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ABSTRACT 

Higher education is a sector that has contribution in producing competent and dedicated graduates for the nation and state. Universities 

that are less qualified will gradually be threatened with their existence. Universities need to be heedful to situations and conditions and are 

expected to be able to see the needs and desires of students as service users. The purpose of this research is to test and explain; the effect of 

quality service on student satisfaction, the effect of brand image on student satisfaction, the effect of tuition fees on student satisfaction, the 

effect of quality service on student loyalty, the effect of tuition fees on student loyalty, the effect of brand image on student loyalty, the effect 

of student satisfaction on student loyalty, the effect of quality service on student loyalty is mediated by student satisfaction, the effect of brand 

image on student loyalty is mediated by student satisfaction, the effect of tuition fees on student loyalty is mediated by student 

satisfaction. This research is a relationship/correlational research. The population in this study composed of 359 students. The sampling 

procedure used non-probability sampling with a purposive sampling method with a total sample of 125 students. Data collection techniques 

were carried out through questionnaires, interviews and documentation. The data obtained was then analyzed using descriptive statistics and 

inferential statistics with Smart-PLS analysis. The results showed that; quality service has a positive and significant effect on student 

satisfaction, brand image has a positive and significant effect on student satisfaction, tuition fees have no effect on student satisfaction, quality 

service has no effect on student loyalty, brand image has no effect on student loyalty, tuition fees have no effect on loyalty students, student 

satisfaction has a positive and significant effect on student loyalty, service quality has an effect on loyalty through student satisfaction, brand 

image has a positive and significant effect on loyalty through student satisfaction, and tuition fees have no effect on loyalty through student 

satisfaction. It is expected that further researchers will conduct research by adding other variables not discussed in this study. 

 

Keywords: Quality service, brand image, tuition fees, student satisfaction and student loyalty. 

  

I. INTRODUCTION 

In the era of globalization, the mindset of the people has been changing towards the importance of higher education 

that requires people to continue their education to a higher level. Higher education is considered as a place that can produce 

quality and dedicated human resources or personnel for the nation and state. Higher education as a strategic sector aims to 

produce quality human resources in the face of globalization, that has been creating an eminent competition among universities. 

Universities that are less qualified will gradually be threatened with their existence. The existence of a university can be 

measured by the level of student satisfaction with the quality service provided by the university. 

Students are consumers of a higher education institution so that the concept of student satisfaction can be equated with 

customer satisfaction, namely the level of one's feelings after comparing with the perceived performance/results as compared 

to their expectations. Student satisfaction is related to what students have been expected from the situation given by the 

university. Student satisfaction is closely related to the quality services provided by universities to students as service users. 

The results of the research presented by Putri, (2017) concluded that quality service has a positive significant effect on customer 

loyalty. This indicates that the quality of service that is considered good in the eyes of consumers can affect the formation of 

consumer loyalty to a product or service. Another thing was also said by Sayyida, et. all, (2015) in a study which showed that 

the better the service quality, the greater the visitor satisfaction. 

Universities need to know the needs and desires of students. So that if the service offered is appropriate or exceeds 

student expectations, then the service is perceived as good and satisfactory or vice versa. The service quality of a higher 

education institution must be based on consumer needs and ends on the consumer's response to the service quality itself. Another 

factor that also influences student satisfaction is the campus brand image. Ermawati (2018), Brand image is a collection of 

perceptions about a brand that are interrelated in the human mind. Creating a brand image will be beneficial for universities 

because consumers know the university and the products or services it offers. Looking at the competition in today's world of 

education, universities are also required to always continue to show their identity in order to remain known and close to the 

community. The designation of the identity of a university is an indication of the most basic values which can also be in the 

form of culture and history that cannot be separated from the community itself. For this reason, a university needs to show itself 

through its brand and always continue to be developed by implementing and developing its strategy. 
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Tahun  Administrasi 

Perkantoran 

Teknik Computer 

and Informatic 

 

F M M F 

2015 0 0 14 1 

2016 10 7 8 4 

2017 4 1 11 1 

2018 1 2 8 1 

2019 2 3 1 5 

2020 1 0 2 5 

Total  18 13 44 17 92 

 

In addition to service quality and brand image, tuition fee is also one of the factors that can affect student satisfaction. 

