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Abstract:

The purpose of this study is to examine and analyze the effect of the image of the study program on student decisions in
choosing a management study program at a private university in Surabaya through WOM, the image of the study
program on student decisions in choosing a management study program at a private university in Surabaya through
customer value, service quality on student decisions in choosing a management study program at a private university in
Surabaya through WOM, service quality towards student decisions in choosing a management study program at a
private university in Surabaya through customer value, opinion leadership on student decisions in choosing a
management study program at a private university in Surabaya through WOM, opinion leadership on student decisions
in choosing management study programs at private universities in Surabaya through customer value, customer value
towards student decisions in choosing management study programs at the university private sector in Surabaya through
WOoM.

This study emphasizes theory testing, using numbers and analyzing data with statistical procedures. The population in
this study were students of the Undergraduate Program (S1) in the Management Study Program with a B accreditation
rating at private universities in the city of Surabaya as many as 13 universities. In taking the sample, the researcher
used the stratified random sampling technique. The model used in this study was tested using the Structural Equation
Model.

Based on the results of testing using SEM analysis, the following conclusions can be drawn: The image of the study
program has a significant effect on student decisions in choosing a management study program at a private university in
Surabaya through WOM. The image of the study program has a significant effect on student decisions in choosing a
management study program at a private university in Surabaya through customer value. Service quality has a
significant effect on student decisions in choosing management study programs at private universities in Surabaya
through WOM. Service quality has a significant effect on student decisions in choosing management study programs at
private universities in Surabaya through customer value. Opinion leadership has a significant effect on student decisions
in choosing management study programs at private universities in Surabaya through WOM. Opinion leadership affects
student decisions in choosing management study programs at private universities in Surabaya through customer value.
Opinion leadership affects student decisions in choosing management study programs at private universities in Surabaya
through customer value.

Keywords: Study program image, service quality, opinion leadership, student decision to choose, word of mouth,
customer value

1. Introduction

The quality of human resources supported by high abilities in the mastery and development of science and
technology is an important factor that supports rapid development. Higher education graduates will be recruited by the
world of work. The awareness of the importance of education places the role of education as an important factor in the
competitive world of work. However, based on BPS data of SurabayaCity in 2017, there were 5,780 unemployed
undergraduates. The unemployment rate for undergraduate graduates reaches 6.46 percent of the total 89 thousand
workforce. The number of unemployed undergraduate graduates has increased compared to 2016 that reached 5,310
workers.

The student decision in choosing study program at a desired university is a decision that is tailored to the existing
circumstances or conditions. If the circumstances or conditions seem not in accordance with the expectation, there will be
doubts that can result in the decision not to choose, in this case the decision not to continue the study in the expected
place. The reality is that making choices has many dimensions and impacts. Choosing is part of a solution as well as part of

183 | Vol 9lssue 5 DOI No.: 10.24940/theijbm/2021/v9/i5/BM2105-022 May, 2021




THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

the decision-making process. One of the things that also plays an important role in influencing a decision to be taken by
consumers is the brand image of a university.

Image is a response or impression that arises in the minds of people towards an object. The image of a study
program is a public response or impression of a study program. A good study program certainly has a good image. If a
study program has a good / positive image in the eyes of the public, it will form a thought in the minds of prospective
students that the study program has good quality. (Finch, et al, 2013)

A good brand image will form a positive Word of Mouth (WOM). In this communication, students will tell their
experiences using faculty services from a certain university, or even to the point of recommending the faculty to others.
Students have the opportunity to do WOM on the decision to choose about the use and experience that has been done.
Babin et al., (2005) stated that services can affect WOM through satisfaction. In his research, he determined the WOM
indicators as follows: Saying positive things to others, recommending people who need advice, inviting friends or family.

In addition to image and WOM, student decisions can also be influenced by the quality of services provided by a
university (Esti, et al., 2013). The advantages of a service product depend on the uniqueness and quality provided by the
service provider. Service quality is a measure of how far the difference between reality and customer expectations for the
services received (Tjiptono, 2007: 56). In higher education institutions, generally the form of service that students accept
can include services in academic, student and administrative activities.

