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Abstract 

Empirical research on students’ perception of The Effect of Quality of Education Process 

on Image and Market Performance of Private University conducted at four popular private 

universities in Jakarta Indonesia. The purposes of this research are to identify: a) the effect of 

students’ perception of quality of educational process (quality of teaching learning, quality of 

academic services, and quality of non academics services) on internal image of internal program; 

b) the effect of students’ perception of internal image as a intangible competitive advantage on 

market performance of study program. 

 This research involved 626 students as respondent in fifth semester and/or above from 

accounting and management programs of the popular private University in Jakarta, Indonesia. 

The method of research is field survey with convenience sampling. The data analyzed by 

Structural Equation Modeling (SEM) (consist of confirmatory analyzes and test of structural 

model), mean analyzes and ANOVA. 

 The findings of research are a) the quality of teaching learning process do not effect 

positively and significantly on internal image of study program, but the advanced research shows 

that the quality of teaching learning process affects directly, positively and significantly to the 

market performance of program; b) the  quality of academic and non academic services 

significant effects to internal image of program; c) internal image of program affects positively 

and significantly to market performance of study program. 

 However, the constraints of this research are a) characterized by cross sectional and 

perceptual analyzes; b) R-squared model is 0,61 only, this is indicating that all of variables 

correlated with internal image and market performance of program included in this research; c) 

the location all of the popular of private universityinvolved is in Jakarta. 

 

 

Keywords: Resourced-based view; immobile resources, tangible, intangible, education process, 

image, market performance and private university.  

Introduction 

Resource Based View (RBV) concepts believes that good performance from any 

organization is achieved due to its high quality organization resources that are immobile and 

heterogenic
[1][2]

, nontradeable and nonsubstitiable
[1][3]

. Many researches had proven the validity 
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of the RBV concept with respect to the sustainable competitive advantage of any 

organizations
[1][3]

. Among them put emphasizes in intangible resources, such as patent, license, 

trade mark, and branding
[4]. 

 

The concept of superior resources that create competitive advantage and superior 

performance is also applicable to education institution. Such as Gupta
[5] 

and Sahney, Bahwet and 

Karunes
[6] 

states that to produce high outcome, educational institution need adequate of human 

resources, financial resources and physical resources. And Liefner’s
[7]

 research put emphasize in 

empowerment and allocation of resources in creating high performance.  Mazzarol
[8] 

proposes 

creating image advantage, resources, coalition, and integration in creating superior competitive 

advantage and performance.   However, Marazol’s
[8]

 concept has not been empirically tested, 

particularly that the concept of image needs to be empirically researched. According to Kotler 

and Fox
[9]

, brand image has hypnotic power to prospective student and become sustainable 

advantage for any institutions.  

So far, researchers had created image and evaluated higher education based on 

institutions’ data (reports) that had been collected from the institution (supply driven) as well as 

from external parties (employers) and students need from the perspective of the management.  

Research that involved students as unit analysis is quite rare, although this approach has some 

advantages:  

1. Student as internal and ultimate consumers directly involves in the education processes
[10][6]

.  

In other world, students enjoy and at the same time determine the education processes
 
that 

need to be heard their opinions and aspirations. It is important to synchronize the quality 

perspective in education process from the management as supply side and students as 

demand side.  

2. Student is unique consumer, they are different with other kind of consumers. They are 

imprisoned customers because of their limited choices:  not easy to move from one university 

to another university due to its committed investments (time, money and energy)
[11]

.  

Students are in the demand and supply sides at the same time.  With this respect, RBV based 

evaluation should provide another valuable perspective from internal and external position.  

Researches involving students as respondents among others includes effect of image of 

the education institutions in students’ decision making and their loyalty in their education 

institutions
[12]

. However, factors that form the image were not discussed specially from students’ 

mind; and researches finding on students as main consumers in education institution as service 

process will create excellent university performance
[10]

 although have not completely explore 

factors affecting the students’ satisfaction. It can be concluded that researches have been limited 

to internal and external factors in which its antecedent factors are yet to be completed.    

This research aims to identify the tangible and intangible institution resources that have 

significant role in the increase of performance, through the creating in positive image perception 

in the students’ mind.  Beside to answer the research questions i.e. to evaluate students’ 

perception on education process quality, it also evaluates its impact to the internal image and 

private universities’ market performance in Jakarta, with emphasize on process based and 

demand driven from the resource based perspective.   

Discussion and Hypothesis 

To answer the research question, we use the resource-based view (RBV) as the 

foundation. The main premise is: internal factors within the organization create positional 

advantage (image) that ultimately created superior competitive advantage.  
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Resource Based View (RBV). RBV postulates that organization performances are 

achieved from exploitation of resources within the organization
[1][2]

. In it is development, 

resources that affect the competitive advantage are with heterogeneity (scarcity and non-

substitutability) and immobility
[1][2]

 characteristics.  The logic of RBV is believed to be 

applicable in all kinds of resources, including in the education institution such as university. 

Gupta
[5]

 and Sahney, Banwet, and Karunes
[6]

 categorize university resources into three groups: 

human resources (faculties, students, and staffs), physical resources (building, library, parking 

structure), financial resources (fund to cover the operational expenditures).  Human resources are 

intangible, physical and financial resources are tangible  that are all immobile
[2]

.   Current 

believe is that all resources are important to the competitive advantage of university. And 

university performs knowledge transfer, knowledge creation, and trains students to apply the 

knowledge and researches.   

