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Abstract  

 Loyalty is very important for the sustainability of a 

business. High customer loyalty is a separate point 

for a business, including higher education services, 

which is student loyalty. Students who have high 

loyalty will inform and recommend to other parties 

the services they have received. This study aimed to 

determine and analyze the impact of service quality, 

institutional image, and student satisfaction on 

student loyalty at the Faculty of Economics and 

Business IAIN Jember. The population in this study 

were all students of FEBI IAIN Jember, totaling 

3,055 students. The research sample of 354 students 

obtained by the Slovin formula. Data validity and 

reliability tests are used to measure the validity and 

reliability of the measuring instruments used. Data 

analysis techniques using the Structural Equation 

Model (SEM) using WarpPLS 5.0. The results of data 

analysis showed that service quality variables 

significantly influence student satisfaction. The image 

of the institution has a significant effect on student 

satisfaction. Service quality has a significant effect 

on student loyalty. The image of the institution has a 

significant effect on student loyalty. Student 

satisfaction has a significant effect on student 

loyalty.  

 

Keywords:  service quality, institutional image, 
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I. INTRODUCTION 

Education is a very important thing in 

human life. Because with education, humans get 

information about things that have never been known. 

Human education will know all the problems that 

exist in this life. Education is a life process in 

developing each individual to be able to live and 

carry on life. So being an educated person is very 

important. The first education that we get in the 

family, school, and community environment. At 

present, the Indonesian government has implemented 

a 12-year compulsory education to improve 

educational qualifications in Indonesia. Communities 

are required to carry out 12-year compulsory 

education, after which they can continue their 

education at tertiary institutions. Education in higher 

education is now a necessity for people who have 

completed 12 years of compulsory education. This is 

due to the need for educational qualifications, which 

increasingly require undergraduate and doctoral level 

educational qualifications. This can be seen from the 

development of the number of tertiary institutions in 

Indonesia, which are already around 4.600 state and 

private tertiary institutions 

(Https://www.rijal09.com/2018/02/jumlah-

perguruan-tinggi-negeri-ptn-dan-perguruan-tinggi-

swasta-pts-di-indonesia-tahun-2018.html, 2018). The 

increasing number of tertiary institutions causes 

competition among tertiary institutions to get 

students also increasing. The number of universities 

in Indonesia is in table 1. 

 

Table 1. Universities in Indonesia in 2018 

No. Information Total 

1 State University (PTN) 122 

2 Private Higher Education (PTS) 3.128 

3 State Religious College (PTAN) 97 

4 Private Religion College (PTAS) 1.058 

5 State Department of Higher 

Education 

181 

Total 4.586 

 

With the increasing number of universities, 

both public and private, competition in getting 

students is also increasing. Therefore the strategy to 

get students must be carried out by all leaders of 

higher education in order to continue to be able to 

improve the viability of the education services being 

carried out. One strategy that needs to be done is how 

to increase student satisfaction and loyalty. The 

university's leadership needs to pay attention to these 

two things, namely student satisfaction and student 

loyalty. Someone felts satisfaction after feeling the 

services or products he bought (Qomariah, 2016a). 
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Customer satisfaction is the performance of a service 

organization that exceeds customer expectations 

(Lupiyoadi, 2013).  Satisfaction is the attitude of 

someone who feels happy about the services and 

products they have bought (Tjiptono, 2007). Satisfied 

customers usually will buy back services or products, 

provide information like the services or products, 

invite their friends to buy the product. Customer 

satisfaction is the key to creating customer loyalty. 

Many benefits are received by the company with the 

achievement of a high level of customer satisfaction. 

The services are that it can increase customer loyalty. 

Still, they can also prevent customer turnover, reduce 

customer sensitivity to prices, reduce marketing 

failure costs, reduce operating costs caused by 

increasing customer numbers, increase advertising 

effectiveness, and improve business reputation.   

This customer satisfaction will always go 

hand in hand with customer loyalty. Satisfied 

customers will always provide the best information to 

other customers to use these companies' services and 

products. Nowadays, consumer loyalty has become a 

necessity for companies always to maintain and 

maintain it. One of the main objectives of marketing 

activities is often seen from achieving customer 

loyalty through marketing strategies. Because with 

good customer loyalty, the company can survive in 

the market-facing competitors from all market 

situations. Customer loyalty is the most important 

part of repeat purchases to customers (Kotler & 

Amstrong, 2008).  Loyalty is the loyalty of customers 

to products or services purchased and used to meet 

needs in a certain period of time. Belief is a deep 

commitment to repurchase or re-subscribe to a 

product or service chosen in the future, by buying the 

same brand repeatedly, even though situational 

influences and marketing efforts potentially cause the 

behavior to move.   

Service is an activity provided by one party 

to another party that has a relationship with the aim 

of being able to give satisfaction to the second party 

concerned for the goods and services provided 

(Tjiptono & Candra, 2012). Quality of service is the 

level of excellence expected to meet customer desires. 

How far the difference between reality and customer 

expectations for the service they receive is also called 

service quality (Lupiyoadi, 2013). Good quality 

service will give satisfaction to customers. Therefore 

the service provider must always provide the best 

services so that the customer feels satisfied. Many 

studies link this service quality variable with 

customer satisfaction variables, including: (Yanuar et 

al., 2017), (Qomariah, 2018a), (B. Kurniawan et al., 

2019), (Soliha et al., 2019), (Ariska et al., 2020), 

(Yanuar et al., 2017), (Lie et al., 2019), (Qomariah, 

2014), (Subagiyo, 2015), (Rahayu, 2019), 

(Mulyawan & Rinawati, 2016), (Djanas, 2016), 

(Subagja & Susanto, 2019), (Saputra, 2013), 

(Qomariah, 2012), (Nursaid et al., 2020a), 

(Yulisetiarini & Prahasta, 2019), (Verriana & 

Anshori, 2017), (Mageshwarii & Vasanthi, 2020), 

(Setiawan et al., 2019), (Setyawati et al., 2018), 

(Maskur et al., 2016), (Hasniaty, 2015), (B. 

Kurniawan et al., 2019), (Qomariah et al., 2020), 

(Purnomo & Qomariah, 2019), (Muharmi & Sari, 

2019), (Atmanegara et al., 2019), (Anggriana et al., 

2017), (Qomariah, 2008), (Musmedi & Prasodjo, 

2018), (Suryaningsih & Sumani, 2019), (Izzah et al., 

2020). Based on theory and previous research, the 

hypothesis that can be put forward is: good service 

quality will increase customer satisfaction.  

