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Pengaruh Experiential Marketing Terhadap Customer Loyalty Melalui 

Customer Satisfaction Pada Common Grounds Coffee Roaster 

Galaxy Mall di Surabaya. 

 

 

ABSTRAK 

 

Semakin banyak café dan restoran yang ada di Surabaya, 

menyebabkan persaingan yang cukup ketat di industry hospitalisasi. Salah 

satunya adalah Common Grounds Coffee Roaster Galaxy Mall Surabaya. 

Tujuan penelitian ini adalah untuk mengetahui pengaruh experiential 

marketing, dan customer satisfaction terhadap customer loyalty. 

Teknik pengambilan sampel dalam penelitian ini menggunakan 

metode non probabilty sampling yang berarti dalam teknik ini pemilihan 

unit sampling dilakukan dengan mempertimbangkan syarat-syarat yang 

telah ditetapkan sebelumnya. Teknik analisis data yang digunakan adalah 

SEM (Structural Equation Modelling) 

Hipotesis penelitian menunjukan bahwa H1: Experiential 

Marketing berpengaruh positif dan signifikan terhadap Customer 

Satisfaction di Common Grounds Coffee Roaster Galaxy Mall Surabaya, 

diterima; H2: Experiential Marketing tidak berpengaruh positif dan 

signifikan terhadap Customer Loyalty di Common Grounds Coffee 

Roaster Galaxy Mall Surabaya, ditolak; H3: Customer Satisfaction 

berpengaruh positif dan signifikan terhadap Customer Loyalty di Common 

Grounds Coffee Roaster Galaxy Mall Surabaya, diterima; H4: Experiential 

Marketing berpengaruh positif dan signifikan terhadap Customer Loyalty 

melalui Customer Satisfaction sebagai variabel mediasi di Common 

Grounds Coffee Roaster Galaxy Mall Surabaya, diterima. 

Saran yang diajukan adalah manajemen Common Ground 

Coffee Roaster Surabaya harus menciptakan pengalaman yang lebih 

memberikan kepuasan kepada konsumen ketika berkunjung ke Common 

Ground Coffee Roaster Surabaya, sehingga konsumen akan terkesan dan 

ingin melakukan kunjungan kembali dilain waktu. 

Saran akademis dari hasil penelitian ini diharapkan bagi peneliti 

dimasa yang akan datang disarankan untuk terus menggali pengaruh 

experiential marketing terhadap customer loyalty. 

 

Kata Kunci : Experiential Marketing, Customer Satisfaction, Customer  

  Loyalty 
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The Effect Of Experiential Marketing To Customer Loyalty Through 

Customer Satisfaction As A Mediating Variable At Common Grounds 

Coffee Roaster Galaxy Mall In Surabaya 

 

 

ABSTRACT 

 

 

Nowadays, the existence of café and restaurant in Surabaya is 

emerging, causing a tight competition in the industry hospitalization. 

Common Grounds Coffee Roaster Galaxy Mall Surabaya, is one of them. 

The purpose of this study was to determine the influence of experiential 

marketing, and customer satisfaction to customer loyalty. 

The sampling technique in this study using a non probabilty 

sampling, which means in this technique sampling unit selection is done 

taking into account the requirements predetermined. Data analysis 

technique used is SEM (Structural Equation Modelling). 

Hypothesis research shows that H1: Experiential Marketing 

positive and significant impact on the Customer Satisfaction at Common 

Grounds Coffee Roaster Galaxy Mall Surabaya, accepted; H2: 

Experiential Marketing is not positive and significant impact on the 

Customer Loyalty in Common Grounds Coffee Roaster Galaxy Mall 

Surabaya, rejected; H3: Customer Satisfaction effect positive and 

significant impact on the Customer Loyalty in Common Grounds Coffee 

Roaster Galaxy Mall Surabaya, accepted; H4: Experiential Marketing 

positive and significant impact on the Customer Loyalty through Customer 

Satisfaction as a mediating variable in Common Grounds Coffee Roaster 

Galaxy Mall Surabaya, accepted. 

Suggestion that submitted is the management of Common 

Ground Coffee Roaster Surabaya should create a more rewarding 

experience to consumers when they visit the Common Ground Coffee 

Roaster Surabaya, so that consumers will be impressed and want to make a 

return visit next time. 

Academic advice from the results of this study are expected for 

the future researchers are advised to continue to explore the influence of 

experiential marketing on customer loyalty. 

 

Keywords :  Experiential Marketing, Customer Satisfaction, Customer  

 Loyalty