 In order to survive and growth, university has to own resources that can continuously 

adapt in various situation, such as curriculum, methods, core services, competency, quality and 

service orientation to continuously creates competitive advantage
[10][8]

. Likewise, people based 

management are important to be emphazised
[10].

 In this context, study program (SP) of any 

university can be viewed as analogy to the strategic business units (SBU) in a corporation.  Each 

SBU has resources and strategy to meet its objectives.  The ability to reach its objectives reflec 

the the success of the SBU as independent entity.  Therefore the success or failure of SP, lies on 

the strategy and resource allocation in the SP level, where all of the activities of education takes 

place.  Therefore, resources management, strategy formulation,  operationalization, evaluation of 

performance must be seen from the performance of SP as the business unit in any university
[13]

.  

In Indonesia, PS considered as high quality when receive “A” valuation score from the 

National Acreditation Body (BAN).  The result of the valuation  score in general becomes de 

facto reference with respects to the quality and performance of the SP in any university.  The 

question is then: does this criteria accurately represents the actual quality of any SP, considering 

that the good and bad definition belongs to be consumer, which in this case are students.  

 

Students as Consumers. Consumers in the univercity in a large sense includes students, 

employee, education managers, acreditors, validators, assesors, government, public, investors, 

familiy, and faculty from other institution
[11][14]

, internal and external consumers also exist in 

university.  Consumer in university can be grouped into prime consumer and secondary 

consumer
[6]. 

 

Consumer  are vital to the success of any organization
[10]

.  However, in the world of 

education, the consumer is different than any other consumers.  Students is one of the important 

actor to meet the success of the education process
[15][10][11]

.  In this context, students are 

consumers that are at the same time being the resources for the success of the education process 

in which also key to the organization performance. And students, like any other consumers, has 

need and expectation for optimal satisfaction
[16][10][6]

,  and therefore, has right to receive quality 

education and best services
[10][17]

. Students are main consumers of university
[14],,

, received 

benefits from the institution at the same time actively participate in the value creation within the 

SP
[15][10][11][18]

, as well as the source of fund
,[15][11]

. Many other researchers, however, are 

sceptical that students are the consumers.  Students has much more complex role than any other 

consumers
[11]

, because students must follow rules and policy within the SP and university, and 

there will be sanction for any violation.  Students are imprisoned customers.  
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Education Process in the Higher Education Institution. Gupta
[5]

 defines process-

production within the education institution as series of activities to spread the knowledge, 

through teaching, research, and services to the public.  According to Gupta
[5]

 education process 

has three phases: input, process, and output within the system boundaries. Sirvanci
[11] 

uses 

analogy of production process in manufacturing industry for the university. Referring to the 

above literatures, education process within the study program in the private universities is 

defined as series of actions, training or guidance that are academically and non academically in 

nature within the SP that are being supported by adequate resources to create value added to 

students, by way of involving them into the said education process.  

Based on the literature studies and inputs from experts in the education institution in 

Indonesia, education process in study program of private university in relation to the 

transformation process of knowledge, can be differentiated into three groups: 1) Teaching 

learning process quality within the SP (TLPQ); 2) Academic services quality within the SP 

(ASQ2); and 3) Non-academic service quality within the SP (NASQ).  

 

Teaching Learning Process Quality within the SP (TLPQ) in Private University. A 

teaching learning process are said to have high quality when the process can transform the 

students to become more knowledgeable, marketable, independent and dependable
[19][17][18][20]

. 

Support of quality resources is essentials
[1][2][5], 

but not sufficient. Commitment and collaboration 

from parties involved are required, particularly students and teachers/faculties in such that 

awareness of each party’s role are important to support each other as well as to find the right 

method to increase the quality of the interaction in the teaching learning process
[19][17][11]

. 

Based on the theory and inputs from experts in education worlds in Indonesia, activities 

in the teaching learning process in the university can be grouped into four dimensions.  First 

dimension is the teacher’s quality of interaction (TQI), second dimension is the student’s respond 

during the teaching activities (SQI), third dimension is teacher’s professionalism during the 

teaching process (TP), and the fourth dimension is the supporting facility of the teaching learning 

process (SF).  

First and second dimension are interrelated.  In transfer knowledge process there are 

interaction quality can’t be separated with the teachers’ and students’ achievement.  This is also 

true for the teaching method and the students’ involvements.   It can be said that teachers and 

students with high achievement tends to interact to each other, by way of teacher to motivate 

students to read the materials and communicate with her; on the other hand, active students tends 

to state opinion, ask questions, and propose solution.  

Furthermore, passive teaching learning process will not motivate students to apply 

materials from the class, and tends to motive as reflection process.  Active teaching learning 

method motivates students to perform high interactivities, far more from just applying what has 

been received in the class.  In the active teaching learning process, students are motivated to 

solve problem in a more integrative ways (cognitive, affective, and psycomotoric)
[20][21][19]

. 

Because of that, teachers are required to master the study material, beside good communicators 

to give illustration to the material [19][20]. This method requires quality interpersonal interaction 

between teacher and student
[19]

.  

Third dimension from TLPQ in this research is the teachers’ professionalism (TP) as 

lecturer. Conceptually, teacher is said to be professional when she masters the material in her 

field, competence, able to inspire, motivate, and help to develop the student’s knowledge, has 

effective communication and can become models.  In such, teachers required to have certain kind 
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of training, courses, and advanced study and research to increase its ability, point of views, skills, 

and professionalism
,
.  Professional teachers can help student to fulfill four aspects of learning: 

(a) learn scientifically, (b) learn to apply knowledge to solve problem in the class in any situation 

and conditions, and (c) learn to learn, independent, self directed to further increase her skills and 

knowledge
[21]

. Teacher must also able to motivate students to enrich her on knowledge from 

other knowledge sources
[17]

. The last dimension from TLPQ in this research is the supporting 

facility for learning (SF), among others are the classroom equipment, syllabus to guide the 

material for each semester.   

