
* Corresponding author.  
E-mail address: dewinusraningrum@mercubuana.ac.id (D. Nusraningrum)  
 
ISSN 2561-8156 (Online) - ISSN 2561-8148 (Print) 
© 2024 by the authors; licensee Growing Science, Canada. 
doi: 10.5267/j.ijdns.2023.11.013 
 
 

 
 

  
 

International Journal of Data and Network Science 8 (2024) 1213–1222 
 

 

Contents lists available at GrowingScience 
 

International Journal of Data and Network Science 
 

homepage: www.GrowingScience.com/ijds 
 
 
 

 
 
 

Investigating the relationship between web quality, brand image, price, and student satisfaction: 
Evidence from Indonesia 
 
 

Dewi Nusraningruma and Endri Endria  
 
 
 
 
 
 

aUniversitas Mercu Buana, Jakarta, Indonesia 
 

C H R O N I C L E                                 A B S T R A C T 

Article history:  
Received: August 1, 2023 
Received in revised format: Octo-
ber 20, 2023 
Accepted: November 10, 2023 
Available online: November 10, 
2023 

 The English language for English Instructed Class students as the end-users of Higher Education 
is an integral part of the sustainability of globalization in Indonesia. The research investigates the 
relationship between brand image, price, web quality, and student satisfaction in conducting Eng-
lish-instructed classes. The data was obtained via an online inquiry form 105 respondents and 
analyzed using Partial Least Square (PLS). The findings show that the influence of the brand 
image on student satisfaction, price towards student satisfaction, and web quality on student sat-
isfaction are significant. The results illustrate that English-instructed class students' happiness de-
pends on how the institution creates the brand image, offers competitive tuition, and develops web 
quality to attract prospective English-instructed class students. 
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1. Introduction 
 
In recent years, the English-instructed school has become lively, and it is a unique attraction for specific community members 
when graduating from university with international standard courses. Indonesia is one of the Asian states that places English 
as a second language (Syafryadi et al., 2021). However, the debate is still happening about how English-instructed student 
satisfaction is associated with international education standards (Hu et al., 2023). English-instructed class students are an 
essential part of the massive economic impact of the globalization of higher Education (Xu et al., 2022). Student learning 
experience should be considered customer satisfaction affected by the Quality of education facilities, reputation institutions, 
degrees, and better career possibilities (Mujahidin et al., 2021). Students as consumers decide to buy products influenced by 
brand image, Price, and web quality (Nusraningrum et al., 2019; Nusraningrum & Gading, 2021), and the product in question 
here is an educational product that can provide satisfaction when deciding to buy it. 
 
The English-instructed class or the international class is usually different from the usual class, where the maximum number 
of students is only twenty people. It is intended to create a closeness between teachers and students, and the class is quieter 
and more comfortable so that students focus on the lessons given. English-instructed schools have the advantage of teaching 
personalities and insights internationally with the addition of essential creativity skills (Evans & Morrison, 2017; Gyllstad et 
al., 2023; Wilkes et al., 2020). English-instructed students can also have two learning opportunities, one from a local and a 
second from a foreign university that cooperates with a local university. Both can be used to enroll in any school or office 
abroad. The material given is similar to the difference in the preface in the English-instructed class. This English-instructed 
class has been a little in Indonesia; one which has organized and served the English-instructed class is the Universitas Mercu 
Buana. However, the requirements to join the English-instructed class are the English score measured by the TOEFL minimum 
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score of 500 and higher tuition than the regular class. Students are consumers of universities who want their needs to be met 
so that they feel satisfied when studying at the university they want. Satisfying consumer needs starts with consumer activities 
in analyzing why consumers want to buy, use, and consume products (Costa & Steffgen, 2020; Nusraningrum & Gading, 
2021; Rajabalee & Santally, 2021; Vodovozov et al., 2022). 
 
As an illustration and the comparison between the Price or tuition and student intake, and between the regular students and 
English-instructed students, tuition fees for English-instructed classes are higher IDR 29.340.000 - than regular tuition, and 
student admissions of the regular class have a difference of more than 500 students per year. This phenomenon explains that 
students' interest in choosing lectures in English-instructed classes could be higher, so this research becomes relevant. The 
research investigates the Influence of brand image, Price, and web quality on student satisfaction. In the Industrial Age 4.0, 
almost all universities in the world pursue international standards for increasing brand image, one of which can be carved 
from web quality so that Price or tuition becomes less of a problem for education consumers. 
 