Kotler in Saputra & Hadi, (2017) defines price as the amount of money charged for a product or service, or the amount of value 

that consumers exchange for the benefits of having or using the product or service. In other words, the price (tuition fee) is the 

amount of money paid by students to universities in order to obtain services offered by universities. 

Based on data obtained from the authors, the number of prospective students who continue their studies at IPDC from 

2013-2015 has not changed significantly. Although the institution has implemented several promotional strategies such as 

socialization in schools, distribution of brochures, information through audio-visual media, social media, banners and alumni 

with an expectation that the name of IPDC can be known more widely by the public. However, these efforts are not enough to 

arouse students' interest in continuing their studies at IPDC. For more details, see the table below. 

 

Table 1.1 

Student Enrollment 2013 – 2015  

   

 

 

 

 

 

 

 

 

 

Source: IPDC Administration 2020 

 

Based on the table above, it can be concluded that the number of interested students who want to continue their studies 

at the Instituto Profissional de Canossa has not reached 50%. The total number of new students in the Office Administration 

study program and the Computer and Informatics Engineering study program from 2013 – 2015 were 269 students. Meanwhile, 

the number of students in the first semester or final semester who left or continued their studies at other universities was 92 

students. For more details, see the table below: 

 

Table 1.2 

Number of Students Exiting/Moving from 2015-2020 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: IPDC 2020 Administration 

 

Based on the results of interviews with several students who are currently continuing their studies at other universities, 

it is stated that the main factors causing the student is moving due to economic factors (tuition fees). Prices or tuition fees 

charged to students ($ 120.00/semester) are too high and are not matched by economic income in the family, causing these 

students to move and look for universities with lower tuition fees. The following is a list of tuition fees at each university or 

institute. 
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No. University/Institute Department/ Faculty Tuition Fees 

/Semester 

1.  Instituto Profissional 

de Canossa (IPDC) 

Office Management $ 120.00 

Technic Computer & Informatics $ 125.00 

Tourism: Hospitality and Culinary  $ 120.00 

2.   

Universidade de Dili 

(UNDIL) 

Accounting  $ 110.00 

International Relation $ 110.00 

Management  $ 110.00 

Technic Informatics $ 110.00 

Public Health $ 110.00 

3.  Universidade 

Nasional Timor 

Lorosa’e (UNTL) 

Accounting $ 30.00 

Management $ 30.00 

Hospitality $ 30.00 

Technic Informatics $ 30.00 

Mechanical Engineering  $ 30.00 

Geology  and Petroleum $ 30.00 

4.  Institute of Business 

(IOB) 

Technic Informatics $ 90.00 

Informatics Management $ 90.00 

Computer Accounting $ 90.00 

Public Management $ 90.00 

Financial Management $ 90.00 

Hospitality Management $ 90.00 

Tourism $ 90.00 

5.  Universidade 

Oriental Timor 

Lorosa’e (UNITAL) 

Management $ 65.00 

Accounting $ 65.00 

Study of Development $ 65.00 

Technic Computer and Informatics $ 65.00 

Civil Engineering  $ 65.00 

Electrical Engineering  $ 65.00 
 

 

Table 1.3 

Tuition Fees/Semester for each University 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Based on the table above, it is known that the five universities have different tuition fees or tuition fees. Tuition fee 

charged by UNTL to students are $30.00/semester, UNITAL tuition fee is $65.00/semester, at the Institute of Business (IOB) 

tuition fee is $90.00/semester, Universidade de Dili (UNDIL) is subjected to the tuition fees per semester is $110.00 and tuition 

fee at IPDC is $120.00/semester. Thus, it can be said that (IPDC) has the most expensive tuition fees per semester when 

compared to other universities. Therefore, the number of students each year at IPDC is decreasing.  