 

Academic services quality of Study Program (SP) in Private University. Service is 

vital to any business.  It requires facility, knowledge, and understanding on consumers’ 

character, need, and desire
,
.  Construct of the service quality are the difference between the 

expected services and the perception of services
[9]

.  Quality service occur when there is close 

agreement between the required and expectation of consumers.  According to Kotler
[22]

, service 

has four characteristics, i.e. intangible, inseparability, variability, and perish ability. Kotler
[22]

 

state that quality service has five characteristics:  tangibles, reliable, responsive, assurance, and 

empathy. Key to the quality service is the awareness of the service provider to be consistent in 

fulfilling the need and expectation of consumers
[9]

. And service quality is harder for consumer to 

evaluate than the product as there is no physical mean
[22]

.    

Based on the literature study and inputs during the focus group discussion (FGD), 

facility/services in the SP of private universities, can be differentiated into two groustudy 

program.  First is the facility and services involved in the academic and, secondly in the non-

academic activities
,[18]

. This is investigated to understand the contribution on the increase of the 

performance through the formation of the internal image. The two group will explained as 

follows:   

 

Academic Service Quality within the SP (ASQ2) in Private University. Academic 

service is one of the factor to support the effectiveness and efficiency of the education process 

within the SP.  ASQ2 is on of the academic responsibility of the SP.  Those include positive 

attitude, smooth communication, adequate time for consulting, and provide feedback for the 

student achievements
[23]

.  However, ASQ2, in this research is more emphasize on the physical 

facility (tangibles) to support the academic mastery and development of the students.  

The dimension of ASQ2 includes: library (LF), laboratory (LB), internship facility (IF), 

academic source (AS), international standard operation (ISO), academic environment facility 

(AE), and networking (NW) within the industry and other institution.  The more complete, 

modern, and quality the resources facilities are, the higher the image advantage that increase the 

sustainable of the performance for the SP of the private university.  

 

Non Academic Service Quality within the SP (NASQ) in Private University. NASQ 

includes important dimension to help students to fulfill its responsibility with respect to the non 

academic’ tasks and responsibilities
[11]

.   This facility is provided to balance and complement the 

need of non academic development of the students, as well as to increase the enjoyment and 

security of students during the learning process.  

NASQ is supporting facilities that are not directly related to the main activities of the 

academic process.  From the strategic management point of view, NASQ can be tangible and 

intangible, because it includes the service facility for the development of hard and soft skills of 
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students.  The dimension of the NASQ in this study includes the service facility for 1) 

extracurricular activities (EA), 2) general facility (GF), 3) applicable locations (LO), 4) alumnae 

management (AM), and academic advicer (AA).   

Non academic facility may become a supporting facility but can become attraction to 

students and support the development of SP.  In such that, the more complete, modern, and 

quality the facility is, the higher the positive image can be developed in the SP within the private 

university.  

 

Image as Intangible Resource. Image as terminology has been popularized since 1950, 

and has been used in various context within the education institution, among others institution 

image, corporate image, national image, brand image, public image, self-image, individual 

image.  Image can be differentiated into two, namely, image toward a person within the 

organization and organization image.  Image is defined as belief, ideas, and impression formed 

by a person toward an object and/or events or experience
[9]

.  

Within the context of strategic management, image is intangible resources and/or 

cumulative investment that can become competitive advantage that will impact the organization 

performance
[24][4]

.  From the marketing strategy, image can become equity or source of 

advantage that can create positive impact to the organization’s performance
[56][9]

, besides, image 

can influence the perceptions and behavior of consumer
[9]

. Consumer’s decision that has positive 

impact  to the market performance of the organization
[12]. 

This concept should also be applicable 

to the SP within the private university.  

Organization will benefit from its high image is terms of : reflection of its high 

competitive advantage
[25][22]

; upper hand position in market, network, and past performance 

indicator; protect from competitor and entry barrier
[22]; 

 differentiation;  increase market 

performance (satisfaction and loyalty) and consumers’ consumption level;  increase interest and 

intention to buy
[26]; 

 increase status and protect negative effects from media; and increase its 

organization resources
[30]

.  The benefit of image should also applicable to the popular private 

university.  

Since high image has positive benefit, therefore image is important to be built and 

managed professionally by organization
[27]

. Based on the image development that is 

subjective
[26]

, therefore image also have some deficiencies such as easy to change, and therefore 

it is a fragile resources. This weakness has very detrimental effect to the organization including 

the leading private universities. Therefore, it needs to be maintained, protected, and improved 

over time.   

Internal Image of the SP (IISP) in the Private Universities. Literature study finds that 

institution image completely describes the impression in the public mind with regards to the 

attributes of the education institution
[12][9]

.  From the resources based perspectives, these 

institution attributes are resources that can be tangible (such as building, products or services, 

service facility) and intangible (such as name, logo, action or behavior of people, tradition, 

ideology, and communication quality to every people that interacts with that institution).  