2. Literature Review  
  
2.1 Student Satisfaction 
 
University, as a provider of high educational services for students, should put students' satisfaction as one of the main 
objectives in maintaining the Quality of Service (Petruzzellis et al., 2006; Costa & Steffgen, 2020). Today, educational 
institutions face the challenge of creating 'good' and 'good-looking' conditions to show the Quality of university services 
(Chandra et al., 2019; Kökalan et al., 2022; Leonard, 2018). Satisfied students can interest new students over positive word-
of-mouth messages with friends and relationships, and perhaps after graduating will return to the university to pursue further 
Education (Bell & Brooks, 2018; Gibbs & Dean, 2014; Huang et al., 2020; Huisman et al., 2022; Kéri & Hetesi, 2022), and 
can be a source of competing excellence that will produce communication in the method of constructive word of mouth, 
retention, and loyalty of students. The students are consumers, so Universities focus activities on fulfilling their students ' 
needs. Therefore, consumer satisfaction is a subjective evaluation of students ' outcomes and education-related experiences 
(Baek et al., 2018; Orosz, 2021). The university may be understood purely as a service industry. Therefore, the satisfaction of 
students as consumers is essential (Brooks, 2022; Bunce et al., 2017; Bunce & Bennett, 2021; Forrest, 2020; Tomlinson, 
2017). In general, if the consumer has an experience that can meet expectations, then the client will sense satisfaction; on the 
contrary, if the perceived experience does not meet his expectations, then the customer is not satisfied (Ojasalo, 2001; Samosir 
et al., 2023).  
Consumers recognize and evaluate the Quality of the product, reduce a product's goal risk, and get satisfaction via the product's 
brand image (Molesworth et al., 2009; Nixon et al., 2018; Pahala et al., 2021). A consumer's perception and belief of a product 
are known as a brand image (Nusraningrum & Gading, 2021), as reflected in consumer memory, and a consumer who has a 
positive brand image is more likely to purchase a product. A consumer's preparation of brand image is a brand; it explains the 
consumer's feelings and minds about the brand. Brand image dimensions, the function of the product, and the brand's attitude 
are measured by strength, uniqueness, and favorable. Consumer brand perceptions include symbols, names, designs, letters, 
and unique colors, which build consumers' trust and understanding. The differentiation of products about the university 
(Chandra et al., 2019; Leonnard, 2018) in competition, described as the brand image of a university, is generally implemented 
in higher EducationEducation that is commonly perceived by students as a differentiator, university image or brand image 
affects student satisfaction (Chandra et al., 2019; Costa & Steffgen, 2020; Kéri & Hetesi, 2022). From these thoughts, the 
following hypothesis is proposed: 
 
Hypothesis 1 (H1): Brand image influences student satisfaction. 
 

2.2 Price 
 

Price decisions should never be made by chance, so pricing will be a problem when an organization sets up the initial Price; 
the goal is chosen, demand formulation, price estimation, price analysis, and competitor profile  (Nusraningrum & Gading, 
2021). In general, in practice, when the Price of a product falls, then sales increase. However, this does not apply to those who 
have a prestige brand image, so when the price increases, sales will also increase because it represents its performance. 
Armstrong et al. (2014) state that there are four characteristics of Price: competitiveness, affordability, product quality 
compatible with Price, and product benefits compatible with Price. The Price or cost of Education is essential for student 
satisfaction (Cai & Heathcote, 2022; Lundin & Geschwind, 2023). Consumers make purchases based on differences in brand 
image, whereas ordinary consumers buy, and consumer habits look for something different that can make consumers feel 
satisfied (Indrasari et al., 2022; Macdonald & Sharp, 2000; Kotler & Amstrong, 2018). From this literature, the hypothesis 
can be expressed as follows: 
 
Hypothesis 2 (H2): Price influences student satisfaction. 
 
2.3 Web Quality  
 
Web quality is an essential factor in online activities because it can determine consumer satisfaction (Nusraningrum et al., 
2019). The web will be effective if it contains 7 C's, namely: a). Commerce, which is the commercial transactions, can be 
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managed. b). A connection is the connection level among the sites. c). Context is the design and layout of the web. d). Content 
includes videos, sounds, images, and text. e). A community is a communication among users. f). Customization is the user's 
personalization. g). Communication is the ability of two-way communication between users and sites (Ahn et al., 2007; Alad-
wani & Palvia, 2002). Attributes of a quality website are friendliness, responsiveness, reliability, and information, the same 
attribute as the service quality characteristics: reliability, tangible, responsiveness, empathy, and assurance (Chandra et al., 
2019; Kökalan et al., 2022; Leonnard, 2018). From these attributes, it can be said that the Web quality indicators include 
completeness, accuracy, privacy, and security of the Quality of the information, services, and system provided. The Quality 
of the web has important values and essential factors to increase sales to customers because it will influence purchasing 
decisions for customers (Nusraningrum et al., 2019). Students, as customers, will not feel satisfied when not buying products 
offered by the university. Web quality is currently a marketing and vital part that is a target for higher Education (Al-Debei 
et al., 2015; Hwang & Kim, 2007; Ortega-Morán et al., 2017; Zhao & Zhu, 2014). From this literature, the following hypoth-
esis is proposed: 
 
Hypothesis 3 (H3): Web quality influences student satisfaction. 
 