In addition, the total cost of entering universities can be seen in the table below: 

 

Table 1.4 

College Tuition Fees 

 
 

University/Institute  Tuition Fee  Cost/Item Total Entrance 

Fee 

 

 

 
IPDC 

Registration Fee $ 15.00  

Matriculation/Orientation $ 30.00  

Almamater Jacket  $ 35.00  

Library $ 10.00  

Building Cost $ 65.00  

Tuition Fee /Semester $ 125.00  

  $ 280.00 

 

 
 

IOB 

Registration Fee $ 10.00  

Matriculation/Orientation $ 15.00  

Almamater Jacket  $ 65.00  

Library $ 15.00  

Building Cost $ 50.00  

Tuition Fee /Semester $ 95.00  

  $ 250.00 

 
 

 

UNDIL 

Registration Fee $ 10.00  

Matriculation/Orientation $ 10.00  

Almamater Jacket  $ 40.00  

Library $ 10.00  

Building Cost $ 150.00  

Tuition Fee /Semester $ 110.00  

  $ 330.00 

 

 

 

UNITAL 

Registration Fee $ 10.00  

Matriculation/Orientation $ 15.00  

Almamater Jacket  $ 45.00  

Library   

Building Cost $ 50.00  

Tuition Fee /Semester $ 65.00  

  $ 185.00 
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Based on the table above, it can be seen that the total entrance fee for a student at one of the universities, Universidade 

de Dili (UNDIL) with entrance fee of $330.00, IPDC with a total entrance fee of $280.00, IOB with a total entrance fee of 

$250.00 and UNITAL with a total entrance fee of $185.00. 

Based on the background of the problem formulation as the main problem in this study, namely: 

1. How is the influence of Service Quality on Student Satisfaction at the Instituto Profissional de Canossa? 

2. How does Brand Image influence Student Satisfaction at the Instituto Profissional de Canossa? 

3. How is the effect of tuition fees on Student Satisfaction at the Instituto Profissional de Canossa? 

4. How does the quality service affect student loyalty at the Instituto Profissional de Canossa? 

5. How do tuition fees affect Student Loyalty at the Instituto Profissional de Canossa? 

6. How is the influence of brand image on Student Loyalty at the Instituto Profissional de Canossa? 

7. How does student satisfaction affect student loyalty at the Instituto Profissional de Canossa? 

8. How the influence of service quality on student loyalty is mediated by student satisfaction at the Instituto Profissional de 

Canossa 

9. How the influence of Brand Image on student loyalty is mediated by student satisfaction at the Instituto Profissional de 

Canossa 

10. How the effect of tuition fees on student loyalty is mediated by student satisfaction at the Instituto Profissional de 

Canossa 

 

II. LITERATURE REVIEW 

A. Quality Service 

Quality Service is defined as the customer's assessment of the superiority or privilege of a product or service as a 

whole. Parasuraman, et.all, (1998) defines service quality as a form of attitude, related but not equal to satisfaction, as a result 

of a comparison between expectations and performance. Furthermore, (Barata, 2003) states that the size of service quality is 

not only determined by the party serving but is more determined by the party being served, because they are the ones who enjoy 

the service so that they can measure service quality based on their expectations in fulfilling their satisfaction. 

According to Parasuraman as cited by Tjiptono, (2011) there are five main dimensions in service quality as follows: 

1. Reliability (reliability): Relating to the organization's ability to provide accurate services from the first time without 

making any mistakes and delivering services in accordance with the agreed time. 

2. Responsiveness relates to the willingness and ability of employees (lecturers and staff) to help consumers and 

respond to their inquiry, as well as to be informed when services will be provided and how quickly the service is 

provided. 

3. Assurance The behavior of employees (lecturers and staff) who are able to foster consumer confidence in 

organizations and organizations can create a sense of security for their consumers. Assurance also means that 

employees are always courteous and possess the knowledge and skills required to deal with any customer inquiries 

or concerns. 

4. Empathy: the organization understands the problems of its customers and acts in the interests of consumers, and 

gives personal attention to consumers and has comfortable operating hours. 

5. Physical Evidence (Tangible): With regard to the attractiveness of physical facilities, complete 

equipment/equipment, and materials used by the organization are clean, as well as the appearance of neat employees 

 

B. Brand Image  

Brand image is a representation of the overall perception of the brand that is formed through information and past 

experiences with the brand. The image of the brand is related to attitudes in the form of beliefs and preferences for a brand. 

Consumers who have a positive image of a brand will be more likely to make a purchase (Damayanti & Wahyono, 2015). 

