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ABSTRACT

This research aims to test and analyze customer satisfaction model and customer behaviour
intention in meningkatkandimensireferral marketing, experientalMarketing, service marketing in customer
user product PT. DenpooMandiri Indonesia Branch Surabayi have been respondents to the study as much
as 130 people, consisting of 90 women and 40 men. This analysis uses the analysis path. Calculation of
statistical analysis using SPSS aimed at calculating the significant or absence of a study. This research
can contribute to the company PT. DenpooMandiri Indonesia in increasing customer satisfaction by
combining the dimensions that will be researched and researchers want to help increase the sales level of
Denpoo products so that the product can be felt by the customer. Findings of this research with statistical
analysis calculations using SPSS Path analysis that aims to calculate the significant or absence of a study.
Based on the results of the overall research of data analysis can be noted that empirically tested by
Bersama—sama referral marketing variables, experiential marketing, service marketing, customer
satisfaction has a significant impact to the customer behaviour intention. Customers will increase when
referral marketing variables, experiental marketing, service Marketingcan be tested and can provide

benefits to the community and employees of the company.
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Behaviour Intention and Customer Satisfaction

INTRODUCTION

Given the movement of local business is
very dynamic. In addition, we also provide
SMES coaching and mentoring such as
production training, entrepreneurship
management, and business legality. Capturing
creative industry opportunities. The development
of creative industries in SMES is very important
because having a big role in economic building
proved to contribute quite large in GDP and able
to overcome the multipility. The strategy of
SMES creative industry in the framework of the
challenge of the revolution of the era of 4.0 can
be done through: (1) SDM as the capital base, (2)
industry, (3) technology, (4) resources, (5)
institutions, and (6) financial institutions. In
addition, it is covered by a good relationship to
support and symbolize mutualism between the
scholars (intellectuals), business and government.
With this Straregi is expected that the SME
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industry products are able to compete in the
global market, especially in Revolution Era
4.0.Theori Gap, Referral Marketing according to
(16) mentions that Referral Marketing is known
to be able to have a big influence and impact on
the marketing of products or services compared
to the communication activities in the Umumya.
According to (19) definesexperiential marketing
as an impressive memory or an experience that
takes place into the minds of customer an.
Service Marketing According to (8) is about
promises. Promises are made to the customer and
should be on guard. (19) stated that service
marketing is part of a whole service system
where the company has a form of contact with its
customers, from advertising to billing, it includes
the contact made at the time of service
submission. The repurchase interest is part of the
customer's purchasing behaviour where the
suitability between the performance of the
products or services offered by the company
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generates customer interest to consume it again
in the future (13) Repurchase Intentiontendency
to purchase behaviour from customers in a
product or service that is done repeatedly within
a certain period and actively likes and has a
positive attitude towards a product of goods or
services, based on the experience that has been
done in the past (19)Customer satisfaction
activities conducted by a company will
eventually be based on the value that will be
given by the customer about the satisfaction that
has been felt after experiencing the product or
service that it is wearing. According (6), defining
about customer satisfaction is the level of feeling
that customers who have felt expressed the
results of comparison to the performance of
products (services) received and expected.
According to (1) it is said that satisfaction or
dissatisfaction is the customer's response to the
evaluation of the perceived feelings between
expectations before the purchase of actual
performance of the product or service that is felt
after its use. The purpose of a business is to make
the customers feel satisfied, because maintaining
customer satisfaction is a very important thing to
raise the company's income according (10).
Research on the impact of referral
marketing. Recommendations can be made
through social media or word of mouth. (11)
examines the influence of BlackBerry Referral
Marketing communication on Blackberry to
purchasing decisions (case study on students of
the extension of the management study Program
Faculty of Economics University of Pasundan
Bandung in 2000-2012). The research method
uses multiple linear regression. The results of the
Referral Marketing Research obtained is 57.3%
influence the purchase decision and enter the
category quite influence. (7) examined the
influence of Referral Marketing on the decision-
making process of the House OfAdity products.
The method used multiple linear regression. The
results of the simultaneous hypothesis test of the
Referral Marketing were positively and
significantly affected by the House OfAdity
purchasing decision. (Mranani and Lastianti,
2019)with the research title of Experiential
Marketing influence analysis on the interest in
repurchase  customers Cafe Buntos 99
Sidoarjo.This ~ research  variables  about
Experiential Marketing and buying interest. In
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this research the analyzers used are descriptive
analysis and multiple linear regression analyses.
The results showed that the experiential
marketing has significant effect on customers '
re-purchase interest Café Buntos 99 Sidoarjo.
The study was held to measure the level of
experiential marketing of Cafe Buntos 99 against
customers repurchase interest. (Nadya, Yacob
and Fatricia, 2018)with research title influence
experiential marketing towards customer loyalty
(The effect of Experiential Marketing on
Customer Loyalty). The research method of
using a survey consisting of 100 respondents
chosen randomly, the purpose of this research is
to explainexperiential marketing influences that
consist of the variables Sense, Feel, Think, ACT
and Relate against customer loyalty and
analyzing the most dominant variables impacting
customer loyalty. The results showed that the
sense, feel, think, act and relate influence
positive and significant towards customer
loyalty. (2) titled Service marketing influence on
customer purchase decision at Lulumart
Minimarket in Samarinda City. The purpose of
this research is to know the effect of
simultaneous or partial variable retailing mix
consisting of location, product, price, promotion,
shop atmosphere, and service to the customer's
purchase decision at the Lulumart Minimarket in
Samarinda City and to know which variable
retailing mix is the most pangaruh to customer
purchase decision. (Kartikasari, Dimyati and
Sukarno, 2018)titled Service Marketing Influence
on purchasing decision of Batik Jambi. The
purpose of this research is to find out if there is a
significant  difference in product factors,
promotion price and the contribution to
purchasing  decision for the  Showrom
DEKRANASDA. The methods used in this study
are descriptive and verifiedative. Calculation
results found that only variable price that has a
dominant influence on the purchase decision of
Batik in the Showroom Dekranasda Jambi
province. Based on other studies conducted by
(12) who examined the simultaneous and partial
influence of service marketing on the re-purchase
behavior of Pepsodent brand toothpaste in
Denpasar, stating that service marketing
simultaneously has significant effect on the
repurchase  behavior of Pepsodent brand
toothpaste in Denpasar. While service marketing
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