BAB 5
KESIMPULAN DAN SARAN

5.1 Kesimpulan

Berdasarkan latar belakang masalah, rumusan masalah, tujuan penelitian, landasan

teori, dan hipotesis penelitian serta temuan dan pembahasan yang diuraikan pada bab

sebelumnya, maka kesimpulan dari penelitian ini adalah sebagai berikut:

1.

Hipotesis pertama (H;) yang diajukan dalam penelitian, yaitu Consumer Experience
berpengaruh signifikan terhadap Consumer Event Engagement pada Kepo Market di
Surabaya, diterima. Hasil ini menunjukkan bahwa semakin tinggi consumer experience,
menyebabkan semakin tingginya Consumer Event Engagement pada Kepo Market di
Surabaya.

Hipotesis kedua (H;) yang diajukan dalam penelitian, yaitu Consumer Experience
berpengaruh signifikan terhadap Consumer Brand Engagement pada Kepo Market di
Surabaya, diterima. Hasil ini menunjukkan bahwa semakin tinggi consumer experience,
menyebabkan semakin tingginya consumer brand engagement pada Kepo Market di
Surabaya.

Hipotesis ketiga (Hs) yang diajukan dalam penelitian, yaitu Consumer Event
Engagement berpengaruh signifikan terhadap Behavioral Intention of Loyalty pada Kepo
Market di Surabaya, diterima. Hasil ini menunjukkan bahwa semakin tinggi consumer
event engagement, menyebabkan semakin tingginya behavioral intention of loyalty pada
Kepo Market di Surabaya.

Hipotesis keempat (Hs) yang diajukan dalam penelitian, yaitu Consumer Brand
Engagement berpengaruh signifikan terhadap Behavioral Intention of Loyalty pada Kepo
Market di Surabaya, diterima. Hasil ini menunjukkan bahwa semakin tinggi consumer
brand engagement, menyebabkan semakin tingginya behavioral intention of loyalty pada
Kepo Market di Surabaya.

Hipotesis kelima (Hs) yang diajukan dalam penelitian, yaitu Consumer Experience
berpengaruh signifikan terhadap Behavioral Intention of Loyalty melalui Consumer
Event Engagement dan Consumer Brand Engagement pada Kepo Market di Surabaya,
diterima. Hasil ini menunjukkan bahwa semakin tinggi consumer experience, semakin
tinggi behavioral intention of loyalty yang dapat mempengaruhi consumer event
engagement yang dapat berpengaruh pula consumer brand engagement pada Kepo
Market di Surabaya.
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5.2 Saran
Berdasarkan hasil penelitian dan kesimpulan, maka saran yang dapat diberikan adalah
sebagai berikut:
5.2.1 Saran Akademis
Penelitian ini dapat dipertimbangkan lebih lanjut sebagai referensi kepada siapa yang
melakukan penelitian serupa mengenai pengaruh Consumer Experience terhadap
Behavioral Intention of Loyalty melalui Consumer Event Engagement dan Consumer
Brand Engagement pada Kepo Market. Adapun variabel-variabel tambahan dapat
digunakan untuk penelitian selanjutnya.

5.2.2 Saran Praktis

Berdasarkan hasil penelitian dan kesimpulan yang telah di dapat, maka terdapat

beberapa saran praktis, yaitu:

1. Berdasarkan hasil penelitian, dapat disimpulkan bahwa consumer experience
berpengaruh terhadap behavioral intention of loyalty melalui consumer event
engagement dan consumer brand engagement. Oleh karena itu disarankan bagi
Kepo Market untuk dapat meningkatkan kerjasama brand yang dapat membuat
beberapa pengunjung untuk lebih bersemangat dalam melibatkan diri dengan
acara yang diselenggarakan.

2. Kepo Market diharapkan dapat terus menambah tenant baru yang akan bekerja
sama dengannya serta kegiatan yang dapat menarik minat pengujung, agar dapat
meningkatkan jumlah pengunjung yang akan hadir dalam setiap acara yang
diselenggarakan.



DAFTAR PUSTAKA

Abdul-Ghani, E., Hyde, K., & Marshall, R. (2011). Emic and Etic Interpretations of
Engagement with a Customer-to-Customer Online Auction Site. Journal of Business
Research, 64(10) , 1060-1066.

Altschwager, T. L. (2014). Branded Marketing Events: the Influence of Event Experience on
Customer Engagement. Adelaide.

Arikunto, S. (2002). Prosedur Penelitian Suatu Pendekatan Praktek. Jakarta: PT. Rineka
Cipta.