Furthermore, Kurnia & Aisha, (2018), brand is a tool of corporate identity and its influence in the market. This is a perceptual 

representation that can be interpreted, namely the impression of the customer on the company, which is known as the brand 

image. Brands and images can make a company's service tangible and help differentiate a company through quality and 

resources from the competition. Arman & Shabbir, (2020) "Brand image is the perception of a brand as reflected by brand 

associations held in the memory of consumers". Brand image plays a very important role because it has a major advantage in 

the minds of customers. 

1) Brand Image Indicator. 

Fauzi & Citaningtyas, (2017) stateed that the factors that form a brand image are as follows: 

a. Quality, related to the quality of goods and services offered by producers and with regard to the competence 

of the teaching staff and the opportunity for the graduated to be employed. 

b. Can be trusted or relied upon, relating to opinions or agreements formed by the community about a service 

that is consumed. 
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c. Benefits, which are related to the function of a product or service that can be used by consumers to meet 

their needs. 

d. Services, which are related to the duties of producers or educational institutions in serving consumers or 

students. 

e. Risk is related to the size of the consequences or profit and loss that may be experienced by consumers or 

students after doing or choosing a college. 

 

C. Tuition Fees 

Tuition fees are the total operational costs of students per semester in study programs at state universities, both National 

Universities and Private Universities (Karim, et.all, 2017). Educational costs are needed to facilitate the implementation of 

school program policies, carry out school activities (intra and extra), and can develop schools as quality educational institutions. 

The cost of education can be defined as the amount of money generated and spent for various purposes of providing education 

which includes; salaries of teachers/lecturers, improvement of lecturers' professional abilities, procurement and improvement 

of study room facilities, providing course books, office stationery, extracurricular activities and others.  

 

1) Tuition Fees Indicator 

Suhaylide, (2012) states the indicators used to measure the cost of education consist of: 

1. Tuition fees, including registration fees, development costs, tuition fees per semester, laboratory fees, practical fees, 

and semester and end semester exam fees that must be paid by students. 

2. The cost of college supplies and equipment is student expenses to buy books, equipment, and supplies that can 

support the learning process.  

3. Travel costs, study tours or additional trips are expenses for study tours and observations to increase students' 

empirical knowledge.  

4. Boarding costs are expenses for renting a room or house as a place to live during college.  

5. Payment procedures, relating to the method of payment, where there are two ways of payment consisting of cash 

payments and credit payments. For credit payments, there are usually installment terms. 

6. Benefits are related to the benefits obtained by students after spending money on education. “Benefits include career 

prospects, prestige or prestige, uniqueness of the program, experience during education, quality of association, and 

so on. Consumers tend to look for low prices but provide high value benefits.” 

 

D. Student Satisfaction 

According to Sopiah & Sangadji, (2013) satisfaction or dissatisfaction is a person's feeling of pleasure or 

disappointment that comes from a comparison between his impression of the real/actual product performance and the expected 

product performance. Furthermore, Purwandani, et.al, (2015) said that student satisfaction is a positive attitude of students 

towards the services provided by universities because of the compatibility between expectations and reality received. “Student 

perceptions of educational institutions can lead to student satisfaction consist of eight aspects, namely lecturer performance, 

university performance, student activities, student discipline, decision-making opportunities, university buildings, 

communication and friends around. 

E. Student Loyalty 

Sangadji & Sopiah, (2013) defines customer loyalty in the context of service marketing as a response that is closely 

related to a pledge or promise to uphold the commitment that underlies the continuity of the relationship, and is usually reflected 

in continuous purchases from the same service provider on the basis of dedication and commitment. pragmatic constraints. 

