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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh experiential marketing, 

emotional marketing, dan kualitas pelayanan terhadap loyalitas pelanggan melalui 

kepuasan pelanggan sebagai variabel intervening (studi kasus pada pelanggan 

kedung coffee kudus).  penelitian ini menggunakan metode deskriptif kuantitatif. 

Populasi penelitian ini ialah pelanggan yang pernah berkunjung ke Kedung Coffee 

Kudus. Sampel penelitian ini sebanyak 105 responden. Teknik pengambilan 

sampel yang digunakan dalam penelitian adalah Accidential Sampling. 

Pengumpulan data diperoleh dari angket kuesioner dan dokumentasi di internet. 

Teknik analisis data pada penelitian menggunakan analisis data SEM melalui 

program AMOS. Hasil penelitian ini menunjukkan bahwa experiential marketing, 

emotional marketing, dan kualitas pelayanan terhadap kepuasan pelanggan 

berpengaruh positif dan signifikan. Sedangkan terhadap loyalitas pelanggan pada 

variabel experiential marketing mempunyai pengaruh positif dan tidak signifikan, 

variabel emotional marketing mempunyai pengaruh positif dan signifikan. kata 

kunci : experiential marketing, emotional marketing, kualitas pelayanan, loyalitas 

pelanggan, kepuasan pelanggan. 
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ABSTRACT 

 

The effect of experiential marketing, emotional marketing, and service quality on 

customer loyalty through customer satisfaction as an intervening variable (case 

study on customers of kedung coffee kudus). This study uses a quantitative 

descriptive method. The population of this study are customrs who have visited 

kedung coffe kudus. The sample of this study wa 105 repondents. The sampling 

technique is accidential sampling. Data collection was obtained from 

questionnaires and documentation on the internet. Data analysis techniques in 

research using SEM data analysis through the AMOS program. The result of this 

study indicate that experiential marketing, emotional marketing, and service 

quality on customer satisfaction have a positive and significant effect. Meanwhile, 

on customer loyalty, the experiential marketing variable has a positive and 

insignificant effect, the emotional marketing variable has a positive and 

significant influence.  

Keywords: experiential marketing, emotional marketing, service quality, customer 

loyalty, customer satisfaction. 
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