Berry, L., Carbone, L., & Haeckel, S. (2002). Managing the Total Customer Experience. MIT
Sloan Management Review, 43(3) , 85-89.

Bolton, R., Gustaffson, A., McColl-Kennedy, J., Sirianni, N., & Tse, D. (2014). Small Details
that Make Big Differences: a Radical Approach to Consumption Experience as a Firm's
Differentiating Strategy. Journal of Service Management, Vol. 25 No. 2, 253-274.

Bowden, J. (2009). The Process of Customer engagement: A Conceptual Framework. Journal
of Marketing Theory and Practice, 17(1) , 65.

Bowen, J., & Shoemaker, S. (1998). Loyalty: A Strategic Commitment. Cornell Hotel and
Restaurant Administration Quarterly, 39 (1) , 12-25.

Brodie, R., Hollebeek, L. D., Juric, B., & llic, A. (2011). Customer engagement: Conceptual
domain, fundamental propositions, and implications for research. Journal of Service
Research 17(3) , 1-20.

Cetin, G., & Walls, A. (2015). Understanding the Customer Experiences from the Perspective
of Guests and Hotel Managers: Empirical Findings from Luxury Hotel.

Chang, P.-L., & Chieng, M.-H. (2006). Building Consumer Brand Relationship: A Cross-
Cultural Experiential View. Psychology and Marketing , 927-959.

Cheung, C. M., Lee, M. K., & Jin, X.-L. (2011). Customer Engagement in an Online Social
Platform: a Conceptual Model and Scale. Thirty Second International Conference on
Information Systems , 1-8.

Close, A. G, Finney, Z. R., Lacey, R. Z., & Sneath, J. Z. (2006). Engaging the consumer
through event marketing: linking attendees with the sponsor, community, and brand.
Journal of Advertising Research, 46 (4) , 420-433.



Crowther, P. (2011). Marketing Event Outcomes: from Tactical to Strategic. International
Journal of Event and Festival Management, Vol. 2 No. 1, 68-82.

Cunningham, P., Taylor, S., & Reeder, C. (1992). Event marketing: The evolution from
philanthropy to strategic promotion. Kingston, Ontario.: Queen’s University, School of
Business, Research Program.

Dimitriades, Z. S. (2006). Customer satisfaction, loyalty and commitment in service
organizations. Management Research News, Vol. 29 No. 12, 782-800.

Durianto, D., & Sitinjak, T. (2001). Strategi Menaklukkan Pasar Melalui Riset Ekuitas dan
Perilaku Merek. Jakarta: Gramedia Pustaka Utama.

Dwivedi, A. (2015). A Higher-Order Model of Consumer Brand Engagement and its impact
on Loyalty Intentions. Journal of Retailing and Consumer Services Vol. 24 , 100-1009.

Eagly, A., & Chaiken, S. (1993). The psychology of attitudes. Orlando, FL: US: Harcourt
Brace Jovanovich College Publishers.

East, R., Hammond, K., & Wright, M. J. (2007). The relative incidence of positive and
negative word of mouth: A multi-category study. International Journal of Research in
Marketing 24(2) , 175-184.

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in
Consumer Research. Journal of Consumer Research 24(4):343-73 , 343-73.

Gambetti, R. C., Biraghi, S., Schultz, D. E., & Graffigna, G. (2015). Brand wars: consumer—
brand engagement beyond client—agency fights. Journal of Strategic Marketing .

Gambetti, R., & Graffigna, G. (2010). The concept of engagement: A systematic analysis of
the ongoing marketing debate. International Journal of Market Research, 52(6) , 801-
826.

Gefen, D. (2002). Customer Loyalty in E-Commerce. Journal of the Association for
Information Systems (Volume 3) , 27-51.

Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the Customer Experience: An
Overview of experience Components that Co-create Value with the Customer. European
Management Journal, 25 (5.) , 395-410.

Ghozali, 1. (2013). Aplikasi Analisis Multivariate dengan Program SPSS Edisi Ketujuh.
Semarang: Badan Penerbit Universitas Diponegoro.

Ghoazali, 1., & Fuad. (2005). Structural equation modeling: Structural equation modeling.
Semarang.



Graffigna, G., & Gambetti, R. C. (2015). Grounding Consumer Brand Engagement: A Field-
driven conceptualization. International Journal of Market Research .

Greve, G. (2014). The Moderating Effect of Customer Engagement on the Brand Image —
Brand Loyalty Relationship. Social and Behavioral Sciences Vol. 148 , 203-210.