Customer loyalty as people who make regular purchases, purchase between product and service lines, refer them to others, and 

demonstrate immunity from being pulled over by competitors (Liung & Syah, 2017). Sangadji & Sopiah, (2013) suggest six 

indicators that can be used to measure consumer loyalty, namely: 

1. Repurchase 

2. Brand consumption habits 

3. Great sense of liking for the 

4. in the brand 

5. Belief that certain brands are the best 

6. Brand recommendations to others. 

 

III. CONCEPTUAL FRAMEWORK AND HYPOTHESES 

Umar Sekaran in his book Business Research, 1992 in (Sugiyono, 2010) suggests that the framework of thinking is a 

conceptual model of how theory related to various factors that have been identified as important problems. A good framework 

will explain theoretically the relationship between the variables to be studied. So theoretically it is necessary to explain the 
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relationship between the independent variable and the dependent variable. If there are moderator and intervening variables in 

the study, it is also necessary to explain why these variables were involved in the study. The relationship between these variables 

is then formulated in the form of a research paradigm. Therefore, each research paradigm must be based on a framework of 

thought (Sugiyono, 2010:60). Thus, the conceptual framework of Service Quality, Brand Image, and Tuition Fees on Student 

Loyalty through Student Satisfaction can be described in the modeling as follows: 

 

 

Figure 3.1 

Conceptual Framework 

 

 
 

Based on the conceptual framework of the research above, the hypothesis of this study is 

1. H1: Service Quality on Student Satisfaction 

2. H2: Brand image on Student Satisfaction 

3. H3: Tuition fees on Student Satisfaction 

4. H4: Service Quality on Student Loyalty 

5. H5: Brand image on Student Loyalty 

6. H6: Tuition fees on Student Loyalty 

7. H7: Satisfaction with Student Loyalty 

8. H8: Student Satisfaction mediates the influence of Service Quality on Student Loyalty 

9. H9: Student Satisfaction mediates the effect of brand image on Student Loyalty 

10. H10: Student Satisfaction mediate the effect of Tuition fee on Student Loyalty 

 

IV. RESEARCH METHODS 

The study was conducted at the Instituto Profissional de Canossa (IPDC), Manleuana, Dili, Timor-Leste. The 

population in this study were all IPDC students from the Department of Technical Computer and Informatics, Office 

Management and Tourism: Hospitality and Culinary. This research uses non - probability sampling that is a purposive sampling 

method. The samples taken were students in semester 2, semester 4, semester 6 and finalists as many as 125 respondents. The 

data collection method in this study used a questionnaire with a Likert (5 scale). This study tested the validity and reliability of 

the instrument and used an analytical technique, namely Smart-PLS analysis. 
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No. Variable Indicator RCount Rtable Observation 

1.  Service 

Quality (X1) 

Physical Evidence (X1.1) 0.471 0.175 Valid 

Reliability (X1.2) 0.572 0.175 Valid 

Responsivness (X1.3) 0.717 0.175 Valid 

Guarantee (X1.4) 0.749 0.175 Valid 

Empathy (X1.5) 0.727 0.175 Valid 

2.  Brand image 

(X2) 

Quality (X2.1) 0.670 0.175 Valid 

Reliable (X2.2) 0.640 0.175 Valid 

Reliable (X2.3) 0.781 0.175 Valid 

Benefit (X2.4) 0.681 0.175 Valid 

Benefit (X2.5) 0.629 0.175 Valid 

3.  Tuition Fee 

(X3) 

Tuition Fee (X3.1) 0.781 0.175 Valid 

Tuition Fee (X3.2) 0.764 0.175 Valid 

Material Cost (X3.4) 0.667 0.175 Valid 

Material Cost (X3.4) 0.719 0.175 Valid 

Travel cost (x3.5) 0.636 0.175 Valid 

4.  Student 

Satisfaction 

(Z) 

Satisfaction (Z1) 0.614 0.175 Valid 

Satisfaction (Z2) 0.665 0.175 Valid 

Share positive information (Z3) 0.700 0.175 Valid 

Share positive information (Z4) 0.792 0.175 Valid 

No Compliants  (Z5) 0.742 0.175 Valid 

No compliants (Z6) 0.758 0.175 Valid 

5.  Studente 

Loyalty (Y) 

Retention (Y1) 0.747 0.175 Valid 

Retention (Y2) 0.709 0.175 Valid 

Referal (Y3) 0.837 0.175 Valid 

Referal (Y4) 0.807 0.175 Valid 

 