Service quality must be able to provide high value to customers, this value is the expected benefit (Kotler, 2008).
Thus, it is stated that the quality of service (service) has an effect on customer value. It is also supported by Chen's (2005)
that service quality had a positive effect on customer value. The findings of Andreassen (1997) state that service quality
had a positive effect on customer value.

The success of higher education in management, it depends on each Opinion leader, because opinion leaders have
the highest leadership traits in higher education, these traits can influence and make students to say yes or not, it can even
make students silent without movement and any rejection. This strong influence may cause many students to seek and get
opinion leaders to deliver student success in achieving goals. Therefore, in identifying the existence of opinion leadership
in students is very important for a university, considering that the process of disseminating information from universities
to students has high effectiveness when it is done informally through WOM communication.

Based on the authors knowledge, there has been no research that combines image, service quality, opinion
leadership on student decisions through customer value and WOM. It can be stated as novelty, this model has never been
studied or found in previous studies. In addition, this study also uses Planned Behavior Theory as an umbrella theory in
this study, this theory has a foundation for a belief perspective that is able to influence a person to carry out specific
behavior. The belief perspective is implemented by combining various characteristics, qualities and attributes of certain
information which then forms the will in behavior. Intention is a decision to behave in the desired way or a stimulus to
carry out an action, whether consciously or not. This intention is the beginning of the formation of a person behavior.
Planned behavior theory is suitable to be used to describe any behavior that requires planning (Seni, 2017: 40-45). If the
image of the study program is good, the service quality of the study program is promising, opinion leadership, WOM and
customer value of the study program is good, the consumer's decision to choose a management study program will be
even higher.

Based on the related phenomena between the theory of image, service quality, opinion leadership, WOM and
customer value and consumer decisions to choose a management study program with several research gaps, it shows
something that must be reviewed to examine the image of the management study program, service quality and opinion
leadership. on consumer decisions through WOM and customer value.

2. Theoretical Basis

2.1. Theory of Planned Behaviour

Theory of Planned Behaviour that is introduced by Ajzen (1991) explains that attitude towards behaviour is a basic
view of an individual sense of agreement with what the response stimulus, both positive and negative. Attitude towards
behaviour is a tendency to respond to things that are liked or disliked in an object, person, institution or event (Ajzen,
1991). The Theory of Planned Behaviour (TPB) explains that attitudes towards behaviour, subjective norms and
perceptions of self-control will appear to an intention to perform behaviour.

2.2. Organizational Image

Every company has an image that is consciously attached or not attached to the company. Many goods or services
that are produced by the company have a strong image in the minds of their consumers. Image is described as subjective
knowledge (Boulding, 1956), as a behaviour (Hirschman et al., 1978) and as a combination of product characteristics that
are different from the physical product but indicated as part of the product (Erickson et al., 1984). Image is also defined as
an overall impression on the consumer mind (Zimmer and Golden, 1988) and as an idiosyncratic cognitive configuration
(Mazursky and Jakoby, 1986). In addition, image can be said to be a public perception of the existence of experiences,
beliefs, feelings, and knowledge of the community itself about the company, the aspects of the facilities owned by the
company, and services delivered by employees to consumers can affect consumer perceptions of the image.

Good service is one of the requirements for the success of the company. Service quality is often interpreted as a
comparison between the expected service and the actual service received. According to Lewis and Booms (1983) in
Tjiptono (2007) state that service quality is a measure of level of service provided in accordance with customer
expectations.
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2.3. Opinion Leadership

In a word-of-mouth marketing product will experience a conversation centered on the product. The product will
be on the communication line specified by the consumer. According to Shimp (2004: 286-289), oral communication is
influenced by opinion leaders. An opinion leader is someone who often influences attitudes or behaviours that are visible
to other individuals.