The company's image is an effort of how 

other parties view a company, a person, a committee, 

or an activity (Sutojo, 2004).  The image can be 

interpreted as an impression obtained through 

knowledge and experience about a thing. The image 

of the company/institution is the people's perception 

of the company's identity. The public's perspective of 

the company is based on what is known and seen 

about the company. The company's image is the goal, 

reputation, and achievement of every organization 

known by the public. Although images are abstract 

and cannot be measured systematically, their form 

can be felt. Companies that have a good image in the 

eyes of consumers will usually give a happy feeling 

from consumers. Consumers who already have a 

happy feeling about the company's image then they 

will feel satisfied with the product or service offered 

by the service provider. The relationship between 

company image and customer satisfaction has been 

examined, among others, carried out by:(Muzammil 

et al., 2017), (Subagja & Susanto, 2019), 

(Mutmainnah, 2018), (Saputra, 2013), (Dewi & 

Rulirianto, 2011), (Djanas, 2016), (Soliha et al., 

2019), (Prameswari & Mahestu, 2019), (Noori & 

Nisa, 2019), (Usvela et al., 2019), (Yulisetiarini & 

Prahasta, 2019), (Nursaid et al., 2020b), (Setyawati et 

al., 2018), (Subagiyo, 2015), (Sutrisno et al., 2017), 

(Qomariah, 2018a), (Subagiyo, 2015), (Djanas, 2016), 

(Qomariah, 2012), (Usvela et al., 2019), (Setyawati et 

al., 2018), (Prameswari & Mahestu, 2019), 

(Atmanegara et al., 2019), (Indarto et al., 2018). The 

hypothesis that can be put forward on the basis of 

theory and previous research is: a good institutional 

image will increase customer satisfaction. 

People who have used services or products 

that have been offered by service providers, then that 

person will determine the attitude that can provide an 

assessment of what has been offered (Kotler eta 

Armstrong 2008 /). The attitude of people who have 

used goods or services will form themselves with a 

sense of satisfaction and can recommend to other 

parties. This will also print loyal customers to goods 

and services that have been felt before (Buchari, 

2007). Customer loyalty is the behavior to which the 

customer recommends and states preferences for 

future use for a particular company (Griffin, 2005). 

Loyalty means being loyal to something he has felt. 

Loyal is a consumer who is satisfied with the product 

consumed or used and will repurchase the product. 
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Many studies on the relationship between service 

quality and customer loyalty include:(Mutmainnah, 

2018), (Muzammil et al., 2017), (Dewi & Rulirianto, 

2011), (Qomariah, 2012), (Sofiati et al., 2018), 

(Yuliana & Hidayat, 2018), (Hasniaty, 2015), 

(Juanamasta et al., 2019), (Soliha et al., 2019), 

(Rosalina et al., 2019), (Purwati & Hamzah, 2019), 

(Wayan et al., 2013), (Musmedi & Prasodjo, 2018). 

The hypothesis that can be put forward on the basis 

of theory and previous research is: good service 

quality will increase consumer loyalty. 

This company image is the most important 

asset the company has. A good corporate image is a 

powerful tool for attracting consumers to choose the 

company's products or services. The company's 

image provides a positive assessment and the 

company's existence in the eyes of the public, namely 

by showing the public's view of the company in the 

long run. Well-formed imaging will also have a good 

impact on the achievement of objectives. A good 

image of the company will allow companies to profit 

from products and increase public confidence in the 

company is doing business (Sutojo, 2004). 

Consumers who are happy with the company's image 

will inform the other consumers about the company 

well. Consumers who feel that the service or product 

they bought and used to meet their needs can provide 

pleasure. They will also recommend the service or 

product to others for their use. Much research has 

been done on corporate image related to customer 

loyalty, among others by:(Surjaatmadja et al., 2019), 

(R. Kurniawan, 2016), (Qomariah, 2012), (Qomariah, 

2018a), (Mutmainnah, 2018), (Subagja & Susanto, 

2019), (Muzammil et al., 2017), (Dewi & Rulirianto, 

2011), (Nursaid et al., 2020a), (Sulaiman et al., 2020), 

(Soliha et al., 2019), (Indarto et al., 2018), (Nurcahyo 

& Savira, 2020), (Afif et al., 2015), (Sandrio et al., 

2020). The hypothesis that can be put forward on the 

basis of theory and previous research is: a good 

institutional image will increase consumer loyalty. 

To maintain customer loyalty, there are 

many factors that need to be considered by service 

providers or product needs of consumers. The 

customer satisfaction factor is one strategy to 

maintain customer loyalty. Customers who are 

satisfied will make a repeat purchase. Repurchases 

made by these customers are something that is 

expected by all service providers or products 

(Lupiyoadi, 2013).  The continuity of business will 

be determined by the repurchase that has been done 

by the customer. Therefore increasing customer 

satisfaction must be the main strategy for service 

providers to maintain customer loyalty. Many 

predecessor researchers have done research on the 

relationship between customer satisfaction and 

customer loyalty, including (Suarniki & Lukiyanto, 

2020), (Muharmi & Sari, 2019), (Ratnasari & 

Gumanti, 2019), (Purwati & Hamzah, 2019), 

(Sulaiman et al., 2020), (Hasniaty, 2015), (Lie et al., 

2019), (Nursaid et al., 2020b), (Iriyanti et al., 2016), 

(Mulyawan & Rinawati, 2016), (Sutrisno et al., 2017), 

(Maskur et al., 2016), (Qomariah, 2016b), (Qomariah, 

2018b), (Soliha et al., 2019), (Mutmainnah, 2018), 

(Djanas, 2016), (Subagja & Susanto, 

2019),(Qomariah, 2012),  (Nursaid et al., 2020a), 

(Ratnasari & Gumanti, 2019), (Khan, 2012), 

(Hutauruk et al., 2020), (Musmedi & Prasodjo, 2018), 

(Batoteng et al., 2019). From several theories put 

forward and previous research done, hypothesis 1 in 

this study is that the more satisfied, the higher the 

loyalty of consumers.   

IAIN is one of the state universities in the 

Jember Regency, which contributes to the intellectual 

life of the nation by providing higher education 

services in the religious and general fields. JAIN 

IAIN was established in early 1965, under the Islamic 

Institute of  Djember (IAID), with the Tarbiyah 

Faculty. Before becoming STAIN Jember, the 

Faculty of Tarbiyah Jember had 3 majors, namely: (1) 

Department of Islamic Education (PAI) (2) 

Department of Arabic Language Education (3) and 

Department of Islamic Education (KI). In the 

academic year, 1997/1998 STAIN Jember opened a 

new Department other than the Tarbiyah Department, 

the Syari'ah Department, and the Da'wah Department. 

After going through a long process of proposing a 

transfer of status from STAIN Jember to IAIN 

Jember as formulated by the Taskforce Team formed 

by the Chair of STAIN Jember (at that time), finally 

in 2014, based on Presidential Decree (Keppres) 

Number 142 of 2014 there was a change in STAIN 

Jember becomes IAIN Jember. Then followed up 

with the Regulation of the Minister of Religion of the 

Republic of Indonesia Number 6 the Year 2015 

concerning the Organization and Work Procedure of 

the State Islamic Institute of Jember.  