No Variabel Cronbach’s alpha   Observation 

1.  Service Quality (X1) 0.647 Reliable 

2.  Brand image (X2) 0.700 Reliable 

3.  Tuition Fee (X3) 0.752 Reliable 

4.  Student Satisfaction (Z) 0.803 Reliable 

5.  Student Loyalty (Y) 0.777 Reliable 
 

No Direct Effect  T-

Statistik 

P – 

Value  

Observation 

1.  Service Quality (X1) → Student Satisfaction 

(Y1) 
5.064 0.000 

Significant 

2.  Brand Image (X2) → Student Satisfaction (Y1) 3.688 0.000 Significant 

3.  Tuition Fees (X3) → Student Satisfaction (Y1) 
0.752 0.452 

No 

Significant 

4.  Service Quality (X1) → Student Loyalty (Y2) 
0.709 0.479 

No 

Significant 

5.  Brand Image (X2) → Student Loyalty (Y2) 
0.577 0.564 

No 

Significant 

6.  Tuition Fees (X3) → Student Loyalty (Y1) 
1.528 0.127 

No 

Significant 

7.  Student Satisfaction (Y1) → Student Loyalty 

(Y2) 
2.551 0.011 

Significant 

Indirect Effect  

8.  Service Quality (X1) → Student Satisfaction 

(Y1) → Student Loyalty (Y2)  
2.204 0.028 

Significant 

9.  Brand Image (X2) → Student Satisfaction (Y1) 

→ Student Loyalty (Y2) 
2.166 0.031 

Significant 

10.  Tuition Fees (X3) → Student Satisfaction (Y1) 

→ Student Loyalty (Y2) 
0.638 0.526 

No 

Significant 

 

V. RESULTS AND DISCUSSION 

A. Validity and Reliability Test 

Table 5.1 Validity Test Results 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Correlation value product moment of each statement item is greater than 0.175, this means that the indicators for each 

variable are valid. 

 

Table 5.2 Reliability Test Results 

 

 

 

 

 

 

 

 

 

 

Based on the reliability test results above, it can be concluded that all variables are said to be reliable because the 

Cronbach alpha is greater than 0.6. 

 

B. SMART-PLS Analysis Results 

Table 5.6 Path Analysis Test Results 
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Figure 5.1 Path Analysis Model 

 

C. Discussion   

1) Effect of Service Quality on Student Satisfaction at IPDC. 

The first hypothesis states that service quality has a positive and significant effect on student satisfaction, as indicated 

according to the results of the analysis that the t-statistic value is 5.064> 1.96 and the p-value <0.05. The results of the 

analysis mean that if the quality of service is getting better, then student satisfaction at IPDC will increase. On the other 

hand, if the service quality gets worse, student satisfaction at IPDC will decrease. 

 The results of this study are in line with previous research including Sulastri, (2017), Atanegoro, et.all, (2017), 

Lombone, et.all, (2012), Sayyida, et.all, (2015) and Arman & Shabir, (2020) found that service quality has a positive and 

significant effect on customer or consumer satisfaction. 

2) The Effect of Brand Image on Student Satisfaction at IPDC. 

The second hypothesis states that brand image has a positive and significant effect on student satisfaction, as seen from the 

results of the analysis that the t-statistic value is 3.688 > 1.96 and the p-value is < 0.05. This result means that the better 

the level brand image owned by a university, the higher the student satisfaction.  

The results of the study above are in line with research from Sari, (2018) which shows that brand image has a significant 

effect on student expectations and satisfaction. The results of research from Permana, et.all, (2019) that Brand Image has a 

significant effect on Student Satisfaction at UMT. Arman & Shabbir, (2020) found that brand image positively affects 

customer satisfaction. 

3) Effect of Tuition Fees on Student Satisfaction at IPDC 

The third hypothesis states that tuition fees do not have a positive and significant effect on student satisfaction as seen from 

the results of the analysis that the t-statistic value is 0.752 < 1.96 and the p-value is > 0.05. This result means that the 

quality of tuition fees does not determine the level of student satisfaction itself. 

The results of the research above reinforcing the previous research by Nasib & Amelia, (2018) that has explained that 

price or cost has no effect on student satisfaction. 

