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Abstrak

Penelitian ini menyoroti pengaruh kualitas pelayanan dan reputasi institusi pendidikan tinggi
swasta dalam membangun loyalitas mahasiswa. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei. Responden penlitian adalah 185 mahasiswa dari Universitas
PGRI Palembang. Teknik Analisis menggunakan model persamaan struktural (SEM)
SmartPLS berbasis varian. Hasil peneltian menunjukkan bahwa kualitas pelayanan
berpengaruh langsung signifikan terhadap reputasi, tidak berpengaruh langsung signifikan
terhadap loyalitas mahasiswa. Reputasi institusi berpengaruh langsung sangat signifikan
terhadap loyalitas. Kualitas pelayanan mahasiswa memiliki pengaruh tidak langsung
signifikan terhadap loyalitas mahasiswa melalui reputasi institusi, ini menyiratkan bahwa
reputasi institusi membawa hubungan pengaruh (antecendents) antara variabel kualitas
pelayanan terhadap loyalitas mahasiswa. Temuan ini dapat membantu institusi pendidikan
tinggi untuk membuat rencana strategis yang lebih baik guna meningkatkan loyalitas
mahasiswa melalui peningkatan kualitas pelayanan dan reputasi institusi.

Kata kunci: Loyalitas Mahasiswa, Kualitas Pelayanan, dan Reputasi institusi.
Abstract

This research highlights the effect of service quality and the reputation of private higher
institutions in building student loyalty. This research uses a quantitative approach with a
survey method. The research respondents were 185 students from PGRI Palembang
University. Analysis techniques using variance-based structural equation models (SEM)
SmartPLS. The results of the study indicate that the quality of service has a significant direct
effect on reputation, not a significant direct effect on student loyalty. Institutional reputation
has a very significant direct effect on loyalty. Student service quality has a significant indirect
effect on student loyalty through the reputation of the institution, this implies that the
reputation of the institution carries an influence relationship (antecendents) between service
quality variables on student loyalty. These findings can help higher education institutions to
make better strategic plans to increase student loyalty through improving the quality of
service and the reputation of the institution.

Keywords. Student’s Loyalty; Services Quality, Institutional Reputations.

1. Introduction meeting student expectations and needs

The increase of competition between (Thomas, 2011). As a consequence, higher
higher education institutions to attract new education institutions are forced to commit
students places greater emphasis on on certain quality criteria and adopt market
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orientation strategies to differentiate them
from competitors by providing high quality
services and with a lasting effect on the
institution and the students (Thomas,
2011).

According to Poole et al . (2000)
universities that face high competition and
commercialization often turn to strategies
to improve the quality of service and
related factors to achieve competitive
advantage in challenging environment
recently.

Service quality, in this context, is
recognized as a key performance
measurement for excellence in education
and a strategic variable for universities as
service  providers (Donaldson and
Runciman, 1995) . The reputation of an
institution is influenced by the quality of
services provided by the institution (J e
ong Kim, 2010) . On the other hand,
Ravald and Gronroos (1996) state that
customer not only appreciate the product
but also the organization that supplies the
product or service. Thus, the reputation of
the supplier is important for customer
loyalty (Zabala et al . 2005). The
reputation of the institution is the main
determinant of customer loyalty (Tarus and
Rabach , 2013), therefore the vision of
student loyalty and the factors responsible
for their loyalty behavior should be the
main concern when determining the most
suitable organizational strategy (Yap et al .
2012; Helgesen and Nesset, 2007).
According to Ali Deghan et al. ( 2014 )
Student loyalty is very important for
academics and has been the subject of
strategic attention for higher education
institutions. Student loyalty is greatly
influenced by the quality of service and
reputation of the higher education
institution itself (Fares, 2013) . Therefore,
this paper investigate the effect of service
quality and reputation of higher education
institutions against students loyalty, and
the variants of the proposed model were
examined through a structural equation
modeling approach.
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Student loyalty