3. Methods 
 
This research is causal and quantitative descriptive, and data were collected using an online questionnaire with a purposive 
sampling procedure and analyzed with the Structural Equation Model (SEM). The determining variables are brand image, 
Price, and web quality, while student satisfaction is the variable that is influenced. All the students of English instructed in 
Universitas Mercu Buana are the population of this study and were taken as a sample amount of 105 students. PLS-SEM 
analyzes and measures path models with latent variables consisting of external and structural or inner models (Hair et al., 
2021). The validity test is conducted using convergent Validity with a procedure that the outer loadings are > 0.70. Moreover, 
discriminant validity assessment cross-loading and the Heterotrait-Monotrait ratio (HTMT) value should be below 0.85 or 
0.90 to suggest discriminant Validity. The reliability test evaluates the internal consistency reliability of a measure, and the 
rules of thumb in exploratory research for composite reliability and Cronbach's alpha of 0.60 to 0.70 are adequate (Hair et al., 
2017). 
  
After the construction procedures are valid and reliable, the structural Model must be assessed. The coefficient of purpose (R2 
score) represents the independent variables' shared effect on the dependent variable to measure the prediction power of the 
Model. A higher R2 score indicates a higher level of accuracy. The hypothesis testing uses the path coefficients, or hypothe-
sized associations between constructs, which are predictable through bootstrapping. In bootstrapping, an abundance of sam-
ples is taken from the inventive sample with replacement. Replacement means that every time an observation is drawn ran-
domly from the population sample, it is given back to the population sample. The bootstrapping procedure authorizes a 
multivariate model by describing abundance, estimating the Model, and then determining parameter value estimates from the 
coefficients of all subsample models. Estimated path coefficients that have a value of +1 or higher represent a robust positive 
association and vice versa for a negative value. Estimated coefficients close to 0 have weak relationships. The examination of 
t-statistic or p-values is applied to control the significance of the coefficient by the two-tailed test with the critical value of 
significance level = 5% or confidence level = 95% (1,96). If p-value > 0.05 or t-statistic < t-critical, thus the null hypothesis 
is accepted. If p-value < 0.05 or t-statistic > t-critical, then the null hypothesis is rejected. The Loading Factor (LF) analysis 
is to find out the strength of variables affecting the indicators of the outer loadings.  
 

4. Results  
 

4.1 Respondents Profile 
 

The research respondents consisted of semester 1 to 8 students from the study program of management and informatics, which 
amounts to 105 students. The spreading of respondent data can be perceived in the following table.  

 
Table 2  
Respondent data 

Batch  Study Program Semester 1-8 Total  
Male Female 

2015 Management 4 6 10 
Informatics 11 2 13 

2016 Management 4 11 15 
Informatics 8 0 8 

2017 Management  5 10 15 
Informatics 10 0 10 

2018 Management  7 5 12 
Informatics 11 4 15 

2019 Management  4 5 9 
Informatics 8 0 8 

Total     105 
Source: Primary Data (2023) 
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Convergent Validity of each indicator is very valid if the value is more significant than 0.70. If the loading factor value is 0.50 
to 0.60, it is less valid (Hair et al., 2021) and invalid if it is below 0.50 (Hair et al., 2021). 

 
Table 3  
Convergent Validity 

Variable Indicator Outer Loadings Note 
 
Brand Image 
 
 

BI1 0.900 valid 
BI2 0.704 valid 
BI3 0.872 valid 
BI4 0.629 valid 
BI5 0.816 valid 
BI6 0.586 valid  
P1 0.805 valid 

Price P2 0.929 valid 
P3 0.876 valid 
P4 0.912 valid  

QOW1 0.743 valid 
 
 
Web Quality 
 
 
 

QOW2 0.801 valid 
QOW3 0.815 valid 
QOW4 0.873 valid 
QOW5 0.740 valid 
QOW6 0.602 valid 
QOW7 0.826 valid 

 
SS1 0.884 valid 
SS2 0.897 valid 
SS3 0.868 valid 

Student Satisfaction SS4 0.808 valid 
SS5 0.761 valid 
SS6 0.813 valid 
SS7 0.687 valid 

 
Table 2 shows that many of the variable indicators tested are included in the outer loading value > 0.7. A few indicators have 
an outer loading value of less than 0.7. Outer loading values between 0.5 and 0.6 can meet the convergent validity 
requirements. Therefore, the indicators are valid for further testing against the research estimation model. 