4) Service Quality on Student Loyalty at IPDC 

The fourth hypothesis states that service quality does not have a positive and significant effect on student loyalty as seen 

from the results of the analysis that the t-statistic value is 0.746 < 1.96 and the p-value is > 0.05. This means that the worse 

the service quality provided by the IPDC, the more students who are not loyal to the IPDC. The results of this study are in 

line with the observations of the author himself, who saw that there were some students who has chosen to continue their 

studies at other universities because the quality of service did not match the expectations of the students. 

The results of this study are not in lined with the results of research proposed by Fikri, et.all, (2016), which says that 

service quality has a significant effect on loyalty. In addition, the results of research from Hariawan, (2015) explained that 

service quality has a positive and significant effect on student loyalty, the higher the service quality, the higher the student 

loyalty. Sabatini, (2015) service quality has a positive and significant effect on customer loyalty. 
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5) Brand Image on Student Loyalty at IPDC 

The fifth hypothesis states that brand image does not have a positive and significant effect on student loyalty as seen from 

the results of the analysis that the t-statistic value is 0.577 < 1.96 and the p-value is > 0.05. This indicates that the lower 

the brand image will have an impact on decreasing student loyalty at IPDC. This is in lined with the observations and 

opinions of the respondents themselves that IPDC does not yet have high popularity in the eyes of the public. This is due 

to the lack of socialization programs from the campus, students and alumni themselves. 

The results of this study are not in lined with the results of research that has been put forward by previous researchers 

such as Chao et al, (2015) that brand image has a positive influence on consumer loyalty. Chen, (2016) that brand image 

has a positive and significant effect on loyalty. 

6) Tuition Fees on Student Loyalty at IPDC 

The sixth hypothesis states that tuition fees have no positive and significant effect on student loyalty as seen from the results 

of the analysis that the t-statistic value is 1.528 < 1.96 and the p-value is > 0.05. This shows that the higher the tuition fees 

charged to students, the lower the level of student loyalty. Tuition fees at IPDC are quite high when compared to other 

campuses. The amount of tuition fees charged to students is not directly proportional to the provision of facilities that can 

support lecture activities such as computers, projectors, laboratories, books and others. 

 The results of the research above are contrary to the research proposed by Rohmawati, (2018) that the price partially 

has a significant positive effect on customer loyalty. Saputri, (2019) in his research shows that price has an effect on 

customer loyalty. Ubaidillah, (2020) revealed that price has a positive effect on loyalty. 

7) Student Satisfaction with Student Loyalty at IPDC. 

The seventh hypothesis states that student satisfaction has a positive and significant effect on student loyalty as seen from 

the results of the analysis that the t-statistic value is 2.551 > 1.96 and the p-value is < 0.05. This result means that the more 

satisfied the students are, the more loyal the students will be to services, brands and tuition fees. In addition, these results 

indicate that the higher the student satisfaction, the higher the student's loyalty to services, brands and tuition fees. 

 The results of this study support previous research by Mujahidin, et.all, (2018) that satisfaction has an influence on 

customer loyalty. Satisfaction also plays a role in mediating the indirect relationship of the company's image to customer 

loyalty. 

8) Satisfaction mediates the effect of service quality on student loyalty at IPDC. 

The eighth hypothesis states that service quality has an indirect positive effect on student loyalty through student 

satisfaction. The results of the analysis show that the t-statistic value is 2.204 > 1.96 and the p-value is < 0.05. This means 

that the better the quality of service provided by the university, the higher the satisfaction and loyalty of the students. 

The results of this study are in lined with previous research by Thungasal & Siagian, (2019) which explains that service 

quality has a significant and positive effect on customer loyalty through customer satisfaction. Shandra & Murwatiningsih, 

(2016) found that service quality has a significant effect on consumer loyalty through customer satisfaction. In addition, 

Anggraini & Budiarti, (2020) found that service quality affects customer loyalty mediated by customer satisfaction. 

9) Satisfaction mediates the effect of brand image on student loyalty at IPDC. 

The ninth hypothesis states that Brand Image has an indirect positive effect on student loyalty through student satisfaction. 

The results of the analysis show that the t-statistic value is 2.166 > 1.96 and the p-value is < 0.05. This means that the better 

the brand of a university, the higher the satisfaction of students which encourages these students to be loyal to the 

university.  