Griffin, J. (2005). Customer Loyality: Menumbuhkan dan Mempertahankan Kesetiaan
Pelanggan. Jakarta: Erlangga.

Gummerus, J., Liljander, V., Weman, E., & Pura, M. (2012). Customer engagement in a
Facebook brand community. Management Research Review 35(9) , 857-877.

Hair, ,. J., Anderson, ,. R., Tatham, R., & Black, W. (1998). Multivariate Data Analysis. 5th
Edition. London: Prentice Hall International.

Hair, J. (1995). “Multivariate Data Analysis With Reading”, Fourth Edition. New Jersey:
Prentice Hall.

Higgins, E. T., & Scholer, A. A. (2009). Engaging the Consumer: The Science and Art of the
Value Creation Process. Journal of Consumer Psychology 19(2) .

Hoch, S., & Deighton, J. (1989). Hoch, S. J., & Deighton, J. (1989). Managing what
consumers learn from experience. Journal of Marketing, 53(2) , 1-20.

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of Consumption:
Consumer Fantasies, Feelings, and Fun. Journal of Consumer Research, Volume 9, Issue
2 ,132-140.

Hollebeek, L. D. (2011). Demystifying Customer Brand Engagement: Exploring the Loyalty
Nexus. Journal of Marketing Management 27(7-8) , 787.

Hollebeek, L., Glynn, M., & Brodie, R. (2014). Consumer brand engagement in social media:
Conceptualization, scale development and validation. Journal of Interactive Marketing,
28(2) , 149-165.

Hollebeek, L., Glynn, M., & Brodie, R. (2014). Consumer Brand Engagement in Social
Media: Conceptualization, Scale Development and Validation. Journal of Interactive
Marketing, 28 (2) , 149-65.

Hong, S. Y., & Yang, S.-U. (2009). Effects of Reputation, Relational Satisfaction, and
Customer—Company Identification on Positive Word-of-Mouth Intentions. Journal of
Public Relations Research 21(4) , 381-403.

Hulland, J. (1999). Use of Partial Least Squares (PLS) in Strategic Management Research: A
Review of Four Recent Studies. Strategic Management Journal 20 (2) , 195-204.



Hurriyati, R. (2005). Bauran Pemasaran dan Loyalitas Konsumen. Bandung: Alfabet.

Inspirasipagi. (2017, September 28). Mengapa harus Pop Up Booth? Retrieved from
Inspirasipagi: https://inspirasipagi.id/pop-up-market/

Irawan, H. (2006). Customer Experience Strategy Marketing, No.01/ TH.V.

Jacoby, J., & Chestnut, R. W. (1978). Brand Loyalty: Measurement and Management. New
York: John Wiley & Sons.

Jensen, P. (2015). Customer Experience Management and Business Performance.
International Journal of Quality and Service Sciences, Vol. 7 Iss 1.

Julaikah, E. (2016, May 29). Kompasiana. Retrieved from
https://www.kompasiana.com/emijulaikah/57492108337b61ad0f7fa86a/manfaat-
teknologi-informasi-di-bidang-bisnis

Kahn, W. A. (1990). Psychological Conditions of Personal Engagement and Disengagement
at Work. The Academy of Management Journal, Vol. 33, No. 4 , 692-724.

Kemenperin. (2018). Kebijakan Sektor Industri Makanan dan Minuman dalam Rangka
Implementasi Roadmap Industri 4.0. Jakarta.

Kiswati, S. (2010). Study tentang Sikap Konsumen atas Merek Tolak Angin pada Mahasiswa
FE Undip Semarang. Semarang: Universitas Diponegoro Semarang.

Kristensson, P., Pederson, T., & Brunstrom, A. (2014). Affective Forecasting of Value
Creation: Professional Nurses' Ability to Predict and Remember the Experienced Value
of a Telemedicine Diagnostics ICT Service. Behaviour and Information Technology
34(10) , 1-12.

Kronvall, M., & Térnroos, J. (1998). Understanding event marketing management: a case
study of Nokia Balalaika show in Berlin. Helsinki, Finland: Swedish School of
Economics and Business Administration.

Kuncoro, M. (2007). Metode Riset Untuk Bisnis dan Ekonomi. Jakarta: Erlangga.

Likert, R. (1932). A Technique for the Measurement of Attitudes. Archives of Psychology.

Loytang, J., & Kortesuo, K. (2011). Customer Experience: Service Business experience in the
business. Finland, H&meenlinna: Karisto printing house.