 

 
 

Fig. 1. PLS Algorithm 
 
Fig. 1 shows the results of Convergent Validity testing, each indicator of Brand Image, Price Web Quality, and Student 
Satisfaction, which states that the data is quite valid with a Loading Factor value above 0.50. Validity testing is also tested on 
reflective indicators shown in the cross-loading table between the indicators and their constructs. An indicator is valid if there 
is the highest loading factor of the desired construct compared to other loading factors. Thus, the latent construct predicts 
indicators in its block better than in other blocks. 
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Table 4.   
Discriminant Validity (Cross Loadings) 

Indicator Brand Image Price Web Quality Student Satisfaction 
BI1 0.900 0.333 0.558 0.678 
BI2 0.704 0.233 0.400 0.556 
BI3 0.872 0.237 0.541 0.584 
BI4 0.629 0.243 0.383 0.375 
BI5 0.816 0.230 0.559 0.617 
BI6 0.586 0.225 0.484 0.345 
P1 0.247 0.805 0.392 0.304 
P2 0.399 0.929 0.517 0.535 
P3 0.192 0.876 0.461 0.473 
P4 0.299 0.912 0.530 0.564 

QOW1 0.517 0.262 0.743 0.444 
QOW2 0.408 0.303 0.801 0.447 
QOW3 0.569 0.431 0.815 0.577 
QOW4 0.602 0.563 0.873 0.647 
QOF5 0.465 0.443 0.740 0.555 
QOF6 0.373 0.388 0.602 0.490 
QOF7 0.511 0.490 0.826 0.683 
SS1 0.595 0.562 0.653 0.884 
SS2 0.685 0.520 0.638 0.897 
SS3 0.674 0.496 0.605 0.868 
SS4 0.620 0.334 0.531 0.808 
SS5 0.512 0.466 0.563 0.761 
SS6 0.569 0.467 0.650 0.813 
SS7 0.386 0.253 0.489 0.687 

  
Table 3 shows that the correlation of Brand Image (X1) with codes BI1 to BI6 is higher than other construct indicators (Price, 
Web Quality, and Student Satisfaction). The construction correlation of Price (X2) where indicators P1 to P4 are higher than 
other construct indicators (Brand Image, Web Quality, and Student Satisfaction). Furthermore, the correlation of Web Quality 
(X3) with indicators QOW1 to QOW7 is higher than the other construct indicators, Brand Image, Price, and Student 
Satisfaction. The Student Satisfaction (Y) construct with indicators SS1 to SS7 is higher than other construct indicators 
(Brand Image, Price, and Web Quality). Linear Validity can also be tested using the average variance extracted (AVE) method 
with the requirement that the Model makes sense if the AVE of each construct has a better value of 0.50. 
 

 
 

Fig. 2. Discriminant Validity 
 
Fig. 2 results of the linear validity test (AVE) show that Brand Image has a value of 0.578, and Price is 0.777. Web Quality 
has an AVE value of 0.602, and Student Satisfaction is 0.672. The price variable has the highest value, meaning that the Price 
has the best significance level. The four research variables as a whole are significant. Composite reliability testing was carried 
out to measure the reliability of the instrument and research model. If all latent variable values with Cronbach's alpha > 0.70, 
then it is said that the construct reliability is classified as good or the questionnaire used in the research is reliable. 
 
Table 5  
Composite Reliability & Cronbach's Alpha 

Variable Cronbach's Alpha Composite Reliability Note 
Brand Image 0.849 0.889 Reliable 
Price 0.906 0.933 Reliable 
Web Quality 0.887 0.913 Reliable 
Student Satisfaction 0.917 0.934 Reliable 
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Composite reliability testing and Cronbach's Alpha determined that the value was satisfactory. All latent variables with 
a Composite Reliability value ≥ 0.70. The information obtained from the questionnaire is reliable and consistent. 