Peppers and Rogers (2005) and
Zeithaml, Bitner and Gremler (2006) state
that customer loyalty is an action or
strategy that can win the long term
competition, a way to get, retain, and
increase the number of customers.
According to Dharmamesta (1999); Griffin
(2005); and Barnes (2003) revealed that
loyal customers are reflected in their
behavior on making repeat purchases
within a certain period of time, and these
customers have a strong emotional
relationship with the product or company.
Customer loyalty is manifested in various
ways including commitment to repurchase
or subscribe to a preferred product or
service (Oliver, 1997; Reichheld and
Sasser, 1990; Dick and Basu, 1994).
In the context of education, student loyalty
has a short-term and long-term impact on
educational institutions. Loyal students
positively influence teaching quality
through active participation and committed
behavior (Rodie and Kleine, 2000).
Willing to recommend the institution to
others. In addition, more and more
graduates are continuing their education at
a higher level in the same higher education
to increase their knowledge (Marzo-
Navarro et al . 2005).

Service quality

According to Zeithaml, Bitner and
Gremler (2018), service quality ( SQ ) is
defined as a focused -evaluation that
reflects customer perceptions on specific
dimensions from services provided.
Specific perceptions on service dimension
are influenced by several factors including
the service quality received, product
quality, price factor, situational and
personal factors. 5 dimensions that
determine service quality: Tangibles,
Reliability, Responsiveness, Assurance,
and Empathy (Zeithaml, Bitner and
Gremler (2018).

Service quality is an important factor
for developing and maintaining customer
relationships (Park et al ., 2006). Because
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it has a significant impact on customer
loyalty to service companies, this construct
is a major determinant of the success or
failure of companies in a competitive
environment (Lin et al . 2009). Service
quality is the difference between
consumers' perceptions on the services
offered by a particular company and their
expectations about the companies that offer
those services (Chou et al . 2011). Lemay
at al. (2009) suggested two main factors
that affect service quality, namely: a)
customer perceptions on the real service
they receive (perceived service), and b)
service that is actually expected / desired
(expected service) .

Service is the behavior of producers in
order to meet the needs and desires of
consumers in order to achieve satisfaction
for the consumers (Kotler, 2002).
According to Stanton at al. (2007).
Services are activities or actions that can
be offered by one party to another that are
not physically tangible.

Kotler ( 2005) said that service quality
is a model that describes the condition of
customers in the form of expectations for
service from past experiences, word of
mouth promotions, and advertising by
comparing the service they expect with
what they receive/feel. Lemay at al. (2009)
suggested two main factors that affect
service quality, namely: a) customer
perceptions of the real service they receive
(perceived service). Quality must start
from consumer needs and end at customer
perception. This means that a good quality
image is not based on the provider's point
of view or perception, but based on the
customer's point of view or perception, and
b) service that is actually expected/desired
(expected service) .

Institutional Reputation

Reputation is: (a) an assessment by
stakeholders of the company's ability to
meet its expectations, (b) a collective
system of subjective trust among members
of a social group, (c) the collective trust
that exists within the organization's field
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(d) the visibility and stability of the media
gained by the company and (e) the
collective representation that many people
have in mind about an organization from
time to time (Alessandri at al. 2006) .
Eckert (2017) stated that a company's
reputation is relatively stable and long-
term as a result of a collective assessment
by outsiders of a company's actions and
achievements. Hoffmann at al . (2016 ) ,
reputation reflects the bona fide of the
company. Jgsang at al . (2007) define
reputation is something that is often
expressed or believed about the nature or
attitude of a person .

Higher education reputation is “a
subjective and collective acknowledgment
or assessment of stakeholders towards a
university, which shows their views,
attitudes, evaluations, levels of trust,
admiration, good feelings, and appreciation
for higher education institutions from time
to time as a result of past actions, which
can contribute to the achievement of
sustainable competitive advantage for
these higher education institutions (
Lupiyoadi , 2016) . According to Aula and
Tienari (2011), university reputation can
be built in various ways, namely: “societal
significance, interdisciplinary
innovativeness, and symbolicbreak with the
past”. Instill goals to be a top university in
the world and  build a unique
interdisciplinary university that fosters
innovation relevant to business practice
through research and best teaching.
Emphasizes novelty and new beginnings
through symbols not directly related to
university. The three themes above are the
three main pillars for building a
university's reputation.