As the transformation towards IAIN Jember 

opened many study programs, this was intended to 

meet the needs of the wider community. Meanwhile, 

the Faculties and existing study programs are as 

follows: Tarbiyah and Teacher Training Faculty, 

Study Programs; Islamic Religious Education (PAI), 

Arabic Language Education (PBA), Islamic 

Education Management (MPI), Madrasah Ibtidaiyah 

Teacher Education (PGMI), Teacher Education 

Radhatul Athfal (PGRA), Tadris Social Sciences 

(IPS), Tadris Natural Sciences (IPS) Science), Tadris 

English, Tadris Mathematics, Tadris Biology. Faculty 

of Sharia, Study Program: Al-Ahwal al-Syakhsiyyah 

/ AS (Family Law / Islamic Civil); Mu'amalah 

(Sharia Economic Law); Constitutional Law 

(Siyasah); Islamic Criminal Law. Faculty of Islamic 

Economics and Business: Sharia Banking; Shariah 

Economics; Shari'ah Accounting; Zakat and Waqf. 

Faculty of Da'wah, Study Program: Islamic 

Communication and Broadcasting (KPI); Islamic 

Community Development (PMI); Islamic Guidance 

and Counseling (BKI); Da'wah Management; Islamic 

psychology. The Ushuluddin, Adab and Humanities 

Faculty: Qur'anic Studies and Interpretation; Hadith 
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Science; Arabic language and literature; Islamic 

History and Culture.   

In carrying out the noble mission of 

educating the nation's next generation in religious and 

general education, the IAIN Jember faces many 

challenges in getting students. This is because, in 

Jember Regency, there are many tertiary institutions, 

both public and private. The following is a list of 

state and private tertiary institutions (PTN / PTS) in 

Jember Regency in Table 2. In Table 2., it can be 

seen that the number of tertiary institutions in Jember 

Regency, both state and private tertiary institutions, is 

around 18 PTN / PTS. This shows that competition in 

getting students is also increasing. Seeing this kind of 

phenomenon, each higher education institution must 

continue to improve student satisfaction and loyalty 

by looking at the quality of service and higher 

education institutions' image. Based on the 

phenomena and previous research that have been 

done by previous researchers, the research and 

research question is how to increase student 

satisfaction and loyalty at IAIN Jember if it is related 

to the quality of services provided and the image of 

institutions owned by the higher education 

institutions. While the purpose of this study is to 

determine and analyze the impact of service quality 

and institutional image on student satisfaction and 

loyalty at IAIN Jember.  

 

 

Table 2. List of Universities in Jember Regency 

No. Name of Higher Education  Status 

1. Universitas Jember Public Universities 

2. Politeknik Negeri Jember Public Universities 

3. Universitas Muhammadiyah Jember Private College 

4. IKIP PGRI Jember Private College 

5. IAIN Jember Public Universities 

6. Institut Agama Islam Al-Falah As-Sunniyah 

Kencong Jember 

Private College 

7. Universitas Islam Jember Private College 

8. STAI Al-Qodiri Jember Private College 

9. STIKES Dr. Soebandi Jember Private College 

10. Akademi Farmasi Jember Private College 

11. Sekolah Tinggi Dirasat Islamiyah Imam Syafi`i 

Jember 

Private College 

12. Akademi Kebidanan Bina Husada Jember Private College 

13. Akademi Akuntansi PGRI Jember Private College 

14. STAI Al-Falah As-Sunniyah Kencong Jember Private College 

15. Akademi Kebidanan Jember Private College 

16. Sekolah Tinggi Alkitab Jember Private College 

17. Sekolah Tinggi Ilmu Ekonomi Dharma Nasional 

Jember 

Private College 

18. Sekolah Tinggi Teologi Duta Panisal Jember Private College 

 

II. RESEARCH METHODS 

This research uses quantitative research 

design. Quantitative research methods are methods 

based on positivism philosophy (Sugiyono, 2013). 

The population shows an association as a whole of 

people, events, or interests in something specific so 

that the writer can do research that he wants to study 

(Ferdinand, 2016). This study's population were all 

students of the Faculty of Economics and Islamic 

Business IAIN Jember, with four study programs 

totaling 3,055 students. A sample size of more than 

30 and less than 500 is appropriate for most studies 

(Sekaran, 2006). Determining the sample in this 

study using the Slovin formula with an error rate of 

5% obtained a sample of 354 students. Descriptive 

data analysis is used to analyze data by describing or 

describing data that has been collected as it is without 

intending to make generally accepted conclusions or 

generalizations (Ghozali, 2011). Data validity tests 

and data reliability tests were used to measure 

research measuring instruments (Arikunto, 2013).  

Hypothesis testing is done by testing the Variance-

based SEM or Partial Least Square (SEM-PLS) with 

the Warp PLS 6.0 program. SEM-PLS is used for 

exploratory research (Ghozali, 2011).  

 

III. RESEARCH RESULTS AND DISCUSSION 

Descriptive statistics 

The results showed that based on gender, it 

was known that from 354 student respondents, 57.3% 

or 203 consisted of women and 42.7% or 151 men, 

which meant that the number of male respondents 

was less than female respondents. Based on the study 

program of the Faculty of Economics and Islamic 

Business IAIN Jember, respondents from the Sharia 

Banking study program were 35.0% or as many as 
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124 students, respondents from the Sharia Economics 

study program were 43.8% or as many as 155 

students, respondents from the Accounting study 

program Sharia 16.9% or 60 students then 

respondents from the Zakat and Waqf study programs 

were 4.3% or 15 students. Most respondents were 

students from the sharia economics study program. 

Respondents based on the semester student then 

obtained respondents at the semester 2 level of 18.6% 

or as many as 66 students, respondents at the 

semester 4 level of 26.8% or as many as 95 students, 

respondents at the semester 6 level, amounting to 

29.4% or as many as 104 students, respondents at the 

semester 8 level of 25.2% or as many as 89 

students.  

 

Validity Test and Reliability Test 

This validity test shows the suitability of 

each indicator with the theories used to define a 

construct. The validation test criteria are using the 

loadings factor (cross-loadings factor) with a value of 

more than 0.70 and the average variance extracted 

(AVE) with an amount exceeding 0.70 for the 

convergent validity test and the discriminant validity 

test using the root comparison of AVE with the 

correlation between variables. The construct AVE 

value should be higher than the correlation between 

latent variables (Solihin eta Ratmono 2013 /). The 

calculation result of WarpPLS 5.0 shows that each 

value on the cross-loadings factor has reached a value 

above 0.7 with a p-value below 0.001. Thus the 

convergent validity test criteria have been met.  

Reliability testing is carried out to ensure the 

research instruments used can provide a consistent 

measurement of concepts without bias. WarpPLS 

data processing results from 5.0. The basis used in 

the reliability test is the value of Composite 

reliability coefficients and Cronbach's alpha 

coefficients above 0.5. The results showed that the 

questionnaire instrument in this study had met the 

reliability test requirements because Cronbach's alpha 

value was above 0.70.  