Macey, W. H., & Schneider, B. (2008). The Meaning of Employee Engagement. Industrial
and Organizational Psychology 1(1) , 3-30.



Mau, G., Weihe, K., & Silberer, G. (2006). Attitudinal Effects of Event-Marketing and
Event-Sponsorship: A Comparison 35th EMAC Annual Conference Proceedings,
Athens, Greece.

McEwen, W. J. (2004). Why Satisfaction Isn't Satisfying. Retrieved from
https://www.researchgate.net/deref/http%3A%2F%2Fgmj.gallup.com%2Fcontent%2F14
023%2FWhy-Satisfaction-1snt-Satisfying.aspx

Meyer, C., & Schwager, A. (2007). Understanding Customer Experience. Harvard Business
Review, Vol. 85 No. 2, 116-26.

Mushanto, T. (2004). Faktor-Faktor Kepuasan Pelanggan dan Loyalitas Pelanggan: Studi
Kasus pada CV. Sarana Media Advertising Surabaya. Jurnal Manajemen &
Kewirausahaan Vol. 6, No.2 , 123-136.

Oliver, R. L. (1999). Whence Consumer Loyalty. Journal of Marketing, 63, 33-34.

Oliver, R. (1999). Whence Consumer Loyalty? Journal of Marketing, 63 (Special Issue) , 33-
44,

Otker, T. (1988). Exploitation: The key to sponsorship success. European Research , 77-86.

Ozdemir, V., & Hewett, K. (2010). The Effect of Collectivism on the Importance of
Relationship Quality and Service Quality and Service Quality for Behavioral Intentions:
A Cross-National and Cross-Contextual Analysis. Journal of International Marketing,
Vol 18 , 41-62.

Patterson, P., Yu, T., & De Ruyter, K. (2006). Understanding customer engagement in
services. Australia-New Zealand Marketing Academy Conference: Advancing Theory,
Maintaining Relevance, Proceedings, Brisbane, Australia.

Peter, J. P., & Olson, J. C. (2002). Perilaku konsumen dan strategi pemasaran. Terjemahan.
Jakarta: Erlangga.

Petre, M., Minocha, S., & Roberts, D. (2006). Usability beyond the website: An empirically-
grounded e-commerce evaluation instrument for the total customer experience.
Behaviour and Information Technology 25(2) , 189-203.

Pine, B., & Gilmore, J. (1999). The Experience Economy. Boston: Harvard Business School .

Pine, B., & Gilmore, J. (1998). Welcome To The Experience Economy. Harvard Business
Review, 97.

Ramkumar, R., Kumar, A., Janakiraman, R., & Bezawada, R. (2013). The effect of
customers’ social media participation on customer visit frequency and profitability.
Information Systems Research 24(1) , 108-127.



Rauyruen, P., & Miller, K. E. (2007). Relationship Quality as a Predictor of B2B Customer
Loyalty. Journal of Business Research Vol. 60 , 21-31.

Reinchheld, F., & Sasser, J. W. (1990). Zero Defections: Quality Comes to Service. Harvard
Business Review, 68 (5) , 105-111.

Rihanto, D. (2019, August 1). Pikiran Rakyat. Retrieved from https://www.pikiran-
rakyat.com/ekonomi/pr-01316389/pertumbuhan-industri-makanan-dan-minuman-
sumbang-635-terhadap-pdb-nasional

Sambandam, R., & Lord, K. R. (1995). Switching Behavior in Automobile Markets: A
Consideration-Sets Model. Journal of the Academy of Marketing Science Volume 23,
No.1, 57-65.

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 15(3) , 53-
67.

Schreiber, A. L., & Lenson, B. (1994). Lifestyle and Event Marketing : Building the New
Customer Partnership. New York: McGraw-Hill.

Sneath, J., Finney, R., & Close, A. G. (2005). An IMC Approach to Event Marketing: The
Effects of Sponsorship and Experience on Customer Attitudes. Journal of Advertising
Research. 45 (4) , 373-381.

So, K. K., King, C., & Sparks, B. A. (2012). Customer Engagement With Tourism Brands:
Scale Development and Validation. Journal of Hospitality and Tourism Research .

Sprott, D. E., Czellar, S., & Spangenberg, E. R. (2009). The Importance of a General
Measure of Brand Engagement on Market Behavior: Development and Validation of a
Scale. Journal of Marketing Research 46(1) , 92-104.