 
4.2 Structural Model testing (Inner Model) 
 
Inner model testing involves developing model-based concepts and theories to analyze the relationship between exogenous 
and endogenous variables. Composite Reliability description Brand Image 0.889, Price 0.933, Web Quality 0.913, Student 
Satisfaction 0.934. Structural Model testing stages are as follows: 
 
Table 6 
R2 Variabel Endogen 

 R-square 
Student Satisfaction 0.668 

 
The Model of the latent variable Influence of Brand Image, Price, and Web Quality on Student Satisfaction provided an R-
square value of 0.668, which can be interpreted that the construct variables of Brand Image, Price, and Web Quality amount 
to 66.8%, while 33.2% described by another variable outside of the investigation. The goodness of fit testing of the inner 
Model is based on the relevance predictive value Q2). A Q-square value greater than zero means a model with predictive 
relevance value. The R-square value of each endogenous variable is as follows: 
 
Q2 = 1-(1-R1 = 1-(1-0.668) = 1-(0.332) = 0.668 
 
The calculation above shows a predictive relevance value of 0.668 > 0. This means that the determining factors in the estimated 
Model explain 66.8% of the variation in the Student Satisfaction variable. Therefore, the estimation model is capable of 
providing relevant predictive value. Hypothesis testing results (path analysis). The estimated value shows that the relationship 
path from the structural Model is significant. The bootstrapping procedure can obtain this significant value. For significance 
testing, it can be seen from the t-table with an alpha of 5 percent of 1.96, which is compared with the t-count. 

 
Table 7  
Hypothesis Testing 

 Original Sam-
ple (O) 

Sample 
Mean (M) 

Standard De-
viation 

(STDEV) 

t-Statistics 
(|O/STDEV|) 

p Values Note 

Brand Image → Student Satisfaction 0.434 0.434 0.116 3.740 0.000 Supported 
Price → Student Satisfaction 0.236 0.227 0.107 2.219 0.027 Supported 
Web Quality → Student Satisfaction 0.315 0.330 0.139 2.263 0.024 Supported 

 

 
Fig. 3. Bootstrapping Result 
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5. Discussion 
 
The Influence of brand image on student satisfaction. The Brand Image has a positive and significant impact on Student 
Satisfaction and has the most Influence in comparing other variables. The differentiation of products about the university in 
competition, described as the brand image of a university, is generally implemented in higher EducationEducation and is 
commonly perceived by students (Chandra et al., 2019; Kéri & Hetesi, 2022; Leonnard, 2018; Molesworth et al., 2009) as a 
differentiator. Previous studies have also found that university or brand image affects student satisfaction (Chandra et al., 
2019; Costa & Steffgen, 2020; Mansur et al., 2021; Kéri & Hetesi, 2022). So it can be said that the image of a university is 
essential to strive for, especially with the fierce competition in the world of higher Education, where currently Indonesia has 
more than three thousand higher Education with various levels of the image attached. Assuming that consumers always buy 
different brands than other consumers to increase satisfaction (Helmold, 2022; Endri et al., 2020) 

 
The Influence of Price influences student satisfaction. The price variable is significantly positive and has a significant 
influence on the student satisfaction variable. This indicates that the Price of an educational product or tuition fee becomes 
the choice of consumers or students to buy or enter a university that offers special programs of English-instructed classes that 
can satisfy their needs. Price has an essential influence on consumer satisfaction (Chandra et al., 2019; Lundin & Geschwind, 
2023; Nusraningrum & Gading, 2021). Indonesia is currently developing an independent learning program whose goal is a 
fun learning atmosphere (Sa’diyah et al., 2022), and students can learn things that the market needs that can increase student 
satisfaction. Different prices can also increase consumer satisfaction (Ricardianto et al., 2022) 

 
The Influence of web quality towards student satisfaction. The quality web variable is positive and significantly influenced 
by student satisfaction variables. The Quality of the web has important values and essential factors to increase sales to 
customers because it will influence purchasing decisions for customers (Nusraningrum et al., 2019; Simanjuntak et al., 2022), 
students as customers will not feel satisfied when not buying products offered by the university. Web quality is currently a 
marketing and very vital part that is a target for higher Education (Ahn et al., 2007; Aladwani & Palvia, 2002; Al-Debei et al., 
2015; Zhao & Zhu, 2014), and to meet the needs of the market as part of industry 4.0. The world of EducationEducation does 
much bidding online that encourages the development of web quality to improve two-way communication between users and 
the web by completing attributes such as responsiveness, friendliness, reliability, and information with indicators;  system 
quality security, completeness, accuracy, services, privacy, and information available  (Ortega-Morán et al., 2017).  
 
 
6. Conclusion 
 
For higher education that offers English-instructed programs, it is essential to consider the brand image, tuition fees, and web 
quality for prospective students who have an international vision, considering that the cost of tuition in English-instructed 
programs is higher than in non-English instructed classes. Why? This research found that the brand image, Price, and web 
quality of the college have a positive and significant impact on student satisfaction. This shows that the better the brand image 
of the university, the more the student's satisfaction will increase. However, if the tuition or Price is affordable, the student's 
satisfaction will be higher. If the web quality offered by the university is better than other competitors, it will increase the 
students' satisfaction with studying there. The measurement results of three latent variables showed that 66.8% of those vari-
ables influence the dependent variables, so the brand image, Price, and web quality are essential in influencing the satisfaction 
of English-instructed class students in higher education. The limitation of this study is that it would be better if the research 
were developed into a study comparison between universities, both private and state, so that a broader picture of the same 
problem is obtained. 
 