Kotler and Fox
[9]

 says that image of university may not represents its actual quality, but 

more of the prestige of perception, because image perception represents perfection and specialty 

but the height of SP performance also provide positive value to society
[9]

.  Aside from that, 

image also increase the performance of SP and attract attention of prospective students to 

enroll
[9][28]

, and increase its competitive position in the market
[29]

.  Therefore image of SP in the 

leading private university must be built, increase, and suggested that the creation of image not 
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only based on marketing approach, but also based on the quality of the education as the main 

activity of the education 
[29]

.  

Based on the above, internal image of any SP (IISP) is defined as overall impression in 

the student’s mind with regards to the attributes within the SP of the leading private university.  

For the further need, internal image of study program (IISP) will be measured in five 

dimensions:  performance (PF), social image (SI), value (VL), trustwothiness (TS) and 

attachment (AT) of the consumers within the SP of the leading private university. This 

measurement is adopted from the research from Lassar
[30]

 that uses image as the organization 

equity.  Referring to Lassar
[30]

, PF is defined as students judgment on the overall operational 

process and activity of the education in the study program; CS is defined as consumers’ 

perception on the society’s reward when become part of the institution
[9]

.  Kotler
[22]

, says that VL 

is the comparison of the benefit to use the product and the cost for obtaining the product.  Based 

on that ground, in this study, VL is defined as the function of students’ perception to the quality 

of the SP in the leading private university and cost perception to obtain it that will be 

simultaneously evaluated on the quality of the benefit and the cost to obtain.   Based on 

Lassar
[30]

, TS is defined as the commitment, organization promise, including the priority given to 

the consumers for the products and services, and AT is defined as behavior perception, that is the 

power of students’ positive feeling with respect to the existence of the organization and its 

commitments.  

Level of students’ satisfaction and loyalty, can be the reflection of the market 

performance of the SP in the leading private university.  Therefore, we will explain the market 

performance of organization and education institution and its understanding and satisfaction of 

students as consumers in the SP within the said leading private university.  

 

Performance of Study Program of the Popular Private University (MPSP) 

Based on the theory and the input of focus group discussion (FGD), therefore the MPSP 

(Performance study program within the leading private university from the students’ perspective 

as consumers) is defined.  Specifically, MPSP is defined as result from various activities in the 

leading private university from the perspective of students’ satisfaction (LS) and loyalty (LY) as 

students are involved in the process of the education and at the same time receive the services 

offered by SP of the institution.  

Kotler
[22] 

defined satisfaction and dissatisfaction is as someone’s happiness or 

unhappiness as result from the comparison from its perception to the performance of the products 

with the expectation.  Satisfied consumers is achieved when the value or benefits of the 

consumed product provide higher than expected and the satisfaction to obtain it
[31]

.  Satisfaction 

is an emotional reaction that can influence the experience, attitude, behavior, and level on 

consumption on the product and services
[32][31]

.  Based on the students’ satisfaction can be 

defined as the pleasures from the benefits in the education process as the sacrifices form the 

exerted effort.  

Consumers’ satisfaction is very important for all kinds of business, including the 

education institution
[10]

.  Satisfaction and quality are interrelated, and the research result shows 

that high quality consumed goods stimulates the satisfaction.  Besides the quality of product, 

many other factors influence the satisfaction, including price, value
[33], 

organization image, and 

service quality.  Therefore, the consumers’ satisfaction is also very important, like many other 

type of consumers by fulfilling their expectation through the high quality of education, 

knowledge, and services.  
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The benefit to measure consumers’ satisfaction includes the understanding of the 

consumers’ expectation, organization position in the market, performance evaluation, increasing 

the loyalty and repeat buying, and increase product intention to buy
[12][31][26]

.   These satisfaction 

is one of the reason why students’ satisfaction of the SP within the leading private university is 

important.   

Measuring the satisfaction can be by direct survey to consumers, and in typically directly 

linked to the product quality, services, enjoyment, price/sacrifices, value/benefit, 

happiness/unhappiness
[22]

, or using questionnaires
[10][12]

. In this study, students’ satisfaction is 

measured from the perceptions of benefit, experience, impression, and enjoyment by students 

during their education process in the SP within the popular private university that has gone 

through at least 5 semesters and above.   

Loyalty is illustrated as the consumers’ commitment to recurring buy to any preferred 

products (good and services)
[12][34].

 Oliver
[34]

 defines loyalty as a commitment to re-buy or re-

patronize a preferred product or service.  In general, satisfaction precedes loyalty, however it is 

not automatic that satisfaction drives repeat buy
[35]

 because there are other factors that influence 

the loyalty other than satisfaction
[35]

 such as social norm, psychological dimension
[12]

, and 

image
,
.  However it is believed that satisfied customer will be motivated to become loyal

[32]
.  

This understanding should also be applicable to the education institution.  

 This research should prove that loyal consumers are motivated to (a) spread positive 

news or positive word of mouth (WoM) to public, (b) recommends to others; (c) influence 

friends and families to join; (d) put the first/high priority when buying products; (e) perform long 

lasting cooperation
[32]

.  These kinds of activities can be used to become a measurement to the 

consumers’ loyalty to the organization including the SP within the popular private university.  

Hypotesis 

As explained above that quality of tangible and intangible resources (immobile and 

heterogenenity) can support the creation the competitive andvantage and increase the 

organization performance. This concept is used as foundation to analyze of students perception 

of educational procces to study program’s market performance of popular private university in 

Jakarta Indonesia.   