Service Quality and Student Loyalty
Service  quality  according to
Parasuraman et al . (1985) is the difference
between customer service expectations and
service perceived. The theory of customer
behavior says that customer satisfaction is
the perspective of the consumer experience
after consuming or using a product or
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service. An effective way of measuring
customer satisfaction is to assess the
relationship between customer satisfaction
and service quality.

According to Hsu et al. (2008)
customer satisfaction can mediate the
relationship between quality and customer
loyalty. The creation of customer
satisfaction is formed from the quality of
service obtained by consumers in
accordance with expectations/desire, can
provide several benefits, including the
relationship between companies/
institutions and customers/students to be
harmonious, providing a good basis for
repeat purchases and creating customer
loyalty, as well as forming
recommendations. word of mouth that
benefits companies/institutions, such as a
higher education institution.

Institutional Reputation and Student
Loyalty.

There are two elements that make up
reputation according to Akhtar et. al.,
(2016), the service quality and the work of
the institution. By definition, according to
Griffin (2005), when there is a repeat
purchase, there is a potential for loyalty
and the institution reputation is built
because of the high quality of service.
According to Griffin (2005), at the same
time, service customers can also feel the
indirect consequences of the gait of the
institution that he is using his services for.
Pride will arise because he feels in a great
community and gets recognition from
others who believe. Loyalty to remain in
the community will be created by itself.

Service Quality and Institutional
Reputation

According to Selnes (1993) service
quality determine the reputation of an
institution because that reputation can
provide an attraction to attract customers.
Customers who receive good quality
products will feel happy and the
experience will be shared with others, so
that the reputation image will be stronger.
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A strong reputation is an indicator of the
value of product or service quality.

The dimension of service quality is one
of the dimensions of reputation in
educational settings, including universities.
University academic reputation can be
measured from reputation at the level of
study programs, reputation at the
institutional level and academic
performance. (Wibowo, 2014).

From description of student service
quality and the reputation theory of a
higher  education institution/university
above, it can be assumed that the service
quality of higher education has a direct
effect on the reputation of higher education
institution .

Based on the literature review stated
above, it is possible to formulate the
conceptual framework in Figure 1 and the
following hypotheses:

H1  Service quality has a direct positive
effect on student loyalty.

H2  The reputation of the institution has
a direct positive effect on student loyalty.
H3  Service quality has a direct positive
effect on the institutional reputation.

H4  Service quality has an indirect
effect on student loyalty through the
variable reputation of the institution.

2. Methodology.

Population and  Sample:  The
population of this study were all final
semester students of PGRI Palembang
University who were registered in the
2018/2019 academic year, as many as
1,776 students. The number of samples is
determined according to Bartlett Table,
Kotrlik and Higgins, (2001) for continuous
data ( continuous data ) with a margin of
error of 3%, ( margin of error = .03 ) and
alpha 1%. The number of samples required
is 185 students. Determination of
respondents is done by simple random
sampling ( simple random sampling ) and
proportional to each study program.

Measurement : Measuring independent
variables and dependent variables using a
five-point Linkert type with alternative
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respondents answers expressed in the form
of interval data on a scale of 1 to five,
namely: score 1 (strongly disagree), score
2 (disagree), score 3 ( neutral), a score of 4
(agree) and a score of 5 (strongly agree) .

3. Research result

The results of the research are made in
a theoretical model diagram, then an
analysis is carried out to calculate the path
coefficient using the software algorithm
SEM-SmartPLS 3.0 . Factorial analysis in
the structural model and its relation to the
dimensions of each variable of student
loyalty, service quality and institutional
reputation is carried out by calculating the
loading factor value of each indicator on
each dimension of each variable. The
results of the analysis of the loading factor
values are presented in Tables 1, 2, 3, and
4.