 
References 
 
Ahn, T., Ryu, S., & Han, I. (2007). The impact of Web quality and playfulness on user acceptance of online retailing. Infor-

mation & Management, 44(3), 263-275. https://doi.org/10.1016/j.im.2006.12.008    
Aladwani, A. M., & Palvia, P. C. (2002). Developing and validating an instrument for measuring user-perceived web qual-

ity. Information & Management, 39(6), 467-476. https://doi.org/10.1016/S0378-7206(01)00113-6 
Al-Debei, M. M., Akroush, M. N., & Ashouri, M. I. (2015). Consumer attitudes towards online shopping: The effects of trust, 

perceived benefits, and perceived web quality. Internet Research, 25(5), 707-733. https://doi.org/10.1108/IntR-05-2014-
0146 

Armstrong, G., Adam, S., Denize, S., & Kotler, P. (2014). Principles of marketing. Pearson Australia. Baek, J. H., Jones, E., 
Bulger, S., & Taliaferro, A. (2018). Physical education teacher perceptions of technology-related learning experiences: A 
qualitative investigation. Journal of Teaching in Physical Education, 37(2), 175–185. https://doi.org/10.1123/jtpe.2017-
0180 

Brooks, R. (2022). Students as consumers? The perspectives of students’ union leaders across Europe. Higher Education 
Quarterly, 76(3), 626–637. https://doi.org/10.1111/hequ.12332 

Bunce, L., Baird, A., & Jones, S. E. (2017). The student-as-consumer approach in higher Education and its effects on academic 



 1220

performance. Studies in Higher Education, 42(11), 1958–1978. https://doi.org/10.1080/03075079.2015.1127908 
Bunce, L., & Bennett, M. (2021). A degree of studying? Approaches to learning and academic performance among student 

‘consumers’. Active Learning in Higher Education, 22(3), 203–214. https://doi.org/10.1177/1469787419860204 
Cai, Z., & Heathcote, J. (2022). College tuition and income inequality. American Economic Review, 112(1), 81–

121.https://doi.org/10.1257/aer.20181027 
Chandra, T., Hafni, L., Chandra, S., Purwati, A. A., & Chandra, J. (2019). The Influence of service quality, university image 

on student satisfaction and student loyalty. Benchmarking, 26(5). https://doi.org/10.1108/BIJ-07-2018-0212 
Costa, A. P., & Steffgen, G. (2020). After the move to a new campus—effects on students’ satisfaction with the physical and 

learning environment. Education Sciences, 10(12), 1–13. https://doi.org/10.3390/educsci10120370 
Endri, E., Syafarudin, A., Santoso, S., Imaningsih, E. S., Suharti, T., & Rinda, R. T. (2020). Consumption behavior patterns 

of generations Y Halal products in Indonesia. Academy of Entrepreneurship Journal, 26(2), 1-10. 
Evans, S., & Morrison, B. (2017). English-medium instruction in Hong Kong: Illuminating a grey area in school policies and 

classroom practices. Current Issues in Language Planning, 18(3), 303–322. 
https://doi.org/10.1080/14664208.2016.1270106 

Forrest, K. (2020). The problem of now: Bernard Stiegler and the student as consumer. Educational Philosophy and The-
ory, 52(4), 337-347, DOI: 10.1080/00131857.2019.1654856 

Gibbs, P., & Dean, A. (2014). Troubling the notion of satisfied students. Higher Education Quarterly, 68(4), 416–431. 
https://doi.org/10.1111/hequ.12039 

Gyllstad, H., Sundqvist, P., Sandlund, E., & Källkvist, M. (2023). Effects of Word Definitions on Meaning Recall: A Multisite 
Intervention in Language-Diverse Second Language English Classrooms. Language Learning, 73(2), 403–444. 
https://doi.org/10.1111/lang.12527 

Hair, J. F. Jr., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial Least Squares Structural Equation 
Modeling (PLS-SEM) Second Edition (Vol. 2nd). 

Hair, J. F. Jr., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial Least Squares Structural 
Equation Modeling (PLS-SEM) Using R (Vol. 3rd).  

Helmold, M. (2022). Marketing Mix. In Performance Excellence in Marketing, Sales and Pricing: Leveraging Change, Lean 
and Innovation Management (pp. 95–103). Cham: Springer International Publishing. 

