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Abstract   _________________________________________________________________________________ 

Quality in management, as based on the perspectives used and the goal to be achieved,  has various 
definitions. Furthermore, it can’t be denied that the quality for organization is crucial to maintaining and 
developing organizational performance. Higher education in Indonesia, particularly,  is also one of the 
organizations that should develop quality performance. Therefore, any university is demanded to maintain and 
develop its organizational performance. One of the ways for developing quality perspectives in higher education 
is through measuring customer satisfaction. In fact, customer satisfaction is recognized as an important aspect 
to achieve success for developing quality in organization. The development of measuring customer satisfaction 
as quality indicators was firstly and widely implemented in business organization. However,  it has not yet been 
implemented in higher education in Indonesia. Customer satisfaction, principally, means the suitability of the 
customers’ expectation to what they really get. The objective of this research is to explore how service quality 
and customer satisfaction in higher education in Indonesia are.  

The research is divided into two studies. The first research deals with answering the question of how 
customer satisfaction is used as important aspect to enhancing quality in higher education, and how measuring 
customer satisfaction in higher education is done. This study is conducted in a university in Surabaya, using its 
237 students as respondents. This research uses convenience sampling, and data collection was conducted by 
direct survey. The aspects that are examined in this study are the whole service, administration services, class 
lecturing, security services, parking services, toilet, cafeterias, library services, student organization, and 
information’s access. The Finding of this research shows that the customers or university students have different 
degrees of satisfaction on those aspects, and in fact, satisfaction is not influenced by customer’s characteristics.   
Another finding of the research is that it proposes the model of measuring customer satisfaction in higher 
education, particularly in Indonesia.  

The second research is to examine the model of relationships and effects of service quality and 
satisfaction on behavior responses in higher education. The survey was conducted in Surabaya, with 14 
universities and 149-university students as the respondents. This research uses convenience sampling, and the 
data collection was conducted by using direct survey.  Statistical method used in this research is  Two-step 
Structural Equation Model (SEM). The finding of this research shows that service quality positively and directly 
influences satisfaction. Another finding also shows that satisfaction positively and directly on “word-of-mouth 
communication” as well as negatively on intention to switch.  
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All in all, the two researches  recommend that   service quality and satisfaction on higher education is 
considered to be important in Indonesia. Beside the findings mentioned above, managerial and research 
implication is also discussed in this article.   

 

 

Introduction 

Quality in management has various definition depending on the perspective and the objective used. 
Howevever various the definition is, it cannot be denied that the role of quality in any organisation is important, 
especially to maintain and develop the organisation performance. Universities in Indonesia, particularly, are of 
the organisation components which are required to imrpove their quality related to their daily service delivery. 
There are a lot of quality indicators used by universities both locally and nationally in which one of them is 
through the custpmers� satisfactrion measurement. 

In reality, the quality of universities in Indonesia is very often  measured with a �common 
measurement� by the government which renders subjectivity depending on each university they examine.Thus, 
it shows that environment influences and determines how the university is managed and developed. The 
common measurement in this case is that of the things pertaining to the status of departments/ study programs 
(such as accreditted, A,B, or C) conducted by the National Accriditation Board (BAN). Being subjective, in the 
sense, that the department itself measures its academic performance  based on the common accounting   
principle or other principle which is suitable for its own department.  

The quality of univeristy is, unfortunately, seldom  measured by using the customers� perspective, 
especially the students� perspective. Yet, such measurement has been  practiced in oversease universities 
(Brightman et.al  1993; Mark 2000). Hill at.al. (Hill et.al 1998),  conducted a survey on the students for 
measuring  the quality of university and concluded that the success of education program  can be measured by 
looking at the process quality of examination, survey and interview on students and  alumni,  and the like. In 
addition, it is concluded that  a single measurement  cannot really measure the quality  of the whole output of 
the program, and therfore, it requires measuremt portfolio so as to cover the whole educational program 
performance. This research , consquently, has  relevancy toward  universities in Indonesia to measure their study 
program performance  using  a survey on the students. It will be better if the quality measurement of the study 
program is by combining the measurement by BAN and the self survey on the students. By doing so, it will 
increase the portfolio of measurement as suggested by Hill et.al. (1998) 

Again and again, the most important aspect for measuring the quality is through service quality 
measurement on the students satisfaction. Such a measurement was  firstly  of the study domain of -- and it was 
practiced in-- the marketing, by Parasuraman et.al. Though, firstly, this first researcher got many criticisms this 
measurement and the result has been widespreadly adopted by other researchers and business practicians. Due to 
such a spectacular result, this topic has dominated the thinking of marketing textbooks in the world. 

However, the adoption of the quality measurement mentioned above in Indonesia has not been 
satisfactorily socialised and still in doubt. Cosequently, not many unoiversities implement this measurement for 
managing their  study program. This paper attempts to prove  that service quality is important.  The quality of 
education service measured by using service quality measurement and the customers� satisfaction is of an 
important thing because of the high competition existing among the universities themselves. Thus, measuring 
the srvice quality  by looking at the customers� satisfaction  is salient to be done. This is true becauese the 
satisfaction accordingly creates the customers� loyalty. The customers� loyalty in  this case, is the students� 
loyalty. 