Table 1. Outer Loading Factors Variable
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valid, where all AVE values are greater
than 0.5.

Table 2 Outer Loading Factors Institutional
Reputation Variables (X 2)

No. Dimensions of Var.

Indicator Reputation, X »

Items X2.1 | X2.2 | X2.3 | X2.4

Q73 0.769

Q83 0.757

Q86 0.841

Q87 0.725

Q91 0.757

Q92 0.757

Q95 0.745

Q96 0.746

Q97 0.740

Q98 0.808

Q99 0.767

Q100 0.780

Q101 0.782

Q102 0.776

Q103 0.726

Q104 0.809

Q105 0.743

Q106 0.794

Q107 0.720

Table 3 Outer Loading Factors Service
Quality Variable (X 1)

Student Loyalty (Y)
No. Student Loyalty Variable (Y
Indicator
Items Y1l Y2 Y3 Y4
Q7 1,000
Q10 0.739
Q11 0.792
Q13 0.787
Q14 0.799
Q18 0.779
Q20 0.838
Q21 0.885
Q27 1,000

From the results of PLS Alogarithm Figure
1. and the tabulation matrix, an evaluation
was carried out to determine the
convergent validity of each value of the
indicator observation results. The results of
the evaluation of the convergent validity
model show that all loading values are
greater than 0.7, so that all indicators are
declared valid and can be used for further
analysis.

PLS Alogarithm output against the AVE
value as given in table 2 shows that the
indicators in the model are declared all

No. Dimensions of Service Quality
Indicato Variables, X 1
ritems | X1 | X2 | X13| X114 | X1s

Q3 0.73

Qs 0.72

Q 36 0.72

Qw0 0.78

Qa 0.72

Q 0.7?

Qs o

Q 44 0'7%

Qs

Qs
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X13 0.951
X 14 0.823
X 15 0.877

Institutional Reputation (X

2)

X 21 0.935
X 22 0.888
X 23 0.731
X 24 0.729

To ensure that there are no problems
related to measurements for the structural
model , the step taken is to test the
unidimensionality of the model using
composite indicators reliability and alpha
cronbach . For these two indicators the
cut-off value is 0.7. Table 1 shows that all
indicators have a composite value of
reliability and Cronbach's Alpha above
0.7. Therefore, no reliability/
indimesiaoneality problems were found in
the formed model, and the sub-indicators
were consistent in measuring the construct.

From the wvalidity test of the
comparison of the square root values of
AVE and S square in Tables 5 and 6. it is
known that the constructs in the model can
be said to have good discriminant validity.

Table 5. Value of AVE, Composite
Reliability and Cronbachs Alpha and R

Q . 0.72

Q 48 0.7§

0

Q s0 0'78

Qs 0'72

Q52 0'72

Qs3 0'83

Q 54 0'7%

Qss 0'71

0=

Q 57 0'72

o
Q2 0'88

Q63 0'82

Q 65 0.78
Q 66 0.78
Qe 0.72
Qe 0.72
Q 60 0.82
Q70 0.8§
Qn 0.7;

Table 4 Loading Factors Dimension
Variable Loyalty, Service Quality and
Institutional Reputation

Variable | Loading Factor
Student Loyalty (Y)
Y1 0.580
Y2 0.899
Y 3 0.535
Y 4 0.694
Service Quality (X 1)
X11 0.805
X12 0.870

Square
Composit
AV e Cronsbach
E | Reliabilit Alpha
y
. 0.5
Quality 55 0.966 0.963
05
Loyalty 07 0.938 0.931
Reputatio | 0.5 0.959 0.956
n 98