Hu, H., Mohd Said, N. E., & Hashim, H. (2023). Sustaining Content and Language Integrated Learning in China: A Systematic 
Review. Sustainability, 15(5), 3894. 

Huang, Y., Liu, L., & An, L. (2020). Are the teachers and students satisfied: sustainable development mode of entrepreneur-
ship education in Chinese universities?. Frontiers in Psychology, 11, 1738. https://doi.org/10.3389/fpsyg.2020.01738 

Huisman, J., Vlegels, J., Daenekindt, S., Seeber, M., & Laufer, M. (2022). How satisfied are international students? The role 
of town, gown and motivations. Compare, 52(8), 1332-1350. https://doi.org/10.1080/03057925.2020.1867826 

Hwang, Y., & Kim, D. J. (2007). Customer self-service systems: The effects of perceived Web quality with service contents 
on enjoyment, anxiety, and e-trust. Decision support systems, 43(3), 746-760. https://doi.org/10.1016/j.dss.2006.12.008 

Indrasari, A., Nadjmie, N & Endri, E. (2022). Determinants of satisfaction and loyalty of e-banking users during the COVID-
19 pandemic. International Journal of Data and Network Science, 6(2), 497-508. DOI: 10.5267/j.ijdns.2021.12.004 

Kéri, A., & Hetesi, E. (2022). Is it only the university they are satisfied with? – Foreign student satisfaction and its effect on 
loyalty. International Review on Public and Nonprofit Marketing, 19(3), 601–622. https://doi.org/10.1007/s12208-021-
00311-5 

Kökalan, Ö., Yumuşak, İ. G., & Gürleyen, S. Ö. (2022). The Service Quality of Public and Foundation (Private) Universities 
in Turkey from the Perspectives of Turkish and International Students. TEM Journal, 11(2), 820–828. 
https://doi.org/10.18421/TEM112-40 

Kotler, P. & Amstrong, G. (2018). Principles of marketing (11 ed.). New York: Pearson International. 
Leonnard. (2018). The performance of servqual to measure service quality in private university. Journal on Efficiency and 

Responsibility in Education and Science, 11(1), 16–21. https://doi.org/10.7160/eriesj.2018.110103 
Lundin, H., & Geschwind, L. (2023). Exploring tuition fees as a policy instrument of internationalization in a welfare state–

the case of Sweden. European Journal of Higher Education, 13(1), 102-120. 
https://doi.org/10.1080/21568235.2021.1994867 

Macdonald, E. K., & Sharp, B. M. (2000). Brand awareness effects on consumer decision making for a common, repeat 
purchase product: A replication. Journal of Business Research, 48(1), 5–15. https://doi.org/10.1016/S0148-
2963(98)00070-8 

Mansur, S., Saragih, N., Susilawati, S., Udud, Y., & Endri, E. (2021). Consumer Brand Engagement and Brand Communica-
tions on Destination Brand Equity Maritime Tourism in Indonesia. Journal of Environmental Management and Tourism, 
14(4), 1032-1042. https://doi.org/10.14505//jemt.v12.4(52).16 

Molesworth, M., Nixon, E., & Scullion, R. (2009). Having, being and higher Education: The marketisation of the university 
and the transformation of the student into consumer. Teaching in Higher Education, 14(3), 277–287. 
https://doi.org/10.1080/13562510902898841 

Mujahidin, E., Syamsuddin., Nurhayati, I., Hafidhuddin, D., Bahruddin, E., & Endri, E. (2021). Importance Performance 
Analysis Model for Implementation in National Education Standards (SNPs). Academic Journal of Interdisciplinary Stud-
ies, 10(5), 114-128. https://doi.org/10.36941/ajis-2021-0127 

Nixon, E., Scullion, R., & Hearn, R. (2018). Her majesty the student: Marketised higher education and the narcissistic (dis) 



D. Nusraningrum and E. Endri   / International Journal of Data and Network Science 8 (2024) 1221

satisfactions of the student-consumer. Studies in Higher Education, 43(6), 927–943. 
https://doi.org/10.1080/03075079.2016.1196353 

Nusraningrum, D., & Gading, D. K. (2021). Purchase Intention of Pregnancy Pillow: Price, Brand Awareness, and Brand 
Image Article in European Journal of Psychology of Education. Psychology and Education, 58(2), 4536–4550.  

Nusraningrum, D., Pangestu, P. R., & Alaydrus, L. L. (2019). Web-Based Ticket’s Purchase. International Journal of Recent 
Technology and Engineering, 8(2s), 326–333. 

Ojasalo, J. (2001). Managing customer expectations in professional services. Managing service quality: An international 
Journal, 11(3), 200–212. 

