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ABSTRAK 

 

 Photocandy Studio, sebuah self photo studio di Surabaya, mengalami 

pertumbuhan pesat berkat inovasi teknologi dan promosi melalui media sosial. 

Meskipun menarik perhatian dengan konsep self photo studio dan fasilitas uniknya, 

seperti kostum Onesie dan berbagai latar belakang, bisnis ini menghadapi tantangan 

dalam hal kualitas pelayanan yang memicu kritik pelanggan dan pencemaran nama. 

Kualitas pelayanan, persepsi harga, dan promosi melalui media sosial menjadi fokus 

penelitian ini. Hasil analisis menunjukkan bahwa kualitas pelayanan, promosi, dan 

persepsi harga secara positif dan signifikan memengaruhi kepuasan pelanggan di 

PhotoCandy Studio Royal Plaza Surabaya. Kualitas pelayanan, termasuk faktor 

kenyamanan dan harga, menjadi perhatian utama pelanggan, sementara promosi 

dengan dimensi hadiah, sponsor, dan kesan iklan di media memberikan dampak yang 

signifikan. Persepsi harga, sebagai sinyal kualitas, juga berpengaruh positif terhadap 

kepuasan pelanggan. Dengan demikian, faktor-faktor ini secara keseluruhan 

berkontribusi pada tingkat kepuasan konsumen di PhotoCandy Studio Royal Plaza 

Surabaya. 

Kata kunci: Kualitas pelayanan, promosi, persepsi harga, kepuasan 

pelanggan, SPSS 
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ABSTRACT 

 

 Photocandy Studio, a self photo studio in Surabaya, has experienced rapid 

growth through technological innovation and social media promotions. Despite 

capturing attention with its unique self photo studio concept and facilities such as 

Onesie costumes and various backgrounds, the business faces challenges in terms of 

service quality, leading to customer criticism and tarnishing its reputation. This 

research focuses on service quality, price perception, and social media promotions. 

The analysis results indicate that service quality, promotions, and price perception 

positively and significantly influence customer satisfaction at PhotoCandy Studio 

Royal Plaza Surabaya. Service quality, including factors like comfort and pricing, 

remains a primary concern for customers, while promotions with elements of gifts, 

sponsorship, and media impressions have a significant impact. Price perception, as a 

quality signal, also positively influences customer satisfaction. Thus, these factors 

collectively contribute to the overall level of customer satisfaction at PhotoCandy 

Studio Royal Plaza Surabaya. 

Keywords: Service quality, promotion, price perception, customer satisfaction, 

SPSS 
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RINGKASAN 

 

 Bisnis foto studio, khususnya self photo studio, mengalami perkembangan 

pesat dengan inovasi teknologi dan promosi melalui media sosial, seperti yang dialami 

oleh Photocandy Studio di Surabaya. Meskipun mampu menarik perhatian melalui 

konsep self photo studio dan fasilitas yang ditawarkan, seperti kostum Onesie, studio 

spotlight, dan berbagai pilihan latar belakang, Photocandy menghadapi tantangan 

dalam aspek kualitas pelayanan. Pelanggan mengkritik kurangnya kepuasan terhadap 

pelayanan, mengakibatkan pencemaran nama bagi bisnis tersebut. Dalam konteks 

bisnis jasa, kualitas pelayanan memainkan peran kunci dalam meningkatkan kepuasan 

pelanggan. Selain itu, persepsi harga dan promosi melalui media sosial juga menjadi 

faktor yang dapat memengaruhi kepuasan pelanggan. Penelitian ini bertujuan untuk 

menganalisis pengaruh kualitas pelayanan, promosi, dan persepsi harga terhadap 

kepuasan pelanggan Photocandy Studio di Royal Plaza Surabaya, dengan harapan 

memberikan wawasan teoritis dan praktis yang berguna untuk pengembangan bisnis 

dan pengambilan keputusan. 

 Bab 2 membahas manajemen pemasaran dengan fokus pada strategi 

pemasaran, kualitas pelayanan, promosi, persepsi harga, dan kepuasan pelanggan. 

Manajemen pemasaran melibatkan perencanaan, pelaksanaan, dan pengawasan 

strategi untuk mempromosikan produk atau layanan guna memenuhi kebutuhan 

pelanggan. Strategi pemasaran melibatkan segmentasi pasar, positioning, market 

entry strategy, marketing mix strategy, dan timing strategy. Kualitas pelayanan adalah 

upaya memenuhi kebutuhan pelanggan dengan faktor-faktor seperti jumlah tenaga 

kerja, kualitas tenaga kerja, motivasi karyawan, kepemimpinan, budaya organisasi, 

kesejahteraan karyawan, dan lingkungan kerja. Indikator kualitas pelayanan 

melibatkan tangibility, reliability, responsiveness, empathy, dan assurance. Promosi 

adalah komunikasi antara penjual dan pembeli dengan faktor-faktor seperti sifat pasar, 

sifat produk, dana hidup produk, dan dana yang tersedia. Indikator promosi 

melibatkan periklanan, penjualan pribadi, promosi penjualan, dan pemasaran 

langsung. Persepsi harga dipengaruhi oleh persepsi kewajaran harga dan persepsi 

ketidakadilan harga, dengan indikator seperti keterjangkauan harga, kesesuaian harga 

dengan kualitas produk, daya saing harga, dan kesesuaian harga dengan manfaat. 