2.4. Word of Mouth (WOM)

Word of Mouthis communication from a person to another person about views or assessments of a product or
service, either individually or in groups with the aim of providing personal information. WOM is a very effective strategy to
influence consumer decisions in using products or services and WOM can build a sense of trust among customers. WOM
marketing is one of the strategies in the promotional mix which is included in the marketing communication mix. When a
consumer has used a product, the consumer will make an assessment of the product and if the product is able to give
satisfaction and impression to the consumer, it is likely that WOM will occur.

2.5. Customer Value

Customer Value is a concept that is currently the most widely used by business people. Customer value can be
defined as all benefits or qualities obtained by consumers relative to their sacrifices. Customer value can also be defined
as the total benefit or quality divided by the price. Woodruff, 1997, states that Customer Value provides an overview of a
company customersconsiders that they wantand believes that they get benefit from a product.

2.6. Student Decision

The purchase decision is an important thing to pay attention because it will certainly be a consideration of how a
marketing strategy will be carried out by the next company. In marketing its products, companies need a communication
with consumers or society in general, because with communication, consumers can find out the products offered by the
company (college).

3. Research Methods

This study discussed the image of the study program, service quality, opinion leadership on student decisions to
choose management study programs at private universities in Surabaya through word of mouth and customer value.
Hypothesis testing was carried out based on the data analyzed by distributing questionnaires using Structural Equation
Model Analysis. The population in this study were students of the Undergraduate Program (S1) in the Management Study
Program with a rank of Accreditation B for Private Universities in the city of Surabaya as many as 13 universities consisted
of 10,510 active students based on Forlap Dikti (2016), a sample of 192 respondents with techniques sampling is
accidental sampling.

Costumer Value

Student
Decisions

Word of Mouth
Opinion
Leadership

Figure 1: Conceptual Framework

The hypotheses are:

e The image of the study program has a significant effect on student decisions in choosing a management study
program at a private university in Surabaya through customer value.

e The image of the study program has a significant effect on student decisions in choosing management study
programs at private universities in Surabaya through word of mouth.

e Service quality has a significant effect on student decisions in choosing management study programs at private
universities in Surabaya through customer value.

e Service quality has a significant effect on student decisions in choosing management study programs at private
universities in Surabaya through word of mouth.

e Opinion leadership has a significant effect on student decisions in choosing management study programs at
private universities in Surabaya through customer value

e Opinion leadership has a significant effect on student decisions in choosing management study programs at
private universities in Surabaya through word of mouth

e  Customer value has a significant effect on student decisions in choosing management study programs at private
universities in Surabaya through word of mouth
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4., Results and Discussion

4.1. Results
After the model modification experiment based on the modification index issued by the AMOS program, the model
produced a better evaluation than before. Here are the results of the model that has been modified:

Figure 2: Modified Structural Model

The next step is to check the modified goodness of fit model. A model that is modified through an indicator
modification will produce a better index of goodness of fit. The research hypothesis testing is carried out based on the
results of the analysis of the causality relationship between the research constructs. The results are hypothesized to be
significant.

4.2. Discussion

4.2.1. Study Program Image Had Significant Effect on Student Decisions through Customer Value

The results of the analysis of hypothesis testing showed that the image of the study program had a significant
effect on student decisions in choosing a management study program at a private university in Surabaya through customer
value. It indicates that the higher the image of the study program the higher the level of social value for students or society
to choose the study program as the best choice.

The results of this study had indicated that the study program chosen by students has a good image. Even the
study program is able to generate a sense of pride with the value of the reputation of the study program to bring about
better changes and the value of the study program for all students to know. The trust and identity of the study program
has a complete range of superior education programs so that the university value becomes the choice of students to get
recognition for an image that can convince all people or students.

The results of this study showed that the image of the study program had a significant effect on customer value,
the results had a significant effect on the student decision to choose the university as the first choice, management study
program had a positive effect. The better the student has a value about the image of the study program, the higher the
student in choosing a study program. Thus, the significant influence of the image of a classy study program is able to
influence the better customer value so that the relationship between these variables can affect the customer value in
choosing the best study program including the management study program as the interest.