Orosz, B. (2021). Learner Experiences Related to Digital Education Schedules in Light of Empirical Data. Acta Polytechnica 
Hungarica, 18(1), 141–157. https://doi.org/10.12700/APH.18.1.2021.1.9 

Ortega-Morán, J. F., Pagador, J. B., Sánchez-Peralta, L. F., Sánchez-González, P., Noguera, J., Burgos, D., ... & Sánchez-
Margallo, F. M. (2017). Validation of the three web quality dimensions of a minimally invasive surgery e-learning plat-
form. International journal of medical informatics, 107, 1-10. https://doi.org/10.1016/j.ijmedinf.2017.07.001 

Pahala, Y., Widodo, S., Kadarwati., Azhari, M., Muliyati., Lestari, N.I., Madjid, S.A.,  Sidjabat, S., Limakrisna, N., & Endri,  
E. (2021). The effects of service operation engineering and green marketing on consumer buying interest. Uncertain Sup-
ply Chain Management, 9(3), 603–608. https://doi: 10.5267/j.uscm.2021.5.011 

Petruzzellis, L., d'Uggento, A. M., & Romanazzi, S. (2006). Student satisfaction and Quality of service in Italian universities. 
Managing service quality: An international journal, 16(4), 349-364. 

Rajabalee, Y. B., & Santally, M. I. (2021). Learner satisfaction, engagement and performances in an online module: Implica-
tions for institutional e-learning policy. Education and Information Technologies, 26(3), 2623–2656. 
https://doi.org/10.1007/s10639-020-10375-1 

Ricardianto, P., Lermatan, E., Thamrin, M., Abdurachman, E., Subagyo, H., Priadi, A., & Endri, E. (2022). Impact of loading 
and unloading productivity on service user satisfaction. Uncertain Supply Chain Management, 10(3), 845-854. doi: 
10.5267/j.uscm.2022.3.010 

Sa’diyah, M., Nurhayati, I., Endri, E., Supriadi, D., & Afrianto, Y.  (2022). The Implementation of Independent Learning 
Independent Campus: The New Paradigm of Education in Indonesia. Journal of Educational and Social Research, 12(4), 
289-299. https://doi.org/10.36941/jesr-2022-0114 

Samosir, J., Purba, O., Ricardianto, P., Dinda, M., Rafi, S., Sinta, A., Wardhana, A., Anggara, D., Trisanto, F & Endri, E. 
(2023). The role of social media marketing and brand equity on e-WOM: Evidence from Indonesia. International Journal 
of Data and Network Science, 7(2), 609-626. DOI: 10.5267/j.ijdns.2023.3.010 

Simanjuntak, M., Mansur, S., Saragih, N., Hayati, S & Endri, E. (2022). The role of Quality and trust in using website news. 
International Journal of Data and Network Science, 6(3), 683-692. DOI: 10.5267/j.ijdns.2022.4.004 

Syafryadin, S., Boulahnane, S., & Budaya, D. A. N. (2021). Immersing Japanese students into English language learning: 
Songs, games and cultures. Cakrawala Pendidikan, 40(3), 554-563. doi:10.21831/cp.v40i3.37153 

Vodovozov, V., Raud, Z., & Petlenkov, E. (2022). Active Blended Learning Engineering Students: A Case Study. Education 
Sciences, 12(5), 34. https://doi.org/10.3390/educsci12050344 

Tomlinson, M. (2017). Student perceptions of themselves as 'consumers' of higher Education. British Journal of Sociology of 
Education, 38(4), 450–467. https://doi.org/10.1080/01425692.2015.1113856 

Xu, X., Schönrock-Adema, J., Jaarsma, A. D. C., Duvivier, R. J., & Bos, N. A. (2022). A conducive learning environment in 
international higher Education: A systematic review of research on students' perspectives. Educational Research Re-
view, 37, 100474. 

Wilkes, S., Kazakoff, E. R., Prescott, J. E., Bundschuh, K., Hook, P. E., Wolf, R., Hurwitz, L. B., & Macaruso, P. (2020). 
Measuring the impact of a blended learning model on early literacy growth. Journal of Computer Assisted Learning, 36(5), 
595–609. https://doi.org/10.1111/jcal.12429 

Zhao, B., & Zhu, Y. (2014). Formalizing and validating the web quality model for web source quality evaluation. Expert 
systems with applications, 41(7), 3306–3312. https://doi.org/10.1016/j.eswa.2013.11.027  

 

 

 

 

 

 

 

 



 1222

    

© 2024 by the authors; licensee Growing Science, Canada. This is an open access article distrib-
uted under the terms and conditions of the Creative Commons Attribution (CC-BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 