 

Hypothesis Testing 

In this section, describe each path in the 

model section using path analysis. Each path tested 

shows the effect of the independent variable service 

quality (X1) and institutional image (X2) on student 

satisfaction (Z) and student loyalty (Y). Knowing the 

significance of each of these paths will answer 

whether the proposed hypothesis is accepted or 

rejected. Each path tested represents the hypothesis in 

this study. The path coefficient values can be seen in 

table 3. 

 

Table 3. Path Coefficient Values 

Dependent Variable 
Independent 

Variable 

Path 

Coefficient 
ρ-value Information 

Service Quality Satisfaction 0.417 <0.001 Significant 

Image of Institution Satisfaction 0.215 <0.001 Significant 

Service Quality Loyalty  0.215 <0.001 Significant 

Image of Institution Loyalty  0.203 <0.001 Significant 

Satisfaction Loyalty  0.402 <0.001 Significant 

 

 

 
 

Figure 1. Path Analysis Results 

 

Discussion 

Effect of Service Quality on Student Satisfaction. 

Based on the results of testing and analysis 

of data obtained, results suggest that service quality 

has a significant effect on the satisfaction of students 

of the Faculty of Economics and Islamic Business 

IAIN Jember. This could be due to aspects related to 

service quality that have an impact on student 
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satisfaction. Service quality aspects include physical 

evidence, reliability, responsiveness, assurance, and 

empathy. Service can be defined as any form of 

activities/activities provided by one or more parties to 

other parties that have a relationship with the aim of 

being able to provide satisfaction to the second party 

concerned for the goods and services provided 

(Tjiptono & Candra, 2012). Student satisfaction is the 

positive attitude of students towards the service of 

higher education institutions because there is a match 

between the expectations of the service compared to 

the reality it receives (Qomariah, 2016a). The Islamic 

Faculty of Economics and Business IAIN Jember as a 

provider of higher education services seeks to 

provide excellent service both in the academic field 

and in terms of providing lecture facilities and 

infrastructure. It was intended to create a sense of 

satisfaction in students of the Faculty of Economics 

and Business IAIN Jember. 

 

The Effect of Institutional Image on Student 

Satisfaction. 

Based on the results of testing and data 

analysis, the results show that the image of the 

institution has a significant effect on the satisfaction 

of students of the Islamic Economics and Business 

Faculty, IAIN, Jember. This is due to aspects related 

to the image of the institution that has had a positive 

impact on the satisfaction of students of the Faculty 

of Islamic Economics and Business IAIN Jember. 

The aspects of the image of the institution include: 

personality, reputation, values and corporate identity. 

Image is the most important asset of a company. A 

good image is a powerful tool to attract consumers to 

choose the company's products or services, but also 

to improve customer satisfaction with the company or 

organization (Sutojo, 2004).  Citra also provides a 

positive assessment and the existence of institutions 

in the eyes of the public, namely by showing the 

public's view of IAIN Jember, especially the Faculty 

of Economics and Islamic Business in the long run. A 

well-formed imaging will also have a good impact 

for achieving the goals set by the institution. In this 

case it is able to provide opportunities for the State 

Islamic Institute of Jember to benefit from the 

services provided and increase student satisfaction 

and public trust in the institution. 

 

Effect of Service Quality on Student Loyalty. 

Based on the results of testing and data 

analysis, the results show that service quality has a 

significant effect on the loyalty of students of the 

Islamic Economics and Business Faculty, IAIN, 

Jember. This could be due to aspects related to 

service quality that have been able to create student 

loyalty. Service quality aspects include: physical 

evidence, reliability, responsiveness, assurance and 

empathy. Service quality is the expected level of 

excellence and its control over the level of excellence 

is to meet customer desires (Buchari, 2007).  Quality 

of service can be defined as how far the difference 

between reality and customer expectations for the 

service they receive. One factor that determines the 

success of a company is the company's ability to 

provide quality services to consumers to create a 

loyal attitude. The loyalty of students of the Islamic 

Economics and Business Faculty of IAIN Jember is 

influenced by many factors, one of which is the 

service received, both services from student staff and 

services provided by lecturers in the learning process 

at the Faculty of Economics and Business IAIN 

Jember. Because the service consists of several 

factors, namely the human factor that serves, the 

tools or facilities used to provide services, the 

mechanism of work used and even the attitude of 

each person who provides services and those served. 

 

Effect of Institutional Image on Student Loyalty. 

Based on the results of testing and data 

analysis, it was obtained that the image of the 

institution had a significant effect on the loyalty of 

students of the Islamic Economics and Business 

Faculty, IAIN Jember. This could be due to aspects 

related to the image of the institution that has been 

able to create student loyalty at the Faculty of 

Economics and Islamic Business IAIN Jember. In 

this case, if the IAIN Jember Islamic Faculty of 

Economics and Business Students have a good image 

of the institution, it will certainly create good student 

loyalty. (Griffin, 2005)  has reviewed institutional 

image and reputation for retention decisions as seen 

from the level of customer loyalty, and revealed that 

the degree of loyalty has a tendency to be higher 

when perceptions (both reputation and institutional 

image) are pleasing. In the context of tertiary 

institutions, the image of an institution according to 

student assessment will influence students to be loyal 

to their tertiary institutions. The image of IAIN 

Jember in particular the Faculty of Economics and 

Islamic Business as a Higher Education Institution by 

holding the principle of Ahlus sunnah wal pilgrims 

adhered to by Jam'iyah NU. This reinforces the image 

of the Islamic Economics and Business Faculty of 

IAIN Jember among the people of Jember and 

surrounding areas as Educational Institutions that 

hold fast to Islamic Sharia laws. 

 

Effect of Student Satisfaction on Student Loyalty 

Based on the results of testing and analysis of 

the data obtained results suggesting that student 

satisfaction has a significant effect on student loyalty 

at the Faculty of Economics and Islamic Business 

IAIN Jember. This could be due to aspects of student 

satisfaction related to the loyalty of students of the 

Faculty of Economics and Islamic Business IAIN 

Jember. Aspects of student satisfaction are 

physiological needs, security needs, needs for 

ownership, needs for self-esteem and self-

actualization needs. In this case after adjusting the 

service quality and satisfaction of students of the 
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Islamic Economics and Business Faculty of IAIN 

Jember, students who are satisfied with the services 

of the Islamic Economics and Business Faculty of 

IAIN Jember will have a tendency to increase the 

loyalty of their students. Customer loyalty is defined 

as the extent to which customers recommend, and 

state preferences for future use, for certain companies 

(Sutojo, 2004). The fact that if an offer meets 

customer expectations, it means that it will affect 

satisfaction and the likelihood that they will use or 

buy the goods or services again. From this 

explanation it can be seen that customer satisfaction 

is an important factor in winning competition, 

especially in the era of globalization by forming 

loyalty Achieving satisfaction can be a simple or 

complex and complicated process. The role of each 

individual in providing service is very important and 

influences the established loyalty. The main task of 

each educational institution is to create changes in the 

mindset of students / educated by providing excellent 

service so that students feel satisfied with the 

competence of lecturers and student staff of the 

Faculty of Economics and Islamic Business IAIN 

Jember. 