To survive and win the competition, the organizations have to support proper resources 

to create competitiveness. The resources (tangible and intangible) can earn from internal 

organization. The ability to empower the resources to fulfill the need of  consumer (market 

driven) will give the positive impact to the market performance of the organization. In university 

business, as prime of tangible resources such as quality and completeness supporting facilities to 

facilited students’ activites, and the intangible resources such as teaching learning in class 

(transfer knowledge activities) and internal image. Eventhough the image will not come by itself, 

and to create it needed the other resources such as physical resources, people (staff and lecturer), 

technology, location and environment.  

Students positive perception with the experiences or events, people and services nor 

completeness of physical facilities, reflects their satisfaction and then become loyal. All of this 

belief will influence the behavior and decision making process of the students, which give 

positive impact to the study program. Based on the literature and the explaination above, we can 

figure out the research model as presented on Figure 1. and the definition and operasionalisation 

of research variable presented on Table 1. 
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Figure 1 

Research Model 

 

Educational process in study program at university as a chain process of teaching 

learning, transfer knowledge nor create knowledge from/by lecturer to students
[5]

. The purposes 

of the process is to increase, develop and give understanding of knowledge to students
[19][17][18]

. 

The quality of educational process at popular private university will increase the competitive 

advantage and finally give positive impact to the results and increase the success of university as 

a whole
[9]

. 

 
Table 1 

Latent Variables, Definition and Opersionalisation 

Variable Definition Operasionalisation Literature   

Teaching learning 

process quality 

within the SP 

(TLPQ) 

Teaching learning proses 

is the process of 

movement of the 

knowledge from the 

lecturers to students 

through discussion, 

lecturing, question answer, 

and assignments or 

indepenent study.  

Opersionalisaze in 4 

dimensions through  26 

questions.  Include 

teaching method, lecture  

profesionalism, supporting 

learning equipment.  

Davis (1993); Johnson & Smith 

(1991); Kwo & Jones (2004); 

Linda et al (2003); 

Bass, B.M (1991); Kirk D, 

(1991); Focus Group Discussion 

with education experts and 

leaders of private university in 

Jakarta. 

Academic 

services quality 

within the SP 

(ASQ2) 

Academic services is 

competeness of facilities 

within study programs 

which related to students’ 

effort in order to  enrich 

their understanding 

concepts of knowledge.  

Opersionalisaze in 7 

dimensions through  36 

questions. Such as library, 

laboratorium; internship; 

academik sources;  

operational internasional 

strandard; academic 

environment, and   

Networking. 

Parasuraman et al, (1988); Teas 

(1991); Carman (1992); Chronin 

and Taylor (1994); Abdullah 

(2006);  

Focus Group Discussion with 

education experts and leaders of 

private university in Jakarta. 

Non-academic 

service quality 

within the SP 

Non academic services is 

supporting facilities 

(academic nor non-

Opersionalisaze in 5 

dimensions through  24 

questions. Exstra 

Parasuraman et al, (1988); Teas 

(1991); Carman (1992); Chronin 

& Taylor (1994); Abdullah 

Quality of teaching 

learning Process 

within  Study 

Program (TLPQ) 

 

Academic Service 

Quality within 

Study Program  

(ASQ2) 

Non Academic 

Service Quality  

within Study 

Program  (NASQ) 

Internal Iamge 

of Study 

program   

(IISP) 

Market 

Performance 

of Study 

Program 

 (MPSP) 

H3 

H2 

H1 

H4 
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(NASQ)  academic) within study 

program as suplement to 

support physical and 

mentally of student to 

solve their problems faced 

and to get their success 

academicly or talents.  

cullicular; public facilitie; 

location; alumnae 

management; academic 

advicer.  

(2006);  

Focus Group Discussion with 

education experts and leaders of 

private university in Jakarta. 

Internal Image of 

Study Program 

(IISP) 

Internal image of study 

program is students’ 

perception of the study 

program build through 

quality of teaching 

learning process and 

facilities/services within 

study program.  

Opersionalisaze in 5 

dimensions through  18 

questions. Which is 

quality of performance 

teaching leaning, social 

image, value, 

trustworthiness and 

attachment. 

Lassar; Mittal, and Sharma, 

A (1995), Aaker (1995, 2001); 

Keller (2000);  

Focus Group Discussion with 

education experts and leaders of 

private university in Jakarta. 

Market 

Performance of 

Study Program 

(MPSP) 

Market Performance is 

performance of the 

qualities educational 

process within study 

program viewed from 

students as customer of 

study programs.  

Operationalize in two  

dimenstions (satisfaction 

and loyalty of students) 

through 9 questions. 

Parasuraman (1988, 1991); 

Cronin (1994); Focus Group 

Discussion with education 

experts and leaders of private 

university in Jakarta.  

 

Teaching learning process quality within the SP (TLPQ) of popular private university 

as indicator is showing the level of quality teaching learning process in study program of private 

university implemented
[36][18]

. The quality of TLPQ can be created by interactive learning 

method (two way Communications)
[19][20]

. By implementation this method effectively will 

increase the quality of outcome (graduates) to be more  knowledgable, dependable, independent, 

marketable, dan adjustable
[19][20]

. The interactive learning method also impresses the students; 

and their positive impression tends to positive perception and positive image to the study 

program of private university
[37][12]

. The quality of teaching learning process depends on how far 

students and lectures involve in the process (TQI and SQI), profesionalism of lectures (TP) and 

supporting facilities in class (SF). Based on above argument, there are correlation between 

teaching learning process quality within SP to internal image of SP, that can purposed the 

hipótesis as below:  

H1: Teaching learning process quality within the SP (TLPQ) have positive correlation to internal 

image of study program of private university.  