Srinivasan, K., Anderson, R., & Ponnavolu, K. (2002). Customer Loyalty in E-Commerce:
An Exploration of Its Antecedents and Consequences. Journal of Retailing 78(1) , 41-50.

Sugiyono. (2012). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung: Alfabeta.

Sugiyono. (2017). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung: CV.
Alfabeta.

Sugiyono. (2010). Metode Penelitian Pendidikan Pendekatan Kuantitatif, kualitatif, dan
R&D. Bandung: Alfabeta.

Sugiyono, P. D. (1999). Metode Penelitian Bisnis, Cetakan Ke-6, Bandung,. Bandung: CV.
Alfa Beta.



Taylor, S., & Cunningham, P. (1999). Event Marketing. In the Advertising Business:
Operation, Creativity, Media Planning, Integrated Marketing. California: Thousand
Oaks SAGE Publications.

Theodorakis, N., & Alexandris, K. (2008). Can Service Quality Predict Spectators’
Behavioral Intentions in Professional Soccer? Managing Leisure, Vol 13, 162-178.

Utami, M. (2009). Anteseden Experiential Marketing dan Konsekuensinya pada Customer’s
Brand Loyalty Motor Yamaha di Kota Semarang. Semarang.

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., et al. (2010). Customer
engagement behavior: Theoretical foundations and research directions. Journal of
Service Research, 13(3) , 253-266.

Verhoef, P. C., Lemon, K. N., Parasuraman, A. P., & Roggeveen, A. L. (2009). Customer
Experience Creation: Determinants, Dynamics and Management Strategies. Journal of
Retailing 85(1) , 31-41.

Verhoef, P. C., Reinartz, W., & Krafft, M. (2010). Customer Engagement as a New
Perspective in Customer Management. Journal of Service Research 13(3) , 247-252.

Vivek, S. D. (2009). A Scale of Consumer Engagement,” Doctor of Philosophy Dissertation,
Department of Management & Marketing, Graduate School. The University of Alabama,
UMI Microform 3369775.

Vivek, S., Beatty, S., & Morgan, R. (2012). Customer Engagement: Exploring Customer
Relationships beyond Purchase. J.Mark. Theory Pract. 20(2) , 127-145.

Vivek, S., Beatty, S., Dalela, V., & Morgan, R. (2014). A generalized multidimensional scale
for measuring customer engagement. Journal of Marketing Theory and Practice , 401-
420.

Voyles, B. (2007). Beyond Loyalty: Meeting the Challenge of Customer Engagement,’’
Economist Intelligence Unit. Retrieved from https://www.adobe.com/engage-
ment/pdfs/partl.pdf

Wardhana, R. (2016). Pengaruh Customer Experience terhadap Loyalitas Pelanggan dengan
Kepuasan Pelanggan sebagai Variabel Intervening (Studi pada Konsumen Mie Rampok
Tahanan Surabaya). Jurnal Ilmu Manajemen, Vol. 4, No. 3, 1-9.

Wirtz, J., Ambtman, A. d., Josée, B., Csilla, H., Ramaseshan, B., Gurha, Z., et al. (2013).
Managing brands and customer engagement in online brand communities. Journal of
Service Management, Vol. 24 No. 3, 223-244.



Wood, E. H. (2009). Evaluating Event Marketing: Experience or Outcome? Journal of
Promotion Management 15(1) , 247-268.

Yamin, S. (2014). Rahasia Olah Data Lisrel. Jakarta: Mitra Wacana Media.

Yamin, S., & Kurniawan, H. (2009). SPSS Complete Teknik Analisis Statistik Terlengkap
dengan Software SPSS. Jakarta: Salemba Infotek.

Yuan, Y.-h. E.,, & Wu, C. K. (2008). Relationship Among Experiential Marketing,
Experiential Value, and Customer Satisfaction. Journal of Hospitality & Tourism
Research , 387-410.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral Consequences of
Service Quality. Journal of Marketing 60(2) .

Zhang, J., Lam, E., Cianfrone, B., Zapalac, R., Holland, S., & Williamson, D. (2011). An
importance performance analysis of media activities associated with WNBA game
consumption. Sport Management Review Vol. 14 , 64-78.

Zineldin, M. (2006). The royalty of loyalty: CRM, quality and retention. Journal of
Consumer Marketing Vol. 23 No. 7, 430-437.

Zins, A. H. (2001). Relative attitudes and commitment in customer loyalty models.
International Journal of Service Industry Management, Vol. 12 No. 3, 269-294.



