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Abstract

This study aims to investigate the importance of service marketing mix, service quality,
experiential marketing and attitudinal loyalty of generation Y consumers in Yantai, Shandong
Province, the People's Republic of China is also studied and to study the effect of the service
marketing mix, service quality and experiential marketing toward the attitudinal loyalty of
generation Y consumers in Yantai, Shandong Province, the People's Republic of China are
documented. The sample used in this study is generation Y Chinese consumers in Yantai,
Shandong Province, China. 385 people were given a questionnaire. The data collected were
analyzed by both descriptive statistics: frequency, percentage, average and standard deviation,
and inferential statistic were used multiple regression to analyze with Enter selection.

It was found that consumers pay high attention to all factors, which are service quality,
experiential marketing and service marketing mix. The last factor is attitudinal loyalty. The
results of the hypothesis testing found that the service quality factor has the greatest impact
on attitudinal loyalty. The second is service marketing mix, with a statistical significance of
0.001. Experiential marketing affects attitude loyalty with a statistical significance of 0.05. The
results of this study show that business operators should consider the quality of service and
formulate development guidelines to satisfy consumers' needs and improve services by using
service marketing mix. Promoting experiential marketing to create consumers sincere

attitudinal loyalty will directly contributes to business success.

Keyword: Service Marketing Mix, Service Quality, Experiential Marketing, Attitudinal Loyalty
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