 

Academic services quality within the SP (ASQ2) of popular private university tend to 

provide facilities or resources beyond the class room but inside the campus which help students 

to learn and acquire knowledge of their interested. The real academic services involve the 

completeness of collection in library (LF), laboratorium (LB), internship (PM), academic sources 

access (AS), International standard operacional (ISO), academic environment (AE), local or 

international net working (NW).    

Good ASQ2 will positive impresion to students, which will grow the positive image to 

study program of private higher education. Some early research show that the physical facilities
 

and services to consumers
[24][33]

 influence the perception and create positive image of 

organization
[37][12]

. Hence, we can propose the second hypotesis which correlates quality of 

academic services of study program with the internal image of program as follow:  

H2: Academic services quality within study program (ASQ2) have positive correlation to 

internal image of private university.  
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Non-academic service quality within the SP (NASQ) is supporting facility services in 

study program to help students in developing and exploring of their non academic talents (soft 

dan hard skills) as completeness academic activities of study program in popular private higher 

education. The intended services such as extra culiculair activities (EA), general facilities (GF), 

location (LO), alumnae management (AM) and academic advicer (AA). 

Level of quality NASQ are as indicator of non academic quality services in study 

program of popular universities. The completeness of NASQ will support students to study, 

develop their talents and interest, also make them comfort and develop their networking to build 

future career. Shortly, NASQ are supporting the students to reach successness. According to 

Kreitner and Kinichi
[37]

 concept, this facilities strongly impress the students and success build 

positive image on their perception about study program of private university. Same with ASQ2, 

empirically, relatedness NASQ and internal image of study program of popular university 

supported early research by Zeeithaml
[33]

, Fombrun
[24]

. Hence, base on literatur and explanation 

above can propose the hypotesis as below: 

H3: Non-academic service quality within the study program (NASQ) have a positive correlation 

to internal image of study program of private university.  

 

Internal image of study program (IISP) indicate image of program of popular 

university and MPSP is market performance of study program (MPSP) of popular university, and 

both are viewed from the students. Image is collection of belief, ideas and impression of people 

about atributs of the institution
[9][37]

. Image also is corporate identity
[9]

, impact of reputation, 

cumulative investment
[24]

 and as intangible or invissible assets
,[4]

. High image as source of 

competitive advantage of the organization
[27] 

and as one of tool to win the business competition, 

in this case is university
[9][12]

.  

IISP creates students’ perception through stimuli of people (staff and lectures), event 

(educational nor services process) nor objects such as physical falitites nor services
[37][12]

 as long 

as involve in educational processes within study program of private university related. High 

image is built when students has positive perception  of their academic performance (learning, 

lecturer and academic services), benefits of SP private university to people society and respect 

employers to their graduates, value or benefits of knowledge their get is higher (equal) with cost 

their paid, students trust to policy of program, rules and commitment of study program of private 

university priorities to importantness and developeness of the educational, also concern of future 

their graduates and the attachmentness of students to study program
[30]

.  According to Nguyen 

and LeBlanc
[12]

, positive organization image will support positive behavior of individual. In 

context of popular SP private university, positive image of SP can develop student’s feeling of 

proude (increase social status) and increasing the students’ potensial (graduates) to get job. Tend 

to customer behavior theory, the real form of impression and positive action of students is 

satisfaction and loyalty to study program of private university, where as they feel that academic 

services, lectures helpness and knowledge they get is equal with their hope, and pleasure give 

positive information and recommended to people they meet to join with their study program or 

university they are in. This method potentitally increase the chance to get new students.  

Hence, advantage of image recomended because potentitally give positive impact to 

market performance
[9]

, it is reflecting on the level of satisfaction (LS) and loyality of students 

(LY). Based on the literature and arguments above can propose the hypotesis to correlate the 

image and market performance as below:  
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H4: Internal image of the private universityhave a positive correlation to market performance of 

private university.  

Research Design 

Data Collection. In collecting we data use survey method. Four popular private higher 

university in Jakarta Indonesia as the sample. Survey in this research by quetionair instrument 

which was compiled based on literature and focus group discussion that was done before. And 

some of the questionairs were adopted from earlier reaserch but modify to adjust the topic and 

current situation.  

Respondent of this research are all management and accounting students, still active in 5 

semesters or above.  Respondent were and/or determined based on percented of students active 

in study program, sex, credit semester they taken, economy status, dan originality. Respondent 

which fulfill the questionair determined by convenience sampling method and directly in front of 

the researcher and gave it back after complete in the same time to the researcher.  Total 

questionaire distributed proportionally to four universities was 800 examplaires. Complete 

questionairs collected were 785 examplaire (98,12%) but after sortair/select only 626 examplaire 

(78,25%) ready to analyze. Respondents used linkert scale with range 1-6 to assess the questions. 

Number 1 is representing very unpropriate, and 6 is very proper statement.   

This research used ANOVA and Structural Equation Modeling (SEM) program LISREL 

8.7 to analyze the data collected.  

Results and Analysis 

Mean of the analysis 626 data collection avererage is 3,5. The highest average answer of the 

questionair on quality of process teaching learning (TLPQ) is 4,45 and the lowerest average 

answer on market performance variable (MPSP) is 3,65. All variable have ά >0,7 which is 

reliable, and higherst ά  on TLPQ is 0,905. The other variables e.g TLPQ, ASQ2 and NASQ by 

regretion approach have positive correlation to IISP; and IISP have positive correlation to MPSP. 

