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ABSTRAK

Persaingan saat ini sangatlah ketat, dimana banyak bermunculan restoran, cafe,
dan food court sehingga persaingan muncul dari sisi pemasar dan juga konsumen.
Konsumen sekarang ini lebih cenderung cepat bosan sehingga mereka akan
menggunakan segala fasilitas yang ada seperti teknologi informasi untuk
mendapatkan informasi tentang apa yang ingin dicarinya. Pemasar harus memiliki
strategi yang positif yaitu berupa experiential marketing dalam menciptakan
pengalaman yang baik bagi konsumen.

Penelitian ini bertujuan untuk mengetahui pengaruh experiential marketing
terhadap repurchase intention melalui experiential value pada Pasa Rame di
Surabaya. Sampel responden yang digunakan adalah 200 responden yang pernah
menjadi konsumen Restoran Pasa Rame di Surabaya. Pengambilan sampel
responden menggunakan non probability sampling dengan cara sampling
purposive. Alat pengumpulan data yang digunakan adalah kuesioner. Teknik
analisis data yang digunakan adalah Structural Equation Modelling dengan
menggunakan program Lisrel.

Hasil penelitian ini menyatakan bahwa experiential marketing berpengaruh
positif dan signifikan terhadap experiential value, experiential marketing
berpengaruh positif dan signifikan terhadap repurchase intention, experiential
value berpengaruh positif dan signifikan terhadap repurchase intention dan
experiential marketing berpengaruh positif dan signifikan terhadap repurchase
intention melalui experiential value pada konsumen Restoran Pasa Rame di
Surabaya.

Kata kunci: Experiential Marketing, Experiential Value, Repurchase Intenion.
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The Effect of Experiential Marketing to Repurchase Intention Through
Experiential Value for Consumers of Pasa Rame Restaurant
in Surabaya

ABSTRACT

Today's competition is very intens, with many restaurants, cafes and food
court popping up so that competition arises from the side of sellers and consumers.
Today's consumers are more likely to get bored so quickly that they will use all
existing facilities such as information technology to get information about what
they want to know. Marketers must have a positive strategy in experiential
marketing to create a good experience for consumers.

This study aims to determine the effect of experiential marketing on
repurchase intention through experiential value for consumers of Pasa Rame
Restaurant in Surabaya. Respondent samples used were 200 respondents who are
the consumers of Pasa Rame Restaurant in Surabaya. Sampling of respondents
using non probability sampling by purposive sampling. The data collection tool
used is a questionnaire. The data analysis technique used is the Structural
Equation Modelling using the Lisrel program.

The results of this study state that experiential marketing has a positive and
significant effect on experiential value, experiential marketing has a positive and
significant effect on repurchase intention, experiential value has a positive and
significant effect on repurchase intention and experiential marketing has a positive
and significant effect on repurchase intention through experiential value for
consumers of Pasa Rame Restaurant in Surabaya

Keywords: Experiential Marketing, Experiential Value, Repurchase Intenion.
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