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CHAPTER II 

LITERATURE REVIEW 

2.1 Previous Researches 

The first journal was written by Saidani and Arifin (2012). It is a 

quantitative journal that aims to test the influence of product quality and service to 

customer satisfaction and repurchase intention of Ranch Market Pondok Indah, 

Jakarta. The samples of the journal were chosen using convenience-sampling 

method, and were 160 customers of Ranch Market Pondok Indah, Jakarta. The 

validity was tested using bivariate Pearson correlation, and the reliability was 

tested using Cronbach’s alpha test. This journal used customer satisfaction as one 

of the research variables, and the result suggested that product quality and service 

quality has positive effect on customer satisfaction and repurchase intention. This 

journal is chosen as guidance because it studied the same variable that is used in 

this research, which is customer satisfaction. 

The second journal was written by Tan, Oriade, and Fallon (2014). This 

journal used both quantitative and qualitative approaches, and the aim was to find 

whether or not does service quality have influence on customer satisfaction in 

Chinese fast food sector. The quantitative approach used was 205 questionnaires 

using three sources: interview responses of the customers, the restaurant’s survey, 

and the literature. The qualitative approach used was face-to-face interviews and 

group discussion. The finding of this journal suggested that food quality is the 

most significant dimension in service quality as well as the most significant 
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predictor of customer satisfaction.  From this journal the researcher can learn 

more about customer satisfaction and interview technique that can be very useful 

for this research. 

The third journal was written by Ghimire (2012). This journal aimed to 

analyze the satisfaction of the customers in a Nepalese restaurant in Helsinki, 

called Sagarmatha. This journal also used both quantitative and qualitative 

approaches. The quantitative approach was using a questionnaire and then 

analyzed through SPSS, and the qualitative approach used structured interviewing 

which then is manually analyzed. The respondents are customers of Sagarmatha 

restaurant. The result of the journal revealed that customers are satisfied with 

Sagarmatha restaurant by how the prices offered are affordable, but the services 

are very slow. The customers also suggested for the manager to redecorate the 

restaurant because it does not show that it is a Nepalese restaurant from any angle. 

This journal is similar to this research in a way that both are aiming to analyze the 

customer satisfaction of a certain business using the similar approach that is 

structured interview. This journal can be a very helpful guidance for this research. 

The fourth journal was written by Mandal and Bhattacharya (2013). This 

journal aimed to study the factors that affect customer satisfaction in Indian retail 

banking from a qualitative perspective. The qualitative approach used was 

Grounded Theory Method. Depth interviews and focus groups were also 

conducted in this research. The result of this journal revealed that core products, 

services, and general ambience in the bank are the factors that affect customer 

satisfaction in Indian retail banking. This journal is similar to this research in a 
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way that both are studying about the customer satisfaction factors in a certain 

business in a qualitative way. This journal can be a very helpful guidance in terms 

of giving more insight to the researcher about customer satisfaction and depth 

interview methods. 

2.2  Theory 

2.2.1 Customer Satisfaction 

Sangadji and Sopiah (2013:181) defined satisfaction or dissatisfaction as 

the reflection of the joy or disappointment felt that comes from the comparison 

between the expected and actual performance of a product. A customer that is 

satisfied with a product/service will come back for more, because the satisfaction 

builds loyalty. 

According to Sangadji and Sopiah (2013:182), in the era of tight business 

competition, customer satisfaction is priority. Customers are treated like kings and 

they have to be served. The effort in satisfying the customers’ needs has to be 

done in a beneficial way, or in a win-win situation, that is a situation where both 

parties are satisfied and none is disadvantaged. 

In the theory of Sangadji and Sopiah (2013:182) customer satisfaction can 

establish a harmonious relationship between the seller and customer. This is 

supported by Kotler and Keller (2012:150) that stated high satisfaction or delight 

creates an emotional bold with the brand or company, not just a rational 

preference. This creates a strong base for repetitive orders as well as customer 
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loyalty; it forms recommendations from mouth to mouth that can benefit the 

company. 

According to Sangadji and Sopiah (2013:181), many of the companies 

have succeeded today because they have succeeded in fulfilling the expectations 

of their customers. This theory is supported by Kotler and Keller (2012:150) that 

added customers’ expectations result from past buying experience, friends’ and 

associates’ advice, and marketers’ and competitors’ information and promises. If 

marketer raise expectations too high, the buyer is likely to be disappointed. If it 

sets expectations too low, it will not attract enough buyers (although it will satisfy 

those who do buy). Customers’ expectation is based on the experience from 

previous purchases, and the purchasing decisions are based on the value formed 

on the marketing done by the marketers. 