Kepuasan pelanggan adalah perasaan senang atau kecewa setelah membandingkan 

kinerja produk dengan harapan pelanggan, dengan faktor-faktor seperti tangibles, 

reliability, responsiveness, dan empathy. Indikator kepuasan pelanggan melibatkan 

atribut produk, atribut layanan, dan atribut pembelian. Penelitian sebelumnya 

menunjukkan bahwa kualitas pelayanan, promosi, dan persepsi harga secara 
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signifikan berpengaruh terhadap kepuasan pelanggan. Hipotesis penelitian 

menyatakan bahwa kualitas pelayanan, promosi, dan persepsi harga secara simultan 

berpengaruh signifikan terhadap kepuasan pelanggan di Studio Photocandy Royal 

Plaza Surabaya. 

 Hasil analisis menunjukkan bahwa kualitas pelayanan berpengaruh positif 

dan signifikan terhadap kepuasan pelanggan di PhotoCandy Studio Royal Plaza 

Surabaya, dengan nilai koefisien sebesar 0,263. Argumen yang mendukung hal ini 

adalah bahwa pelanggan tidak hanya mempertimbangkan kualitas layanan tertinggi, 

tetapi juga faktor-faktor seperti kenyamanan dan harga. Begitu pula, promosi 

memiliki pengaruh signifikan terhadap kepuasan pelanggan, dengan nilai koefisien 

sebesar 0,243. Promosi diukur melalui dimensi seperti hadiah, sponsor, dan kesan 

iklan di media. Persepsi harga juga berpengaruh positif dan signifikan terhadap 

kepuasan pelanggan, dengan nilai koefisien sebesar 0,226. Konsumen cenderung 

melihat harga sebagai sinyal kualitas, dan penelitian ini mendukung bahwa persepsi 

keadilan harga memiliki pengaruh positif terhadap kepuasan pelanggan. Secara 

bersama-sama, kualitas produk, harga, dan kualitas pelayanan juga memberikan 

pengaruh signifikan terhadap kepuasan pelanggan, seperti yang ditunjukkan oleh nilai 

F hitung sebesar 234.277. Dengan demikian, dapat disimpulkan bahwa faktor-faktor 

ini secara keseluruhan berkontribusi pada tingkat kepuasan konsumen di PhotoCandy 

Studio Royal Plaza Surabaya. 
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SUMMARY 

 

 The business of photo studios, especially self-photo studios, has experienced 

rapid growth through technological innovation and social media promotions, as 

witnessed by Photocandy Studio in Surabaya. Despite attracting attention with its self-

photo studio concept and various facilities, such as Onesie costumes, studio spotlights, 

and a variety of backgrounds, Photocandy faces challenges in the aspect of service 

quality. Customers criticize the lack of satisfaction with the service, resulting in a 

tarnished reputation for the business. In the context of the service industry, service 

quality plays a key role in enhancing customer satisfaction. Additionally, price 

perception and social media promotions also influence customer satisfaction. This 

research aims to analyze the impact of service quality, promotions, and price 

perception on customer satisfaction at Photocandy Studio in Royal Plaza Surabaya, 

with the hope of providing theoretical and practical insights for business development 

and decision-making. 

 Chapter 2 discusses marketing management with a focus on marketing 

strategies, service quality, promotions, price perception, and customer satisfaction. 

Marketing management involves planning, implementation, and supervision of 

strategies to promote products or services to meet customer needs. Marketing 

strategies include market segmentation, positioning, market entry strategy, marketing 

mix strategy, and timing strategy. Service quality is the effort to meet customer needs 

with factors such as workforce quantity, workforce quality, employee motivation, 

leadership, organizational culture, employee welfare, and the work environment. 

Service quality indicators involve tangibility, reliability, responsiveness, empathy, 

and assurance. Promotion is communication between sellers and buyers with factors 

such as market nature, product nature, product life cycle, and available funds. 

Promotion indicators involve advertising, personal selling, sales promotion, and direct 

marketing. Price perception is influenced by perceptions of price fairness and price 

injustice, with indicators such as price affordability, price suitability for product 

quality, price competitiveness, and price suitability for benefits. Customer satisfaction 

is the feeling of pleasure or disappointment after comparing product performance with 

customer expectations, with factors such as tangibles, reliability, responsiveness, and 

empathy. Customer satisfaction indicators involve product attributes, service 

attributes, and purchase attributes. Previous research indicates that service quality, 

promotions, and price perception significantly influence customer satisfaction. The 

research hypothesis states that service quality, promotions, and price perception 
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simultaneously have a significant effect on customer satisfaction at Photocandy 

Studio Royal Plaza Surabaya. 

 Analysis results show that service quality has a positive and significant impact 

on customer satisfaction at PhotoCandy Studio Royal Plaza Surabaya, with a 

coefficient value of 0.263. The argument supporting this is that customers not only 

consider the highest service quality but also factors such as convenience and price. 

Similarly, promotions have a significant impact on customer satisfaction, with a 

coefficient value of 0.243. Promotions are measured through dimensions such as gifts, 

sponsorship, and the impression of advertising in the media. Price perception also has 

a positive and significant impact on customer satisfaction, with a coefficient value of 

0.226. Consumers tend to view price as a signal of quality, and this research supports 

that the perception of price fairness has a positive impact on customer satisfaction. 

Collectively, product quality, price, and service quality also have a significant impact 

on customer satisfaction, as indicated by the computed F-value of 234.277. Thus, it 

can be concluded that these factors collectively contribute to the level of customer 

satisfaction at Photocandy Studio Royal Plaza Surabaya. 
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