4.2.2. Study Program Image Had Significant Effect on Student Decisions through WOM
The results of the analysis of hypothesis testing proved that the image of the study program had a significant effect

on student decisions in choosing a management study program at a private university in Surabaya through WOM. A
positive image will make consumers like a product with the relevant brand in the future, while for producers a good image
will help company activities in the marketing sector. To make the image to be formed as expected by the university, the
company as a producer must be able to understand and exploit the elements that make up a brand it has a good image.

This image is expected to produce something high quality perceived by consumers; the latter is known as service
received. This must be supported by reality and not just a statement as something that is communicated without any
evidence. Williams et al., (2012: 3) state that word of mouth marketing affects the image of a company or organization. The
better the student or community who achieve WOM about the image of the study program, the higher the student or
community can choose the study program of their choice. Thus, the significant effect of the image of the study program on
WOM, the better the relationship between these variables is able to influence the student's decision to choose the best
study program, including the management study program that is of interest.

4.2.3. Service Quality Had a Significant Effect on Student Decisions through Customer Value

The results of the analysis of hypothesis testing showed that service quality had a significant effect on student
decisions in choosing management study programs at private universities in Surabaya through customer value. It indicates
that the higher the quality of service to students, the higher the value of customers or students towards the sense of
belonging to the university as their first choice, so that excellent service quality is evident through responsiveness to
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students or the community that is crucial in increasing students entering their chosen study program. Because students
consume things that have quality values in the study program is the main goal, so that they can attend lectures in the study
program as their pride. Good service quality and the presence of customer value in a product or service will make
consumers satisfied using the services offered so that it can provide benefits for the company. Therefore, improving
service quality can be very important for companies to provide value (customer value).

4.2.4. Service Quality Had a Significant Effect on Student Decisions through WOM

The results of the analysis of hypothesis testing showed that service quality had a significant effect on student
decisions in choosing management study programs at private universities in Surabaya through WOM. It shows that the
higher the quality of service to students or society, the higher the level of responsiveness of the study program to students
or the wider community. In addition, the role of study program in providing services to students or the community that
can be carried out properly, the services provided by the study program to students or the community always get a high
response so that they are able to maintain the name of the study program and the excellence chosen.

4.2.5. Opinion Leadership Had Significant Effect on Student Decisions through Customer Value
The results of the analysis of hypothesis testing prove that service quality had a significant effect on student

decisions in choosing management study programs at private universities in Surabaya through customer value. This
indicates that the higher the opinion leadership conducted by the study program to students or the community, the higher
the value of customers or students in deciding to have a study program as the main choice, so that opinion leadership
actions provide information in interesting ways about the study program. Therefore, opinion leaders are able to create
interest in students to like the study program of their choice. Those way students consume that more value offered by the
study program will certainly be superior as a study program and has good quality values.

The results of this study showed the opinion leadership created by the study program had values as pride after
students make the decision to choose their study program as the main choice. It is because the opinion leadership received
is able to satisfy students or the public with a high sense of acceptance and have a management study program as a
superior study program that can support students’ needs for services that have the recognition and quality received.

4.2.6. Opinion Leadership Had Significant Influence on Student Decisions through WOM
The results of the hypothesis testing analysisshowed that opinion leadership had a significant effect on student

decisions in choosing management study programs at private universities in Surabaya through WOM. It indicates that the
higher the opinion leadership towards students or society, the higher the level of the self-designing method study program
because part of the opinion leadership variable indicator is a source of information that is accepted by students or the
wider community. In addition, the role of study program personnel who have the task of conveying information about the
description of the study program is very helpful, it can be conveyed to students or the community, the expectation is that
students believe in the study program so that the services provided by the study program to students or the community
always get a high response about the picture, the profile and several categories that the study program has as the
excellence study program chosen.

