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ABSTRAK 

 Tujuan penelitian adalah melakukan analisis terhadap pengaruh 

Experiential Marketing dan Service Quality terhadap Customer Satisfaction dan 

Repurchase Intention pada Warunk Upnormal di Surabaya. 

Penelitian ini menggunakan penelitian kausal. Teknik pengambilan sampel 

non probablity sampling dengan cara purposive sampling. Sampel yang 

digunakan sebanyak 175 responden. Alat pengumpulan data yang digunakan 

adalah kuesioner. Teknik analisis data yang digunakan adalah Structural Equation 

Modelling dengan menggunakan LISREL 8.80. 

 Hasil penelitian membuktikan bahwa Experiential Marketing terhadap 

Customer Satisfaction memiliki pengaruh positif dan signifikan, dan Service 

Quality terhadap Customer Satisfaction memiliki pengaruh positif tetapi tidak 

signifikan, sementara itu Experiential Marketing,Customer Satisfaction, Service 

Quality memiliki pengaruh positif dan signifikan terhadap Repurchase Intention. 

 

Kata Kunci: Experiential Marketing, Service Quality. Customer Satisfaction  

           dan Repurchase Intention. 
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THE EFFECT IF THE EXPERIENTIAL MARKETING AND SERVICE 

QUALITY TO CUSTOMER SATISFACTION AND REPURCHASE 

INTENTION ON WARUNK UPNORMAL IN SURABAYA 

ABSTRACT 

 

The purpose of this study was to analyze the effect if the Experiential 

Marketing and Service Quality to Customer Satisfaction and Repurchase 

Intention on Warunk Upnormal in Surabaya. 

The research uses causal research. Sampling technique using non 

probability sampling by purposive sampling. The sample used was 175 

respondents The data collection tool used is a questionnaire. Data analysis 

technique used is Structural Equation Modelling by using LISREL 8.80. 

The resault of this study indicate that Experiential Marketing to Customer 

Satisfaction has a positive and significat influence, and Service Quality to 

Customer Satisfaction has a positive but not significant effect, while Experiential 

Marketing, Customer Satisfaction, Service Quality have a positive and significant 

influence on Repurchase Intention. 

Keywords: Experiential Marketing, Service Quality, Customer Satisfaction and 

      Repurchase Intention 
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