 

IV. CONCLUSIONS, LIMITATIONS AND 

SUGGESTIONS 

Conclusion 

The test results prove the quality of service, 

positive and significant effect on student satisfaction. 

The test results prove the image of the institution, a 

positive and significant effect on student satisfaction. 

The test results prove the quality of service, positive 

and significant effect on student loyalty. The test 

results prove the image of the institution, a positive 

and significant effect on student loyalty. The test 

results prove student satisfaction, positive and 

significant effect on student loyalty. 

 

Research Limitations 

This study uses a questionnaire, it is possible 

that students in filling out the questionnaire are not 

serious because there is no sanction whatsoever to be 

dropped if they fill out the questionnaire is not 

serious. Considering the questionnaire was sent using 

Google form because the impact of the Covid 19 

pandemic required students to learn to use online 

media from their respective homes, so they could not 

conduct interviews directly about the quality of 

service in what areas needed to be improved at the 

IAIN Jember Faculty of Economics and Business 

Islam. After the respondent reads the questionnaire 

there is a possibility of an answer bias, because the 

respondent answers not because of the knowledge or 

experience possessed, but is influenced by the 

questionnaire itself. The lack of students in filling out 

the questionnaire made the data collection process 

take a little longer. Also the distribution of 

questionnaires was not well targeted so researchers 

needed to sort out respondents who were not from the 

Faculty of Economics and Islamic Business IAIN 

Jember. 

Suggestion 

The results of the study prove that service 

quality, institutional image and student satisfaction 

have a positive and significant effect on student 

loyalty, therefore the Islamic Faculty of Economics 

and Business IAIN Jember always improves service 

to students both from service time learning and 

services in the field of student affairs. Need to 

continue to maintain and enhance the positive image 

of the Islamic Economics and Business Faculty of 

IAIN Jember as an educational institution that runs 

Islamic law. For Further Research R2 Test Results 

indicate there are still other variables that must be 

considered in this study. Further studies, should add 

other variables that can affect student satisfaction, 

because the better the satisfaction of students will 

create student loyalty. The results of this study may 

be used as input for organizations for managerial 

policies on human resources so as to increase student 

loyalty. For further research, it is suggested to discuss 

more about the effect of service quality on student 

loyalty by expanding the scope of research to get 

better results, because this study has limited time to 

work so it is limited to 1 faculty from 4 existing 

faculties. In addition to discussing the effect of 

service quality on student loyalty, the next researcher 

can also add other variables that affect student loyalty. 

 

REFFERENCES 
[1] Afif, N. C., Sutikno, D. U., Hardiyanto, N., & Shiratina, 

A. (2015). "Buliding Brand Through Increasing Brand 

Trust and Brand Affect". International Journal of 

Scientific and Technology Research, 4(11), 336–340. 

[2] Anggriana, R., Qomariah, N., & Santoso, B. (2017). 

Pengaruh Harga, Promosi, Kualitas Layanan Terhadap 

Kepuasan Pelanggan Jasa Ojek Online "OM-JEK" 
Jember. Jurnal Sains Manajemen dan Bisnis Indonesia, 

7(2), 137–156. 

[3] Arikunto, S. (2013). "Prosedur Penelitian : Suatu 
Pendekatan Praktik". In Jakarta: Rineka Cipta (Ed. 

Revisi). 

https://doi.org/10.1017/CBO9781107415324.004 
[4] Ariska, V., Qomariah, N., & Wijayanti, B. (2020). "The 

impact of service quality, price, products, and trust on 
«kober mie setan» consumer satisfaction". International 

Journal of Scientific and Technology Research, 9(4), 

1782–1785. 
[5] Atmanegara, S. Y., Cahyono, D., Qomariah, N., & 

Sanosra, A. (2019). "Pengaruh Kualitas Pelayanan , 

Citra Perusahaan , dan Lokasi Terhadap Kepuasan 
Konsumen Hotel Ijen View Bondowoso". Jurnal Sains 

Manajemen dan Bisnis Indonessia, E-ISSN : 2541-2566, 

9(1), 79–89. 

[6] Batoteng, H., Suharno, Hariyadi, S., & Hidayati, T. 

(2019). "Antesedent of satisfaction and information 

words of mouth and its implications on revisit intention 
in Derawan resort, Berau regency east Kalimantan". 

International Journal of Scientific and Technology 

Research, 8(7), 232–239. 
[7] Buchari, A. (2007). "Manajemen Pemasaran dan 

Pemasaran Jasa, Edisi Revisi". Alfabeta. 

[8] Dewi, S. A., & Rulirianto. (2011). "PENGARUH 
CITRA PERUSAHAAN, KEPERCAYAAN 

PELANGGAN, DAN KUALITAS PELAYANAN 

TERHADAP LOYALITAS PELANGGAN PT BUANA 
LANGGENG JAYA TULUNGAGUNG" Shinthya. J A B 

file:///C:/Users/user/AppData/Local/Temp/AppData/Local/Temp/www.internationaljournalssrg.org


SSRG International Journal of Economics and Management Studies (SSRG-IJEMS) – Volume 7 Issue 9 – Sep 2020 

 

 

ISSN: 2393 - 9125                          www.internationaljournalssrg.org                           Page 31 

Jurnal Aplikasi Bisnis, 244–249. 

[9] Djanas, A. (2016). Kualitas Pelayanan dan Citra 

Perusahaan terhadap Kepuasan Serta dampaknya 

terhadap Loyalitas Wisatawan. JSM (Jurnal Sains 

Manajemen) Program, V(2), 184–192. 
[10] Ferdinand, A. (2016). "Metode Penelitian Manajemen: 

Pedoman Penelitian untuk Skripsi, Tesis dan Disertasi 

Ilmu Manajemen". In BP Undip 2. 
https://doi.org/10.4304/jcp.8.2.326-333 

[11] Ghozali, I. (2011). Aplikasi Analsiis Multivariate 

dengan Program SPSS. BP Universitas Diponegoro. 
[12] Griffin, J. (2005). "Customer Loyalty:Menumbuhkan 

dan Mempertahankan. Kesetiaan Pelanggan",. 

Erlangga. 
[13] Hasniaty, H. (2015). "Customer Perception On 

Products Pricing Service Quality Towards Customers 

Quality Relationships And Loyalty Of Domestic Airlines 
Indonesia". International Journal of Scientific & 

Technology Research, 4(8), 181–188. 

http://www.ijstr.org/research-paper-
publishing.php?month=apr2020 

Https://www.rijal09.com/2018/02/jumlah-perguruan-

tinggi-negeri-ptn-dan-perguruan-tinggi-swasta-pts-di-
indonesia-tahun-2018.html. (2018). No Title. 