Table 6. Latent VVariable Correlation

Ro R
Qual | Reputa | Loya | ot
var. ity tion ity | AV Squ
E | are
Kua | 1,00 0.6 -
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litas 0 86
repu | 0.78 0.6 | 0.71
bag 5 1,000 74 4
:;Oya 059 | yarg | 200 | 06 | 061
y 0 ' 0 |31 o
bag
Table 7 Inner Model Direct Effect Value
coef
t- P
N | Influen | . Conclu
valu | val g
0 | ce Tra tion
e ue
ck
Quality
of
, | Service | 010 | 1.02 | 03 siNn?}iC
for 2 |9 |o_ gant
Student
Loyalty
Instituti
onal
5 Reputat | 0.48 | 4.62 | 0.0 | Signific
ionfor |8 2 0_ |ant
Student
Loyalty
Service
Quality
5 fﬂgiﬂf 0.78 | 21,6 | 0.0 | Signific
5 12 0 |ant
onal
Reputat
ion

Table 8 Inner Model Indirect Effect Total

Value
Influence coef. t P Conclution
Track | value | value
Service
Quality
towards 0.488 0. C e
Loyalty ~ 6.363 000 Significant
through
reputation
Hypothesis test :

Hypothesis testing (B, y, and A) was
carried out using the resampling
Bootstrapping method developed by Geiser
and Stone in Haryono (2017). The statistic
test using t statistic or t test . The results of
the analysis related to the results of
hypothesis testing and an explanation of
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the strength of the relationship between
variables involved in this analysis can be
seen in Table 7 and 8.

Based on bootstrapping results (Tables
7 and 8) were tested on ten hypotheses.
The test results show that five of the ten
hypotheses  proposed are  supported
because they have a tvaie of >1.98 and a p
value of <0.05, which means that it has a
positive and significant effect, namely H2.
Institutional reputation has a direct positive
and significant effect on student loyalty;
H3 service quality has a positive and
significant direct effect on institutional
reputation, and H4 service quality
significantly  positive and significant
indirect effect on loyalty through
institutional reputation (tvaie=6.363>1.98,
Pvale=0.00<0.05 For 1 (one) hypothesis
that does not support, which means no
significant effect , namely : H1 service
quality does not have a direct influence on
student loyalty (t vaiwe =1.029< 1.98, P valve
=0.304>0.05).

A. Discussion of Research Results The
Direct Effect of Service Quality on
Student Loyalty
Service quality has no direct effect on

loyalty. This statement is based on the path

coefficient value of 0.102, the estimated T

value of 1.029 < 1.96 and the P value of

0.304>0.05. The direct effect of service

quality on student loyalty is only 10.2%

(very low) and the remaining 89.8% is

influenced by other factors. So the quality

of academic services provided to students
such as providing good physical facilities,
reliability, responsiveness, assurance, and
direct attention to students that are
currently being carried out have not been
able to make students loyal. The results of
this study are in line with the research of

Dib and Mokhles (2013).

In contrast to the research of Lee-
Kelley, Davies, and Kangis (2002) |,
Bloemer , DeRuyter, and Petters (1998) ,
and Chandra, Ng and Priyono (2018) , the
service quality variable has a positive and
significant direct influence on loyalty. The
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difference in the results of this study is
caused by differences in the level of
service quality provided by a university to
the quality of service that has not exceeded
student expectations.

The influence of institutional reputation
on student loyalty

The results of this study indicate that
institutional reputation variable has a direct
and significant effect on student
satisfaction. The direct effect is 0.524, the
T statistic is 6.572>1.96 and the P-value is
0.00<0.050. In other words, if the
reputation of the institution increases or
decreases by one unit, student satisfaction
increases or decreases by 0.524 units,
meaning that reputation has a direct
influence on student loyalty and from the
qualitative analysis above indicates that a
high reputation, or broad recognition of the
institution, is closely related with student
loyalty.

Theoretically, this can be explained
that the good quality of service, the wide
gait of the university, the recognition of the
Government, namely the  National
Accreditation Board, and a positive
student/graduate profile can be said to be a
high driving factor for students not to
move or attend lectures until they finally
graduate. , willing to recommend to others,
willing to continue studying Masters, and
maintain good relations with the college
where they study. The results of this study
are in line with the results of research
conducted by Alves and Raposo (2010),
Helgesen and Nesset (2007), and Nguyen
and LeBlanc (2013) .

