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ABSTRAK 
 

Pada era modern ini, banyak pebisnis di Indonesia sudah menggunakan 

pendekatan Experiential Marketing karena pendekatan pemasaran ini dapat 

memberikan pengalaman dan kesan terhadap produk maupun jasa pada Maxx 

Coffee di Surabaya. Oleh karena itu perusahaan harus dapat mengedepankan 

segala aspek Experiential Marketing dan Service Quality agar dapat 

memuaskan keinginan konsumen, dan konsumen bisa menjadi loyal pada 

perusahaan. 

Penelitian ini bertujuan untuk mengetahui pengaruh antara Experiential 

Marketing dan Service Quality terhadap Customer Satisfaction dan Customer 

Loyalty pada Maxx Coffee di Surabaya. Penelitian ini menggunakan penelitian 

kausal. Teknik pengambilan sampel menggunakan non probability sampling 
dengan cara purposive sampling. Sampel yang digunakan sebesar 155 

responden konsumen Maxx Coffee di Surabaya. Alat pengumpulan data yang 

digunakan adalah kuesioner. Teknik analisis data yang digunakan adalah 

Structural Equation Model dengan menggunakan program LISREL.  

Hasil penelitian ini menunjukkan bahwa Experiential Marketing dan 

Service Quality memliki pengaruh terhadap Customer Satisfaction dan 

Customer Loyalty, Customer Satisfaction memliki pengaruh terhadap 

Customer Loyalty. Experiential Marketing dan Service Quality memiliki 

pengaruh terhadap Customer Loyalty melalui Customer Satisfaction. 

 

Kata Kunci: Experiential Marketing, Service Quality, Customer 

Satisfaction, Customer Loyalty 
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ABSTRACT 
 

In this modern era, many entrepreneurs in Indonesia have used 

Experiential Marketing Approach because this marketing approach can give 

experiences and impressions about product and service at Maxx Coffee in 

Surabaya. Because of that, the enterprise have to be able to prioritize every 

Experiential Marketing and Service Quality aspects so that it can satisfy 

consumers’ needs, and the consumers become loyal to it. 

 

This research aimed to discover the influence of Experiential Marketing 

and Service Quality to Customer Satisfaction and Customer Loyalty to Maxx 

Coffee in Surabaya. This research uses causal research. Non-probability 

sampling by purposive sampling used as sample selection technique. The 155 
Maxx Coffee consumer in Surabaya used as respondents for samples. 

Questionnaire used as data collecting tool. Data analysis technique used 

Structural Equation Model by using LISREL program. 

 

The result of this research shows that Experiential Marketing and 

Service Quality have influence on Customer Satisfaction and Customer 

Loyalty, Customer Satisfaction have impact on Customer Loyalty. Experiential 

Marketing and Service Quality have impacts on Customer Loyalty through 

Customer Satisfaction. 

 

Key words: Experiential Marketing, Service Quality, Customer Satisfaction, 

Customer Loyalty 

 