[14] Hutauruk, M. R., Ghozali, I., Aprianti, D. I., Reonald, 

N., & Mushofa, A. (2020). "Marketing mix and 
customer satisfaction in its role toward customer 

loyalty through environmental accounting moderation". 
International Journal of Scientific and Technology 

Research, 9(3), 996–1001. 

[15] Indarto, E. W., Suroso, I., Sudaryanto, S., & Qomariah, 
N. (2018). "the Effect of Brand Image and Product 

Attributes on Customer Satisfaction and Customer 

Loyalty". Jurnal Aplikasi Manajemen, 16(3), 457–466. 
https://doi.org/10.21776/ub.jam.2018.016.03.10 

[16] Iriyanti, E., Qomariah, N., & Suharto, A. (2016). 

"PENGARUH HARGA, KUALITAS PRODUK DAN 
LOKASI TERHADAP LOYALITAS PELANGGAN 

MELALUI KEPUASAN SEBAGAI VARIABEL 

INTERVENING PADA DEPOT MIE PANGSIT 
JEMBER". Jurnal Manajemen Dan Bisnis Indonesia, 

2(1). 

[17] Izzah, N. F., Zailani, Ahmad, A., Jamaludin, A., Wi, G. 
P., & Ramli, F. N. (2020). "Tourist satisfaction of 

service quality in Zoo Negara, Kuala Lumpur". 

International Journal of Scientific and Technology 
Research, 9(4), 3529–3536. 

[18] Juanamasta, I. G., Wati, N. M. N., Hendrawati, E., 

Wahyuni, W., Pramudianti, M., Wisnujati, N. S., 
Setiawati, A. P., Susetyorini, S., Elan, U., Rusdiyanto, 

R., Astanto, D., Ulum, B., Khadijah, S. N., Trimarjono, 

A., Syafii, M., Mubarroq, A., Kristiningsih, K., Pratiwi, 
R. D., Veri, V., … Umanailo, M. C. B. (2019). "The 

role of customer service through customer relationship 

management (Crm) to increase customer loyalty and 
good image". International Journal of Scientific and 

Technology Research, 8(10), 2004–2007. 

[19] Khan, I. (2012). "Impact of customer satisfaction and 
retention on customer loyalty". International Journal of 

Scientific & Technology Research, 1(2), 106–110. 

[20] Kotler, P., & Amstrong, G. (2008). Prinsip-Prinsip 
Pemasaran. Penerbit Erlangga. 

[21] Kurniawan, B., Nirwanto, N., & Firdiansjah, A. (2019). 

"The effect of service innovation on customer 
satisfaction indihome internet provider in central java 

through corporate reputation as variable intervening". 

International Journal of Scientific and Technology 
Research, 8(10), 144–151. 

[22] Kurniawan, R. (2016). "The Influence Of Customer 

Handling On Brand Image In Building Customer 
Loyalty". The Influence Of Customer Handling On 

Brand Image In Building Customer Loyalty, 5(5), 113–

116. 
[23] Lie, D., Sudirman, A., Efendi, E., & Butarbutar, M. 

(2019). "Analysis of mediation effect of consumer 

satisfaction on the effect of service quality, price and 

consumer trust on consumer loyalty". International 

Journal of Scientific and Technology Research, 8(8), 

421–428. 

[24] Lupiyoadi, R. (2013). "Manajemen Pemasaran". 
Salemba Empat. 

[25] Mageshwarii, G. V., & Vasanthi, S. (2020). "A study on 

satisfaction of passengers towards railway service in 
tiruchirappalli junction". International Journal of 

Scientific and Technology Research, 9(1), 2843–2847. 

[26] Maskur, M., Qomariah, N., & Nursaidah. (2016). 
"Analisis Pengaruh Kualitas Pelayanan, Harga, Dan 

Kepuasan Pelanggan Terhadap Loyalitas Pelanggan 

(Studi Kasus pada Bengkel Mobil Larasati Lumajang)". 
Jurnal Sains Manajemen & Bisnis Indonesia, VI(2), 

212–221. 

[27] Muharmi, H., & Sari, K. (2019). "Pengaruh Service 
Quality , Food Quality , Dan Perceived Value 

Terhadap Consumer Satisfaction Dan Behavioral 

Intentions". Jurnal Manajemen Dan Bisnis Indonesia, 
5(2), 193–203. 

https://doi.org/https://doi.org/10.32528/jmbi.v5i2.2880 

[28] Mulyawan, A., & Rinawati. (2016). Pengaruh Kualitas 
Layanan Akademik Terhadap Kepuasan Mahasiswa 

Serta Implikainya Pada Loyalitas Mahasiswa. Jurnal 

Ekonomi, Bisnis & Entrepreneurship, 10(2), 119–131. 
[29] Musmedi, D. P., & Prasodjo, A. (2018). "Consumer 

perception on imported franchise restaurants in Jember 
district: Product quality, customer satisfaction, and 

brand loyalty". International Journal of Scientific and 

Technology Research, 7(4), 206–210. 
[30] Mutmainnah, M. (2018). "Pengaruh Kualitas Layanan 

Dan Citra Perusahaan Terhadap Kepuasan Dan 

Loyalitas Nasabah". Jurnal Manajemen dan Pemasaran 
Jasa, 10(2), 201. 

https://doi.org/10.25105/jmpj.v10i2.2344 

[31] Muzammil, A., Yunus, M., & Darsono, N. (2017). 
"Pengaruh Kualitas Pelayanan Dan Citra Perusahaan 

Terhadap Loyalitas Pelanggan Indihome Pt. Telkom 

Indonesia Di Banda Aceh Dengan Kepuasan Dan 
Kepercayaan Pelanggan Sebagai Variabel Mediasi". 

Jurnal Manajemen dan Inovasi, 8(3), 104–133. 

http://www.jurnal.unsyiah.ac.id/JInoMan/article/viewFi
le/9342/7643 

[32] Noori, A., & Nisa, S. (2019). "An investigation on how 

brand image influences tourist destination and 
customer satisfaction: A case of the tourism sector." 

International Journal of Scientific and Technology 

Research, 8(11), 3553–3559. 
[33] Nurcahyo, R., & Savira, R. (2020). Effect Of Network 

Speed Towards Customer Loyalty On Hotrod XL 

Axiata. INTERNATIONAL JOURNAL OF SCIENTIFIC 
& TECHNOLOGY RESEARCH, 9(01), 1667–1671. 

[34] Nursaid, N., Purnomo, S. H., & Qomariah, N. (2020a). 

