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Pengaruh Experiential Marketing, Brand Image, dan Perceived Value
Terhadap Customer Satisfaction dan Customer Loyalty pada Restoran
Solaria di Surabaya

ABSTRAK

Penelitian ini bertujuan mengetahui pengaruh experiential
marketing, brand image, dan perceived value terhadap customer
satisfaction dan customer loyalty pada Restoran Solaria di Surabaya.

Penelitian ini mengambil 150 responden sebagai sampel, dengan
karakteristik: dalam 1 tahun terakhir pernah makan di Restoran Solaria di
Ciputra World dan atau Grand City dan atau Tunjungan Plaza minimal 3
kali, berusia minimal 17 tahun, dan berdomisili di Surabaya. Data
dikumpulkan dengan instrumen kuesioner dan teknik analisis data yang
digunakan adalah SEM (Structural Equation Modelling) dan
menggunakan program LISREL.

Kesimpulan dari hasil penelitian ini adalah terbukti adanya
pengaruh experiential marketing, brand image, dan perceived value secara
positif dan signifikan terhadap customer satisfaction dan customer loyalty
pada Restoran Solaria di Surabaya.

Saran yang diajukan dari hasil penelitian ini diharapkan bagi
penelitian selanjutnya menambahkan variabel yang mempengaruhi
customer satisfaction dan customer loyalty seperti service quality.

Saran praktis dari hasil penelitian ini diharapkan manajemen
restoran harus lebih meningkatkan experiential marketing, brand image
serta perceived value untuk meningkatkan customer satisfactin dan
customer loyalty.

Kata kunci: Experiential Marketing, Brand Image, Perceived Value,
Customer Satisfaction, Consumer Loyalty
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The Effect of Experiential Marketing, Brand Image, and Perceived
Value on Consumer Satisfaction and Customer Loyalty for Solaria
Restaurant in Surabaya

ABSTRACT

The aim of this research is to investigate the effect of Experiential
Marketing, Brand Image, and Perceived Value on Consumer Satisfaction
and Customer Loyalty for Solaria Restaurant in Surabaya.

This research took 150 respondents as a sample, the characteristic
is who’s ever ate at least third at Solaria Restaurant in Ciputra World or
Grand City or Tunjungan Plaza in the last year, who consisted of people
above 17 years old, and live in Surabaya. Data were collected by
questionnaire. The analytical data technique that is used during this
research is SEM (Structural Equation Modeling) and it also used LISREL
program.

The conclusion is that it is proven that there are effects of a positive
and significant Experiential Marketing, Brand Image, and Perceived
Value on Consumer Satisfaction and Customer Loyalty for Solaria
Restaurant in Surabaya.

Suggestions put forward are the results of this study are expected to
add the variables that affect customer satisfaction and customer loyalty
such as sercive quality.

Practical advice from the results of this study are expected of
Solaria restaurant management should further increase the experiential
marketing, brand image and perceived value to increase customer
satisfaction and customer loyalty.

Keywords: Experiential Marketing, Brand Image, Perceived Value,
Customer Satisfaction, Consumer Loyalty
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