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ABSTRAK 

 

 
Bioskop yang termasuk dalam industri ritel menjadi salah satu pilihan sarana 

hiburan bagi masyarakat. Pada awalnya hanya ada satu perusahaan bioskop di 

Indonesia yaitu Cinema XXI yang telah berdiri sejak tahun 1987. Seiring 

meningkatknya permintaan masyarakat mulai muncul perusahaan – perusahaan lain 

karena industri perfilman Indonesia yang juga semakin berkembang. Cinema XXI 

yang menjadi pelopor dan trade mark bioskop di Indonesia perlu berfokus pada 

experiential marketing, service quality dan brand image untuk dapat bertahan 

dalam persaingan. Penelitian ini adalah penelitian kuantitatif dengan menyebarkan 

kuisioner dan menggunakan metode purposive sampling. Sampel penelitian adalah 

konsumen yang pernah menonton di Cinema XXI Pakuwon Mall Surabaya. Data 

penelitian diolah menggunakan SPSS 25. Hasil analisis data menunjukkan bahwa 

semua item pernyataan masing – masing variabel dinyatakan valid dengan r hitung 

> r tabel sebesar 0.2272 dan nilai Sig. < 0.05, semua item dinyatakan reliabel 

dengan nilai Cronbach’s Alpha 0,5 – 0,7. Hasil uji normalitas dengan metode 

Kolmogorov – Smirnov menunjukkan bahwa data berdistribusi normal. Hasil Uji 

Multikolinearitas menunjukkan bahwa tidak terjadi gejala multikolinearitas pada 

penelitian dengan nilai tolerance > 0,10 dan VIF < 10. Hasil Uji Heteroskedastisitas 

menunjukkan tidak terjadi gejala heteroskedastisitas pada penelitian karena nilai 

Sig. > 0,05. Hasil persamaan regresi linear berganda dalam penelitian ini adalah Y 

= 10.949 + 0.231.X1 + 0.773.X2 + 0.765.X3, besarnya pengaruh experiential 

marketing, service quality, dan brand image terhadap kepuasan konsumen 

berdasarkan nilai Adjusted Rsquare adalah sebesar 70,5%. Hasil uji t menunjukkan 

bahwa seluruh variabel dalam penelitian ini berpengaruh terhadap kepuasan 

konsumen dengan nilai Sig < 0.05. 

Kata kunci : experiential marketing, service quality, brand image 
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ABSTRACT 

Cinemas that are included in the retail industry are one of the choices of 

entertainment facilities for the public. At first there was only one cinema company 

in Indonesia, namely Cinema XXI which had been established since 1987. Along 

with the increasing public demand, other companies began to appear because the 

Indonesian film industry was also growing.   Cinema XXI, which is the pioneer 

and trade mark of cinema in Indonesia, needs to focus on experiential marketing, 

service quality and brand image to be able to survive in the competition. This 

research is a quantitative research by distributing questionnaires and using 

purposive sampling methods. The research sample was consumers who had 

watched at Cinema XXI Pakuwon Mall Surabaya. The research data was processed 

using SPSS 25. The results of the data analysis showed that all statement items of 

each variable were declared valid with a table r > r count of 0.2272 and a Sig. < 

0.05, all items were declared reliable with Cronbach's Alpha value of 0.5 – 0.7. 

The results of the normality test with the Kolmogorov – Smirnov method showed 

that the data were normally distributed. The results of the Multicholinearity Test 

showed that there were no symptoms of multicholinearity in the study with a 

tolerance value of > 0.10 and a VIF of < 10. The results of the Heteroskedasticity 

Test showed that there were no symptoms of heteroskedasticity in the study because 

of the Sig. > 0.05. The result of the multiple linear regression equation in this study 

is Y = 10.949 + 0.231.X1 + 0.773.X2 + 0.765.X3, the magnitude of the influence of 

experiential marketing, service quality, and brand image on consumer satisfaction 

based on the Adjusted Rsquare value is 70.5%. The results of the t test showed that 

all variables in this study had an effect on consumer satisfaction with a Sig value 

of < 0.05. 

Keywords : experiential marketing, service quality, brand image 
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