"The Impact of Service Quality and Institutional Image 
on the Satisfaction and Loyalty of Master of 

Management Students". 1st Borobudur International 

Symposium on Humanities, Economics and Social 
Sciences (BIS-HESS 2019, 436, 156–161. 

https://doi.org/10.2991/assehr.k.200529.033 

[35] Nursaid, Purnomo, S. H., & Qomariah, N. (2020b). 
"The Impact of Service Quality and Institutional Image 

on the Satisfaction and Loyalty of Master of 

Management Students". 1st Borobudur International 
Symposium on Humanities, Economics and Social 

Sciences (BIS-HESS 2019), 436, 156–161. 

https://doi.org/10.2991/assehr.k.200529.033 
[36] Prameswari, A. A., & Mahestu, G. (2019). "The effect 

of brand image on customer satisfaction in pizza hut 

Alam Sutera (quantitative study on Bina Nusantara" 
University student batch 2018-2021). International 

Journal of Scientific and Technology Research, 8(8), 

346–351. 
[37] Purnomo, S., & Qomariah, N. (2019). "Improve 

Community Satisfaction and Trust in the Public Service 

file:///C:/Users/user/AppData/Local/Temp/AppData/Local/Temp/www.internationaljournalssrg.org


SSRG International Journal of Economics and Management Studies (SSRG-IJEMS) – Volume 7 Issue 9 – Sep 2020 

 

 

ISSN: 2393 - 9125                          www.internationaljournalssrg.org                           Page 32 

Mal of Banyuwangi District". Proceding CelSciTech 

UMRI 2019, 4, 40–47. 

[38] Purwati, A. A., & Hamzah, M. L. (2019). "Total service 

quality management and it’s impact on customer 

satisfaction and loyalty of online transportation in 
Indonesia". International Journal of Scientific and 

Technology Research, 8(11), 1066–1070. 

[39] Qomariah, N. (2008). "Pengaruh kualitas pelayanan 
terhadap keputusan dan loyalitas pelanggan:(Studi 

kasus pada Universitas Muhamadiyah Jember)". 

Universitas Jember. 
[40] Qomariah, N. (2012). "Pengaruh Kualitas Layanan dan 

Citra Institusi Terhadap Kepuasan dan Loyalitas 

Pelanggan". In Jurnal Aplikasi Manajemen (Libk. 10, 
Zenbakia 1, or. 177–187). 

[41] Qomariah, N. (2016a). "Marketing Adactive Strategy". 

Cahaya Ilmu. 
https://www.researchgate.net/publication/326623130_

MARKETING_ADACTIVE_STRATEGY 

[42] Qomariah, N. (2018a). "Impact of Customer Value, 
Brand Image and Product Attributes to Satisfaction and 

Loyalty Tourism Visitors in Jember Regency". 

Mediterranean Journal of Social Sciences, 8(5–1), 129–
135. https://doi.org/10.2478/mjss-2018-0105 

[43] Qomariah, N. (2014). "MODEL PENINGKATAN 

KEPUASAN PENGUNJUNG BERBASIS CUSTOMER 
VALUE : STUDI PADA PEGUNJUNG PANTAI WATU 

ULO DAN PENGUNJUNG PANTAI PAPUMA DI 
KABUPATEN JEMBER". Seminar Nasional dan Call 

for Paper (Sancall 2014), 465–473. 

[44] Qomariah, N. (2016b). "PENGUKURAN KEPUASAN 
DAN LOYALITAS PASIEN RUMAH SAKIT". Seminar 

Nasional UMS, 239–250. 

[45] Qomariah, N. (2018b). "PENGUKURAN KEPUASAN 
DAN LOYALITAS PASIEN RUMAH SAKIT BERBASIS 

CUSTOMER RELATIONSHIP MANAGEMENT". 

Seminar Nasional dan The 3rd Call for Syariah Paper, 
239–250. 

[46] Qomariah, N., Fahrurrozi, A., & Rozzaid, Y. (2020). 

"Efforts to Increase Retail Customer Satisfaction". 
International Journal of Economics and Management 

Studies (SSRG-IJEMS), 7(7), 25–31. 

[47] Rahayu, D. D. (2019). "Analysis of customer 
satisfaction level on service quality of three-star hotel 

in Pekanbaru". International Journal of Scientific and 

Technology Research, 8(10), 592–598. 
https://www.google.com/url?client=internal-element-

cse&cx=015665522297807158791:e4ankvq01v0&q=ht

tp://www.ijstr.org/final-print/oct2019/Analysis-Of-
Customer-Satisfaction-Level-On-Service-Quality-Of-

Three-star-Hotel-In-

Pekanbaru.pdf&sa=U&ved=2ahUKEwil8JnC4s 
[48] Ratnasari, D., & Gumanti, T. A. (2019). "Relationship 

marketing, service quality, satisfaction and customers 

loyalty of bank sharia mandiri banyuwangi". 
International Journal of Scientific and Technology 

Research, 8(6), 7–10. 

https://www.google.com/url?client=internal-element-
cse&cx=015665522297807158791:e4ankvq01v0&q=ht

tp://www.ijstr.org/final-print/june2019/Relationship-

Marketing-Service-Quality-Satisfaction-And-
Customers-Loyalty-Of-Bank-Sharia-Mandiri-

Banyuwangi.pdf&sa=U&ve 

[49] Rosalina, M., Qomariah, N., & Sari, M. I. (2019). 
Dampak Promosi , Harga Dan Kualitas Produk 

Terhadap Loyalitas Konsumen Oppo Smartphone. 

Jurnal Penelitian IPTEKS, 4(2), 161–174. 
[50] Sandrio, L., Hidayatullah, S., Supriadi, B., & Patalo, R. 

G. (2020). "Effect of tourism satisfaction as a mediator 

variable of images of destination and facilities to 
loyalties on millenial generation to visit Bromo 

Tengger Semeru". International Journal of Scientific 

and Technology Research, 9(5), 183–187. 
[51] Saputra, F. I. (2013). Kualitas Layanan , Citra dan 

Pengaruhnya terhadap Loyalitas melalui Kepuasan 

Pelanggan ( Studi Pada PT Bank Bni 46 Sentra Kredit 

Kecil Surabaya ). Aplikasi Manajemen, 11(3), 445–457. 

https://doi.org/10.1016/j.eneco.2016.05.009 

[52] Sekaran, U. (2006). "Metode Penelitian Untuk Bisnis." 

Salemba Empat. 
[53] Setiawan, A., Qomariah, N., & Hermawan, H. (2019). 

"Pengaruh Kualitas Pelayanan Terhadap Kepuasan 

Konsumen". Jurnal Sains Manajemen dan Bisnis 
Indonesia Bisnis Indonesia, 9(2), 114–126. 

https://doi.org/http://dx.doi.org/10.32528/jsmbi.v9i2.28

19 
[54] Setyawati, W. A., Rifai, M., & Sasmito, C. (2018). 

Pengaruh Kualitas Pelayanan , Fasilitas , Harga dan 

Citra Institusi Terhadap Kepuasan Pasien. Madani, 
Jurnal Politik dan Sosial kemasyarakatan, 10(2), 50–63. 

