the experiential marketing variable
had a positive and significant effect on customer satisfaction, service quality had
a positive and significant effect on customer satisfaction, customer satisfaction
had a positive and significant effect on customer loyalty, experiential marketing
had a positive and significant effect on customer loyalty, service quality has no
positive and significant effect on customer loyalty. Suggestions for the
management of service quality at the Surabaya Zoo to pay more attention in
increasing customer satisfaction. This can be done by maintaining the cleanliness
of the cage environment and the visitor area. Apart from that, improving service
quality can also be done by improving a good and responsive service system both
digitally and non-digitally so that customers will be satisfied and make customers
loyal.

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