The results of this study showed that the opinion leadership carried out by study program personnel was able to
bring confident to students or the wider community in the decision to choose a study program to be proud of, it is also
supported by WOM as a means of information to students or the community. The results of this study state that opinion
leadership had a significant effect on WOM, the results of a significant effect on WOM on students in choosing this study
program are very helpful because they can find out the description and profile of the study program. The willingness of
students or the community to attend lectures has full confidence in the services provided by study program. The
significant influence of opinion leadership on WOM can be better and has a relationship between variables that may
influence student decisions to choose the best study program as their pride.

4.2.7. Customer Value Had a Significant Effect on Student Decisions through WOM
The results of the analysis of hypothesis testing showed that customer value had a significant effect on student

decisions in choosing management study programs at private universities in Surabaya through WOM. It showed that the
higher the customer value of the management study program, it will be very supportive in helping to provide information
that can be trusted by students or the public through WOM so that students in choosing the management study program of
choice can be reality as previously desired. It is expected that with high customer value, the prospective students as
communicators can discuss the goodness of the management study program with others. Moreover, prospective students
who become can suggest to other individuals as receivers to choose a management study program at a private university
in Surabaya.

Therefore, the study program must be aware of the value perceived by customers, namely what customers feel
they provide for what they think they receive. The positive word of word of mouth (WOM) is a very important issue
because it works directly and indirectly through values. It is important for managers to make customers, in this case
prospective students, spread the word about good service received by them in the company that will be a positive greeting
from word of mouth (WOM). It is certainly supported by WOM that is good as a means of conveying information accepted
by students or other people who like the condition of the academic community.
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5. Conclusion

Based on the results of the analysis and discussion, its study can be concluded:

The variable of study program image had an effect on student decisions in choosing a management study
program at a private university in Surabaya through WOM. It means that the hypothesis ‘The image of the study
program affects student decisions in choosing a management study program at a private university in Surabaya
through WOM’was accepted. It can be said that if the image of the study program is better it will bring positive
things to the study program, the better the choice of study program

The variable of study program image had an effect on student decisions in choosing a management study
program at a private university in Surabaya through customer value. It means the hypothesis'The image of the
study program affects student decisions in choosing a management study program at a private university in
Surabaya through customer value’was accepted. It can be said that if the image of the study program is higher, the
social values shown by the study program are accepted, the higher the value of studentspride in having the study
program.

Service quality variables had a contribution on student decisions in choosing management study programs at
private universities in Surabaya through WOM. It means that the hypothesis ‘Service quality contributes to
student decisions in choosing management study programs at private universities in Surabaya through WOM'was
accepted. It can be said that the better the service quality gets responsiveness from the study program
components, the better. also information received by students for the services provided by the study program
Service quality variables had a contribution to student decisions in choosing management study programs at
private universities in Surabaya through customer value. This means that the hypothesis ‘Service quality
contributes to student decisions in choosing a management study program at a private university in Surabaya
through customer value’, was accepted, so it can be said that if the quality of service is getting better supported by
the value of quality that brings a honor of study program, the better the services provided by the study program
to students

Opinion leadership variables had a contribution to student decisions in choosing management study programs at
private universities in Surabaya through WOM. The hypothesis ‘Opinion leadership has a contribution to student
decisions in choosing management study programs at private universities in Surabaya through WOM'’was
accepted, if opinion leadership gets better responses from students in obtaining the information offered by the
study program, the students will have better attitude in deciding which course of choice is a priority.

Opinion leadership variables had a contribution to student decisions in choosing management study programs at
private universities in Surabaya through customer value. It means that the hypothesis ‘Opinion leadership has a
contribution to student decisions in choosing a management study program at a private university in Surabaya
through customer value’, was accepted, it can be said that if opinion leadership has been maximized in supporting
the needs of the academic community, it can improve student decisions in choosing a management study program
at a private university

The opinion leadership variable had a contribution to student decisions in choosing management study programs
at private universities in Surabaya through WOM. The hypothesis ‘Opinion leadership has a contribution to
student decisions in choosing a management study program at a private university in Surabaya through WOM’was
accepted, it can be said that if the customer value is higher, it is supported by the value of quality that provides
various needs for community activities. academics, the higher the students value on the civitas of their study
program.
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