[55] Sofiati, I., Qomariah, N., & Hermawan, H. (2018). 

"DAMPAK KUALITAS PELAYANAN TERHADAP 
LOYALITAS KONSUMEN". Jurnal Sains Manajemen & 

Bisnis Indonesia, 8(2), 244–259. 

[56] Soliha, E., Rizal, A., Maskur, A., Mawarni, N. B., & 
Rochmani, R. (2019). "Service quality, bank image, and 

customer loyalty: The mediating role of customer 

satisfaction". International Journal of Scientific and 
Technology Research, 8(10), 2667–2671. 

[57] Suarniki, N. N., & Lukiyanto, K. (2020). "The role of 

satisfaction as moderation to the effect of relational 
marketing and customer value on customer loyalty." 

International Journal of Innovation, Creativity and 
Change, 13(4), 108–122. 

https://www.ijicc.net/images/vol_13/Iss_4/13417_Suar

niki_2020_E_R.pdf 
[58] Subagiyo. (2015). Pengaruh Kualitas Pelayanan 

Akademik Dan Citra Institusi Terhadap Kepuasan 

Mahasiswa Lp3I Cilegon. Jurnal Lentera Bisnis, 4(1), 
1–26. 

[59] Subagja, I. K., & Susanto, P. H. (2019). Pengaruh 

Kualitas Pelayanan, Kepuasan Nasabah Dan Citra 
Perusahaan Terhadap Loyalitas Nasabah Pt. Bank 

Central Asia Tbk Kantor Cabang Pondok Gede Plaza. 

Jurnal Manajemen Bisnis Krisnadwipayana, 7(1), 69–
84. https://doi.org/10.35137/jmbk.v7i1.249 

[60] Sugiyono. (2013). Metode Penelitian Pendidikan 

Pendekatan Kuantitatif, Kualitatif, dan R&D. Alfabeta. 
[61] Sulaiman, Suriadi, Pratama, A., Veronika, & Agusthera, 

D. D. (2020). "Analysis of the effect of store 

atmosphere and store image and store location on 
customer loyalty through purchase decision customer 

Matahari department store in Samarinda city". 

International Journal of Scientific and Technology 
Research, 9(3), 3508–3513. 

https://www.google.com/url?client=internal-element-

cse&cx=015665522297807158791:e4ankvq01v0&q=ht
tp://www.ijstr.org/final-print/mar2020/Analysis-Of-

The-Effect-Of-Store-Atmosphere-And-Store-Image-

And-Store-Location-On-Customer-Loyalty-Through-
Purchase-Decis 

[62] Surjaatmadja, S., Hubaib, A., & Muda, I. (2019). "The 

effect of brand image, service quality and price towards 
the decision of the use of remittance (The remittance 

from the indonesian migrant workers in hongkong to 

Indonesia through the state-owned banks)." 
International Journal of Scientific and Technology 

Research, 8(8), 214–221. 

[63] Gorav Bhardwaj, "A Study of Stress On Students 
Adoption of Semester System And Its Coping Up 

Strategies"  SSRG International Journal of 

Economics and Management Studies 6.9 (2019): 
89-93. 

[64] Suryaningsih, I. B., & Sumani, S. (2019). Post 

Launching “Southern Paradise” As A City Branding Of 
Trenggalek Regency: The Role Of Transaction Service 

Convenience As Mediation On Tourist Satisfaction". 

International Journal of Scientific and Technology 
Research, 8(7), 175–181. 

[65] Sutojo, S. (2004). "Membangun Citra Perusahaan". 

file:///C:/Users/user/AppData/Local/Temp/AppData/Local/Temp/www.internationaljournalssrg.org


SSRG International Journal of Economics and Management Studies (SSRG-IJEMS) – Volume 7 Issue 9 – Sep 2020 

 

 

ISSN: 2393 - 9125                          www.internationaljournalssrg.org                           Page 33 

Damar Mulia Pustaka. 

[66] Sutrisno, Cahyono, D., & Qomariah, N. (2017). 

"ANALISIS KUALITAS PELAYANAN , 

KEPERCAYAAN SERTA CITRA KOPERASI 

TERHADAP KEPUASAN DAN LOYALITAS 
ANGGOTA". Jurnal Sains Manajemen & Bisnis 

Indonesia, 7(2), 157–174. 

[67] Tjiptono, F. (2007). "Service, Quality & Satisfaction". 
Andi. 

[68] Tjiptono, F., & Candra, G. (2012). Pemasaran Strategik. 

Andi. 
[69] Usvela, E., Qomariah, N., & Wibowo, Y. G. (2019). 

Pengaruh Brand Image , Kepercayaan , Dan Nilai 

Pelanggan Terhadap Kepuasan Pelanggan Herbalife. 
Jurnal Manajemen dan Bisnis Indoensia, 5(2), 300–312. 

https://doi.org/https://doi.org/10.32528/jmbi.v5i2.2930 

[70] Verriana, R. I., & Anshori, M. Y. (2017). Pengaruh 
Kualitas Layanan ( Service Quality ) Terhadap 

Loyalitas Melalui Kepuasan. Accounting and 

Managemen Journal, 1(1), 63–79. 
[71] Wayan, N., Sutharjana, K., Thoyib, A., Taroena, E. A., 

& Rahayu, M. (2013). "Organizational Citizenship 

Behavior Effect On Patient Satisfaction And Loyalty 
Through Service Quality (Study On Maternity Hospitals 

In Indonesia)". International Journal of Scientific & 

Technology Research, 2(5), 288–299. 
[72] Yanuar, M. M., Qomariah, N., & Santoso, B. (2017). 

Dampak kualitas produk, harga, promosi dan kualitas 
pelayanan terhadap kepuasan pelanggan Optik Marlin 

cabang Jember. Jurnal Manajemen dan Bisnis Indonesia, 

3(1), 61–80. 
[73] Yuliana, & Hidayat, R. (2018). Pengaruh Harga Dan 

Inovasi Produk Terhadap Loyalitas Pelanggan ( Studi 

Kasus Elzatta Pada Generasi Milenial Tahun 2018). e-
Proceeding of Apllied Science, 4(3), 1092–1099. 

[74] Yulisetiarini, D., & Prahasta, Y. A. (2019). The effect 

of price, service quality, customer value, and brand 
image on customers satisfaction of telkomsel cellular 

operators in east Java Indonesia. International Journal 

of Scientific and Technology Research, 8(3), 5–9. 
https://www.google.com/url?client=internal-element-

cse&cx=015665522297807158791:e4ankvq01v0&q=ht

tp://www.ijstr.org/final-print/mar2019/The-Effect-Of-
Price-Service-Quality-Customer-Value-And-Brand-

Image-On-Customers-Satisfaction-Of-Telkomsel-

Cellular-Opera 

file:///C:/Users/user/AppData/Local/Temp/AppData/Local/Temp/www.internationaljournalssrg.org

