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Pengaruh Experiential Marketing terhadap Repurchase Intention
melalui Brand Image pada Restoran Yoshinoya di Surabaya

ABSTRAK

Experiential marketing diajukan sebagai strategi pemasaran baru di
dunia modern ini dimana strategi pemasaran menjadi tidak cukup hanya disitu
saja karena perkembangan pengetahuan dan teknologi komunikasi dan juga
peningkatan daya saing. Inti dari experiential marketing adalah untuk
membangun kepuasan pelanggan melalui lima aspek: sense, feel, think, act, dan
relate. Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh
experiential marketing terhadap repurchase intention melalui brand image pada
Restoran Yoshinoya di Surabaya. Penelitian ini mengambil 150 responden
sebagai sampelnya. Alat pengumpulan data yang digunakan adalah kuesioner.
Teknik analisis data yang digunakan adalah SEM (Structural Equation
Modelling) dan menggunakan program LISREL.

Hasil penelitian ini adalah experiential marketing berpengaruh
signifikan terhadap brand image, experiential marketing berpengaruh signifikan
terhadap repurchase intention, brand image berpengaruh signifikan terhadap
repurchase intention, dan experiential marketing berpengaruh tidak siginifikan
terhadap repurchase intention melalui Brand image pada Restoran Yoshinoya di
Surabaya.

Bagi penelitian selanjutnya mengenai experiential marketing, brand
image, dan repurchase intention dapat menambahkan variabel-variabel lain.

Kata Kunci: Experiential Marketing; Brand Image; Repurchase
Intention.
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The Effect of Experiential Marketing to Repurchase Intention through
Brand Image in Yoshinoya Restaurant Surabaya

ABSTRACT

Experiential marketing is proposed as a new marketing strategy in
the modern world where marketing strategy is not enough just there,
because of the development of knowledge and communication technology
and also the improvement of competitiveness. The essence of experiential
marketing is to build customer satisfaction through five aspects: sense, feel,
think, act, and relate. This study aims to determine and analyze the
influence of experiential marketing on repurchase intention through brand
image at Yoshinoya Restaurant in Surabaya. This study took 150
respondents as a sample. The data collection tool used is questionnaire.
Data analysis techniques used are SEM (Structural Equation Modeling)
and use LISREL program.

The result of this research is proved that experiential marketing
has significant effect to brand image, experiential marketing has significant
effect on repurchase intention, brand image has significant effect on
repurchase intention, experiential marketing has no significant effect on
repurchase intention through Brand image at Yoshinoya Restaurant in
Surabaya .

For further research on experiential marketing, brand image, and
repurchase intention can add other variables.

Keywords: Experiential Marketing, Brand Image, Repurchase Intentio
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