The results of the research above support previous studies proposed by Damayanti & Wahyono, (2015) that product 

quality and brand image have a direct and indirect effect on building loyalty through satisfaction. Shandra & 

Murwatiningsih, (2016) found that brand image has a significant effect on consumer loyalty through customer satisfaction. 

In addition, Rusandy, (2018) found that customer satisfaction mediates the relationship between brand image and customer 

loyalty. 

10) Satisfaction Mediates the Effect of Tuition Fees on Student Loyalty at IPDC. 

The tenth hypothesis states that tuition fees have no indirect positive effect on student loyalty through student satisfaction. 

The results of the analysis show that the t-statistic value is 0.628 < 1.96 and the p-value is > 0.05. This means that if the 

tuition fees charged are too high by universities, it will cause dissatisfaction with students which will have an impact on 

the level of student loyalty. 

The results of this study are not in line with previous research proposed by Prasada & Ekawati, (2018) revealed that 

customer satisfaction is able to mediate the effect of price perception on customer loyalty. According to Thungasal & 

Siagian, (2019) found that price has a significant and positive effect on customer loyalty through customer satisfaction. 

Shandra & Murwatiningsih, (2016) found that price has a significant effect on consumer loyalty through customer 

satisfaction. 
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VI. CONCLUSIONS AND RECOMMENDATIONS 

D. Conclusions 

Based on the results of the analysis and discussion that have been carried out in this study, the following conclusions can 

be drawn: 

1. Service quality has been proven to have a positive and significant effect on student satisfaction. This means that if the 

quality of service from higher education is improved, it will increase the satisfaction of students who continue their 

studies at IPDC. 

2. Brand image is proven to have a positive and significant effect on student satisfaction at IPDC. This means that the better 

the level of brand image owned by IPDC, the higher the student satisfaction. 

3. Tuition fees are not proven to have a positive and significant effect on student satisfaction at IPDC. This indicates that the 

quality of tuition fees does not determine the level of student satisfaction. 

4. Service quality has not been proven to have a positive and significant effect on student loyalty at IPDC. This means that 

the worse the quality of service provided by IPDC, the more students feel disloyal to IPDC. 

5. Brand image is not proven to have a positive and significant effect on student loyalty. This means that the lower the 

brand image owned by IPDC will have an impact on decreasing student loyalty. 

6. Tuition fees are not proven to have a positive and significant effect on student loyalty. This indicates that the higher or 

higher the tuition fee, the lower the level of student loyalty. 

7. Student satisfaction has a positive and significant effect on student loyalty. This means that if the quality of IPDC student 

satisfaction is getting better, it will also have an effect on increasing student loyalty. Where when student satisfaction is 

created, the student will be loyal. 

8. Student satisfaction is able to mediate the variables of service quality and student loyalty. This means that the better the 

quality of service provided by the university (IPDC), the higher the satisfaction and loyalty of the students. 

9. Student satisfaction is able to be mediated with the brand image variable on student loyalty. This means that the better the 

brand of a university, the higher the satisfaction of students which encourages these students to be loyal to the college. 

10. Student satisfaction is not able to be mediated with the variable tuition fees on student loyalty. This means that if the 

tuition fees charged are too high by universities, it will cause dissatisfaction with students which will have an impact on 

the level of student loyalty.  

 

E. Suggestions 

Suggestions that can be given related to the results of this study, such as: 

1. IPDC must provide the condition of equipment or laboratory equipment such as computers and projectors that are 

good and suitable for use in supporting teaching and learning activities on campus.  

2. IPDC needs to provide equipment or supplies when students practice on campus. In addition, human resources need 

to provide training or training to staff related to service quality in responding to student needs. Because the results of 

the study indicate that the service quality is considered less good by students. 

3. From the results of the analysis, it is indicated that IPDC has less popularity in the eyes of the public. Therefore, it is 

suggested to IPDC to always hold promotions or outreach among the public in order to promote the brand image of 

IPDC so that it can be known by the wider community. 

4. IPDC needs to do branding through entrepreneurship or technopreneur ship that involve students to socialize 

campus to the community and at the same time help the financial side of students. 

5. It is hoped that further researchers will conduct research by adding other variables that are not discussed in this 

study. 
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