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ABSTRAK

Konsumen saat ini tidak hanya puas dengan mendapatkan produk yang dia butuhkan,
tetapi konsumen juga ingin memiliki suatu hal yang menarik yang akan memberikan suatu
pengalaman atau kesadaran yang lebih pada diri konsumen tentang produk yang mereka beli.
Dengan adanya suatu pengalaman yang diberikan oleh suatu perusahaan pada produk atau
jasa yang dijualnya, maka hal itu akan menjadi menarik bagi diri konsumen tersebut untuk
terus membeli produk atau jasa tersebut. Tujuan penelitian ini adalah untuk mengetahui
pengaruh variabel experiential marketing terhadap customer loyalty melalui experiential
value dan purchase behaviour pada konsumen Hole TS Suite di Surabaya.

Teknik sampling yang dipakai dalam penelitian ini ialah non probability sampling
dengan cara purposive sampling atau juga disebut judgement sampling. Sedangkan, teknik
analisis yang digunakan adalah menggunakan metode Structural Equation Modeling (SEM)
dengan program LISREL. Responden yang diambil yaitu seluruh konsumen Hotel TS Suite
di Surabaya.

Hasil penelitian menunjukkan bahwa pengaruh experiential marketing terhadap
experiential value adalah sangat lemah, positif, namun signifikan. Pengaruh experiential
marketing terhadap purchase behaviour lemah, positif, namun signifikan. Pengaruh
experiential marketing terhadap customer loyalty lemah, positif, namun signifikan. Pengaruh
experiential value terhadap customer loyalty lemah, positif, namun signifikan. Pengaruh
purchase behaviour terhadap customer loyalty lemah, positif, namun signifikan. Pengaruh
experiential marketing terhadap customer loyalty melalui eperiential value sangat lemah,
positif, namun signifikan. Pengaruh experiential marketing ternadap customer loyalty melalui
purchase behaviour sangat lemah, positif, namun signifikan. Pengaruh experiential marketing
terhadap customer loyalty melalui experiential value dan purchase behaviour sangat lemah,
positif, namun signifikan.

Hasil pengujian hipotesis dalam penelitian ini menunjukkan bahwa hipotesis pertama
diterima, hipotesis kedua diterima, hipotesis ketiga diterima, hipotesis keempat diterima,
hipotesis kelima diterima, hipotesis keenam diterima, hipotesis ketujuh diterima, dan
hipotesis kedelapan diterima. Perusahaan Hotel TS Suite harus lebih meningktakan pelayanan
yang lebih menghibur dan selalu memberikan program pemasaran yang selalu
mengedepankan pelayanan yang selalu meningkatkan value kepada konsumen.

Kata Kunci : Experiential Marketing, Experiential Value, Purchase Behaviour, Customer
Loyalty
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ABSTRACT

Consumers now are not only satisfied with a product that he or she needs, but
consumers also want to have an interesting thing that will give you an experience or more in
self-awareness of consumers about the products they buy. Given the experience provided by a
company on a product or service it sells, then it would be interest for the consumers to
continue to purchase products or services. The purpose of this study was to determine the
effect of variable experiential marketing on customer loyalty through experiential value and
purchase behavior at consumer TS Suites Hotel Surabaya.

The sampling technique used in this study was a non-probability sampling with
purposive sampling or also called judgment sampling. Meanwhile, the analytical techniques
used are using Structural Equation Modeling (SEM) with the LISREL program. Respondents
were drawn that all consumers TS Suites Hotel Surabaya.

The results showed that the influence of experiential marketing on experiential value
IS very weak, positive, but significant. The influence of experiential marketing on purchase
behavior is weak, positive, but significant. The influence of experiential marketing to
customer loyalty is weak, positive, but significant. The influence of experiential value on
customer loyalty is weak, positive, but significant. Influence purchase behavior of the
customer loyalty is weak, positive, but significant. The influence of experiential marketing on
customer loyalty through eperiential value very weak, positive, but significant. The influence
of experiential marketing on customer loyalty through purchase behavior is very weak,
positive, but significant. The influence of experiential marketing on customer loyalty through
experiential value and purchase behavior is very weak, positive, but significant.

The results of hypothesis testing in this study indicate that the first hypothesis is
accepted, the second hypothesis is accepted, the third hypothesis is accepted, the fourth
hypothesis is accepted, the fifth hypothesis is accepted, the sixth hypothesis is accepted, the
seventh hypothesis is accepted, and the eighth hypothesis is accepted. TS Suites Hotel
companies should be more entertaining Enhancing services and always deliver marketing
programs that always puts service always increase value to consumers.

Key Word : Experiential Marketing, Experiential Value, Purchase Behaviour, Customer
Loyalt