But the correlation between TLPQ to IISP have weakest correlation of 0,494, and IISP have 

strangest correlation of 0,813. The mean standard deviation, correlation and Cronbach alpha of 

research presented on Table 2. 

 

Table 2 

Mean, Standard deviation and Correlation 

Variabel Mean SD TLPQ ASQ2 NASQ IISP MPSP 

1. TLPQ 4.3871 .5959 .905     

2. ASQ2 3.8876 .7150 .620** .867    

3. NASQ 3.9584 .7006 .511** .755** .867   

4.     IISP 3.7322 .7373 .494** .660** .701** .863  

5. MPSP 3.6448 .8008 .496** .635** .672** .813** .870 

*p < .01 (1-tailed) 

Results analysis with SEM program Lisrel 8.7 shows that Reliablity Construct (RC) score  

is 0.7 and above and Variance Extracted (VE) score is 0.5 and above. It means that the reliability 

of the structural variable model as a whole meet the statistical requirement. Summary of the 

results is preseted in Table 3. 
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Table 3 

Reliability and Validity Variable 

Variable (1) α (2) RC (3) VE 

TLPQ 0,905 0,804 0,51 

ASQ2 0,867 0,916 0,609 

NASQ 0,867 0,882 0,606 

IISP 0,863 0,918 0,694 

MPSP 0,870 0,769 0,625 
Note: 1) Cronbach Alpha; 2) Reliability Contructted; 3) Variance Extracted 

 

Results analyses of nilai goodness of fit (GOF) index supports the hypoteses test as 

proposed, and is presented in Table 4. 

As state in Table 4. All indexs of GOF show the level of Good of fit, the absolute fit 

measure show that RMSEA score is 0,045, and GFI as 0,92. It indicates the level of good 

appropriateness model, the other side of incremental fit measure, except AGFI as 0,89, all indeks 

state score ≥ 0,90, this meant there are level of good of fit between model and the data. 

Furthermore, generally for the whole model have a good level of fit. Summary of research and 

hypoteses test is presented in Table 5.  

 
Table 4 

Index of GOF Struktural Model 

Item of GOF Value Limitation of  GOF Conclusion 

RMSEA 0,045 ≤ 0,05 Good Fit 

RMR 0,045 ≤ 0,05 Good Fit 

GFI 0,92 ≥0,90 Good Fit 

AGFI 0,89 ≥0,90 Good Fit 

NFI 0,99 ≥0,90 Good Fit 

NNFI 0,99 ≥0,90 Good Fit 

CFI 0,99 ≥0,90 Good Fit 

IFI 0,99 ≥0,90 Good Fit 

RFI 0,99 ≥0,90 Good Fit 

 

Table 5 

Summary of Analyses Hypoteses Results 

Hypothesis Structural Path Standarized 

Coeficient 

t-value Description Conclusion 

H1 TLPQ  IISP 0.12 1.89 Not Significant Uncorrelated 

H2 ASQ2  IISP 0.22 2.16 Significant Correlated 

H3 NASQ  IISP 0.50 5.95 Significant Correlated 

H4 IISP  MPSP 0.94 18.77 Significant Correlated 

 

Arguments of Hipotesis 1. Test analysis of H1 (Table 5) show that quality process of 

teaching learning (TLPQ) do not have positive and significant correlation to the internal image of 

study program private university. It means that H1 is rejected. The possibility arguments behind 
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it are 1) the interactive learning method (interactive lecturer & students) do not match with their 

expectation of learning process, students feels hard to read the material and ready before course, 

express their arguments/opinion, question answer with lecturer also; 2) lecturer do not have 

enough time to guide, advice, suggest, bounded knowledge, inspireless and unable to motivate 

them; 3) in process teaching learning only involve both leacturer and students; hence positive or 

negative perception emerge is not internal image of program but could be individual image of 

lecturer; 4) lecturer as intangible assets in private university even as dominant element of TLPQ 

variable, but they are mobile (teaches more than one university); 5) students think that 

profesionalism of lecturer is very important (reflected on their answer of questionair with mean 

4.45 of 6), that is why the quality of teaching learning process have positive and significant 

correlation to market performance of program. Hence, that the role of the lectures is very 

important to improve market performance and the development of the study program of private 

university. 

 

Arguments of Hipotesis 2 – 3. Result of the test show that (Table 5) H2 and H3 

accepted. It meant that quality of facilities and services have positive correlation to internal 

image of study program. This finding support the concepts the quality of services provided
[33]

; 

physical environment
,
 and personal contact have positive impact to customer perception in 

creating the image. We can conclude that ASQ2 and NASQ as resources in study program is able 

to influence in creating internal image of program which is having positive impact to market 

performance study program of private university. In other words, tangible and intangible and 

immobile resources at study program have positive impact to internal image of program. Other 

findings show that relationship strength of NASQ to internal image of program (0.50) bigger 

than ASQ2 (0.22). 

  

Arguments of Hipotesis H4. Results test state that internal image study program have 

positive correlation to market performance, it mean that H4 is accepted. It explains that internal 

image study program as intangible assets can be the source of competitive advantage for study 

program of private university to improve the market performance. This finding supports early 

concepts
[27]

, that image have positive impact to performance. In other words, ASQ2 and NASQ 

have positive correlation, significant and indirectly to market performance of study program. 