Through a strategy  built  for
maintaining and keep continuing improve
reputation through improving facilities and
infrastructure, developing roles and
obtaining various recognitions  from
various parties, it is clear that it is easier
for a higher education institution to excel
in highyly fierce competition, which in the
end the public's interest in choosing to
study at university will be greater.
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In the relation of reputation to loyalty,
the most significant factor is the reputation
of study program that choosen by student.
That is, the better the reputation of the
study program, it will automatically
increase student loyalty to higher education
institutions as a whole.

This study confirms the results of
research conducted by Deghan et.al (2014)
that the higher the reputation will
automatically increase student loyalty.

The influence of service quality on
institutional reputation

The results of hypothesis testing
indicate that service quality has a direct
and significant effect on the institutional
reputation. The reputation of a well-known
institution can increase student satisfaction
and student loyalty. Good service quality is
a characteristic of educational institutions
that are able to improve the reputation of
the institution. These results support the
findings of the research by Deghan et . al .
(2014).

Institutions with strong reputations
enjoy superior market positions, although
they need to continually reinvest in
resources and skills to maintain their
competitiveness. University administrators
can handle parental or student satisfaction
to achieve a good university reputation. A
carefully crafted and implemented program
to enhance parent/student satisfaction and
the reputation of the institution will be an
important tool for attracting students in the
future.

Indirect Effect of Service Quality on
Student Loyalty through Institutional
reputation variables.

Path coefficient value of direct
influence of service quality variable on
reputation is 0.785 and the influence of
reputation on student loyalty is 0.488, then
the indirect effect of service quality on
loyalty is 0.383 while the direct effect of
service quality on student loyalty is 0.102,
then the total effect of service quality on
student loyalty is 0.488 and t statistic =
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6.363, and p value = 0.00, this means that
the reputation construct of the institution is
said to be able to mediate in increasing the
effect of good service quality. This can be
seen from the increase in the path
coefficient value from 0.102 to 0.488 or
the increase in influence from 10.20% to
48.8%. Thus the total effect of service
quality on student loyalty is 0.590 with an
estimated T value = 12.145 > 196 and a P
value = 0.00 < 0.05, which can be
concluded that service quality indirectly
has a significant effect on student loyalty
through the variable the reputation of the
institution. These results are in line with
the results of research conducted by Kaura,
Prasad and Sharma (2015).

4. Conclusion

Based on the study of the conceptual
framework of four hypotheses. Overall,
three hypotheses were found to be
supported and one hypothesis was not
supported. Service quality does not directly
affect student loyalty. The reputation of the
institution has a direct and significant
effect on student loyalty. Service quality
has a significant direct effect on the
reputation of the institution. Service
quality indirectly through the reputation of
the institution has a significant effect on
student loyalty. These results indicate that
the quality of service provided can shape
students to be loyal through the variable
reputation of the institution.

Implication

Based on research findings that the
quality of service is very influential on the
intitusional reputation. Therefore,
educational institutions need to continue
improving the quality of service in order to
improve the reputation of the institution,
and ultimately increase student loyalty.

The influence  of institutional
reputation on loyalty is the most significant
factor. Where the higher the reputation of
the institution it will be able to increase
student loyalty to higher education
institutions as a whole.
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Student loyalty is one of the key
success factors in  managing higher
education. Students do not transfer
colleges to other places, students'
willingness to recommend other people to
study where they are currently studying
and are willing to continue their master's
degree and maintain good relations with U-
PGRI are four strategic impacts of student
loyalty. The findings of this study provide
managerial implications in the context of
increasing student loyalty.

The results of this study indicate that
service quality is an appropriate instrument
to measure service quality in education. In
addition, because all dimensions of service
quality attributes are positively correlated
with reputation, educational institutions
must emphasize all dimensions of service
quality in maintaining and improving
service quality for students.

In an effort to build student loyalty,
what must be a concern for higher
education management is to continue to
maintain and improve the reputation of the
institution and continue to strive to
improve and improve the quality of service
in order to provide better student loyalty.
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