Sangadji and Sopiah (2013:190) explained that in a purchasing decision 

making process, a customer will not stop at consuming process. Customer will do 

an evaluation based on the consumption done. This is called alternate after-

purchase or after-consumption process. The result of the evaluation process is 

satisfaction or dissatisfaction. Satisfaction will drive the customer to re-consume 

or repurchase the product/service. On the contrary, dissatisfaction will create 

disappointment and drive the customer to stop purchasing and consuming the 

product/service. 

Kotler and Keller (2012:153) suggested that product and service quality, 

customer satisfaction, and company profitability are intimately connected; higher 
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the quality results in higher the satisfaction, which supports higher price and 

(often) lower costs.  

According to Kotler (in Ishak and Lutfhi, 2011:60), there are three factors 

that affect customer satisfaction: 

a. Price that is competitive with other similar products. 

b. Service given is able to give satisfaction to the customers 

c. Product quality fits the customers’ expectation. 

According to Kotler and Keller (2010:81), there are three indicators for the 

customers to review a price: 

a. Price that is set by the company is considered to be better than the price set 

by other competitors. 

b. Price that is set by the company is considered to be appropriate to what is 

given to the customers. 

c. Price that is set by the company is considered to be appropriate to the 

customers’ financial capability. 

According to Parasuraman, Zeithaml, and Berry in (Saidani and Arifin, 

2012:5), there are five dimensions of service quality: 

a. Tangibles, the appearance of physical facilities, equipment, personnel and 

written materials. 

b. Reliability, the ability to perform the promised service dependably and 

accurately. 
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c. Responsiveness, the willingness to help customers and provide quick 

service. 

d. Assurance, the employees’ knowledge and courtesy and their ability to 

inspire trust and confidence. 

e. Empathy, the care, easy access, good communication, customer 

understanding and personal attention given to customers. 

According to Hasan (2014:89), in the reality of business customers can 

evaluate combinations of product attributes as the determinants of expectation and 

satisfaction level by: 

a. Form, the size and physical appearance. 

b. Feature, the basic features of the product. 

c. Conformance, the specification conformity with the expectation. 

d. Durability, the life span of the product in normal condition. 

e. Reliability, the measurement of defectiveness in certain span of period. 

f. Reparability, the easiness in repairing. 

g. Style, the appearance and the feel of the product. 

h. Design, the feature totality of the product. 
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2.3  Research Framework 

 

 

 

 

  

Background 
Little Snaps is a photography company that specializes in children. The purpose of the 

research is to analyze the factors that affect the satisfaction of Little Snaps’ customers. 

Theoretical Basis 

1) Satisfaction or dissatisfaction is the 

reflection of the joy or 

disappointment felt that comes from 

the compareson between the 

expected and actual performance of 

a product/service (Sangadji and 

Sopiah, 2013:181) 

2) Many of the companies have 

succeeded today because they have 

succeeded in fulfilling the 

expectations of their customers 

(Sangadji and Sopiah, 2013:181), 

3) Customers satisfaction is affected by 

price, service, and product (Kotler 

in Ishak and Lutfhi, 2011:60) 

 

Previous Research 

1) “Pengaruh Kualitas Produk dan 

Kualitas Layanan Terhadap 

Kepuasan Konsumen dan Minat 

Beli Pada Ranch Market” by 

Saidani and Arifin (2012) 

2) “Service Quality and Customer 

Satisfaction in Chinese Fast Food 

Sector: A Proposal for CFFRSERV” 

by Tan, Oriade, and Fallon (2014) 

3) “Service Quality and Customer 

Satisfaction in The Restaurant 

Business” by Ghimire (2012) 

4) “Customer Satisfaction in Indian 

Retail Banking: A Grounded Theory 

Approach” by. Mandal and 

Bhattacharya (2013) 

 

Analysis 

Discussion 

Thesis 

Figure 2.2 Research Framework 

Research Problems 

 
1. What are the factors that affect Little Snaps’ customer satisfaction? 

2. What are Little Snaps’ customers’ inputs about the factors that affect their satisfaction? 
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2.4  Analysis Model 

 Based on the problem exposed and the theories above, the analysis model 

is as following: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Price: 

a. Competitive 

b. Worthy 

c. Suitable 

Service: 

a. Tangibles 

b. Reliability 

c. Responsive 

d. Assurance 

e. Empathy 

Product: 

a. Form 

b. Feature 

c. Conformance 

d. Durability 

e. Reliability 

f. Reparability 

g. Style 

h. Design 

Little Snaps’ 

Customer Satisfaction 

Figure 2.3 Analysis Model 

Source: Kotler (in Ishak and Lutfhi, 2011:60) , Kotler and Keller (2010:81), Parasuraman, 

Zeithaml, and Berry in (Saidani and Arifin, 2012:5), and Hasan (2014:89). 