Finding of research state that value dimension is as dominant element (0.89) to create internal 

image of study program, it means that students consider the benefits of educational process as 

they get. The lowest contribution is attachment (0.77), it means that sense of belonging of 

students is not as a part of their consideration. We can conclude that both of elements have 

relationship strength to market performance of study program. 

Extended research shows the relationship strength of every variable being surveyed 

(TLPQ; ASQ2; NASQ; IISP) to market performance of study program. The research finding are 

profesionalism of lecturer is 0.126 (highest from TLPQ); academic environment 0.161 

(dominant) and academic sources is the lowest (0.129) from ASQ2; public facilities is 0.390 

(dominant) and location is the lowest (0.248) from NASQ variable; value dimension is 0.749 

(highest) and attachment is 0.248 (lowest) from internal image of study program.  

 The research analysis shows that students perception of quality learning  process as 

variable of educational process is very important and more important than other varibale 

(academic and non academic facilities and services varibale) (highest average answer is 4.45 of 

6). But the relationship strength to market performance of teaching learning process is very weak 
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only 0.16 even directly. Furthermore non academic facilities and service variable have the 

strengthest relationship to market performance, which is 0.43 and average answer is 4.0. It means 

that managerial of study program need to pay more attention to non academic facilities and 

services variable as a prime variable to improve the market performance. 

Conclusion 

Finding of this research show that variable TLPQ do not have positive and significant 

correlation to MPSP through IISP as mediation, but TLPQ directly have positive and significant 

correlation to MPSP in magnitude of 0.16. Lecturer as intangible and mobile (usually in private 

university) resources is moving from one university to other university, eventhough effectively 

contribute to increase the market performance of study program of private university (MPSP). 

Theoretically this contribution through image creation, and we suspect that the image built by 

professionalism of lecturer is different with image of the study program of private university. It  

means that the image of individual (lecturer) is deferent with organizational image. Another 

perception of students is that the professionalism of lecturer is very important, it is reflecting on 

their mean of answer that variable of TLPQ got the highest level.     

Furthermore, management of private university have to formulate the strategy and tactic 

to get and retain the best of lecturer their have to attract potential students to join with the study 

program of private university. For example, increases the compensation or appreciation financial 

or non financial, create good working environment to fulfill the emotional need. And not only to 

recruite the potentital students (financial and non financial) but attractiveness, ethical and broad 

minded.  

ASQ2 and NASQ have positive and significantly are correlating to MPSP through IISP. 

It means that the inprovement of service quality and facilities can increase the image and finally 

increasing the market performance of study program of private university. The analyses find 

specifically that academic aspect state that academic environment give the dominant impact, and 

non academic aspect show the public facilities have dominant impact in build the internal image 

of institution. The academic services and facilities eventhough non academic are tangible, static 

(immobile) and exclusive, such that close correlated to image creation of study program of 

private university. Furthermore, management of study program of private university need to 

improve the program to improve the quality of both facility and services but emphazising on non 

academic facilities and services. Do improve quality of lectures, academic and non academic 

services will give higher benefits to students and finally will increase the value of study program 

of private university and students.   

IISP have positive and signifacantly correlation to market performance (MPSP). Value is 

one of the dimentions of IISP that give the dominant impact to market performance as long as in 

educational process students involved. It says that improvement of quality academic and non 

academic services, specialy academic environment and public facilities can increase the benefits to 

students, furthermore the value receive by the students increase. In other words, students more satisfied 

and motivated to be loyal with positive information or recommended people to join where they are 

involved.  

ANOVA analyses states that there are differences students in perception of market 

performance of one private university and other university. It means that students have different 

perception assessment and level of satisfaction and loyalilty on quality performance of 

educational process they involve in every program of private university that was surveyed. With 

respect to ANOVA based on semester and gender, the results state that there is no defferences in 
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students’ perception in four private universities that was surveyed to market performance 

(satisfaction and loyalty). In the other hand, ANOVA analysis based on the department/program 

have significant differences students percepstion in fourth private university to market 

performance (satisfaction), while for loyality there is no defferences. And perception students of 

management program more satisfy the accounting program. 

Research Implications 

The managerial implications of this research are as follow. Management of private 

universities should improve and coordinate their quality of tangible assets, services non 

academic and academic aspects more than process of academic side where the immobile 

resources involved (faculty members and staff of programs) to improve/stimuli of positive 

students’ perceptions (image) of study programs. Even the image of services (academic and non 

academic) can be easily imitated by competitors (other universities) but effective as a 

competitive advantage at this time, and had positive impact to market performance of the study 

programs in popular private university. According the advance result, showed that transfer 

knowledge process as prime activities in education business still have important role, because it 

have positive correlation to market performance directly. It means that student’s perception 

emphasize the quality procees of teaching learning (transfer knowledge as a prime product by 

study program) is very important and as basic needs.  We can conclude that quality of process 

teaching learning as a basic products in business education, completeness academic and non 

facilities/services as supporting facilities at study program  have primary roles for the existance 

and sustainable of the study program of popular private university in Indonesia.  

 The theory implications of this research are supporting some of the existing theories 

(strategic management, marketing, management education). It is explaining that the quality of 

education process at study program in private university as one of the strategy to create 

competitive advantage (image) of study programs. Image is intangible assets and fragile, as a 

part of resource based concepts (RBV) have positive effect to the market performance of the 

study programs in private university. Quality of facilities and services within study program is 

one of important factors in marketing concepts that can use as tools to improve the market 

performance. Management approach to emphasize on students’ orientation is effective as one of 

strategies to create positive image and increase market performance of study program private 

university in Indonesia in this time being. 
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