This research is divided into two sections. First, it attempts to find out the degree of the customers� 
(students�) satisfaction toward the service of education, a case study in a university in Surabaya. Secondly, it 
attempts to find out the influence of the degree of service quality  toward customers� satisfaction in universities 
and also find out the influence of the degree of the customers� satisfaction toward behaviour response (intention 
to switch and word-of-mouth communication) by the customers toward the education service. 
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Theoretical Framework 

Service quality 

There are various definition corcerning the quality in which it can be traced through various references. 
Mostly, quality is defined depending on the perspective and the setting where quality is implemented. Crosby 
(1979) as in Parasuraman (1985) defines quality as conformance to requirements, while Garvin (1983)  as in 
Parasuraman et.al. (1985)defines quality as the whole internal failure and external failure.  According to him, 
quality can also be defined as depicted in the Japanese philosophy of zero defect�doing it right the first time.  
In other words, it means doing something right in the first time without reworking and no defect at all. 

In general, quality is often and easily  defined as what has been practiced  in the physical object. The 
strength, beauty, good performance, as well as the right shape of the product  are all characteristics dealing with 
tangible things which are visible, toutchable, audiable, tastable. In fact, all this cannot be used for perceiving the 
quality of the service. On the contrary, in service quality, it  is more difficult and more complex to be defined. 
The statement of quality in service using such tangible measurement is not significant. Thus, it is clear that the 
quality characteristics of things and that of service are absolutely different.  

The characteristics of service are tangible, in  a variety, united (Parasuraman et.al. (1985). First of all, 
service has its entity of being tangible, in the sense that it is difficult to get the uniform standard of service. It  is 
also uncountable, unmeasureable. Another thing is that it cannot be  stored, or tried out and verified by the 
consumer for measuring it. Furthermore, service is also an entity of the product which has high heterogenity 
depending on the producers, consumers, time and place. Due to all those characteristics, no services   can be 
produced in the same way and in the same degree. Thus it is united in the sense that it cannot be separated from 
the time when it is consumed and when it is produced. Putting two and two together, the measuremen or the 
evaluation of service is only determined by its output, yet it still involves the process of serving the service itself 
to the consumers. 

Firstly, the concept of measuring quality of service was introduced by Parasuraman et. Al. (1985) in 
which it is measured from the performance perspective compared to the customers expectation. According to 
Parasuraman, there are five gaps connected with this concept, such as the gap between the service expected by 
the customers and the management perception toward the customers expectation. In addition, there are ten 
determinants of  the service quality such as access, communication, competence, courtesy, credibility, 
reliability, responsiveness, security, tangibles, and understanding. All this concept of the service is one of the 
concepts which is mostly accepted as the guide by both researchers and practicians in various industries. 
However, this concept still invites other criticisms. 

Unlike Parasuraman, Buttle (1996) criticises the concept of servqual, stating that the concept above 
fails to develop the theory of economics, statistics, and psychology. Practically, the customers find  little 
evidence stating that they measure quality in terms of performance and expectation.  It is satated that the quality 
of service emphasising on the process of serving not on the output of the service itself.  As mentioned earlier, 
that five characteristics of service are not universal per se. Another criticism is from Cronin and Teylor (1992; 
1994), stating that  the Servperf Model as developed in their research conducted in four industries (banking, pest 
control, dry cleaning, and fast food), has more variance for the whole quality measurement compared to  
Servqual Model. It consists of twenty two items of perception  from the servqual which ignores the 
consideration of the expectation. Another criticism from them is that     it is very unlikely to conclude the 
consumers� disconfirmation by  means of aritmathic average of the gap between the performance and the 
expectation, and yet, as they stated that the consumers� perseption itself determines the behaviour and it is not 
calculative.  

 

Customer Satisfaction 

The customer satisfaction is often understood as the degree of conformance between product 
performance reflected in the customers perseption and the expectation built  by the customers  (Kotler 1999).  It 
has an implication that if the product performance for meeting the need is higher than the customes� expectation, 
this will create satisfaction. Accordingly, when the product performance is far more than the customers 
expectation, this will also create more delifghted customers. On the other hand, when the product performance is 
less than the cusomers� expectation it will create dissatisfied customers. This paradigm is similar to that of 
disconfirmation or expectation in the process theory (Caruana et.al. 2000).  
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The expectation in the  paradigm mentioned above involves four main constructs, such as expectation, 
performance, disconfimatrion, and satisfaction. First, expectation  refers to the expectation that the customers 
have in buying a product. Secondly, performance is the ability of the product to meet the consumers� need and 
want. Thidly, disconfirmation is the situation where expectation is higher than performance. Last is satisfaction 
which reflects the condition where  the customers� expectation is fulfilled by the performance of the product. 

The phenomenon development of the service economy has triggered the development of  the 
alternative theory and thinking related to the definition and measurement the domain of customer satisfaction 
(Athanassopolous 1997). Beside that, there also exists the development of the customer satisfaction 
measurement adoption in some fields such as auditing firsm (Caruana et.al. 2000), job intermediary services 
(Wiele et.al 2002), banking services (Athanassopolous 1997; Athanassopolous et.al 2001; Alfred 2001; Boomer 
et.al. 2002), manufacturing companies (Kelley et.al. 2002), and others. The adoption of such theory in higher 
edcuation can be seen in the study and research by Oldfield and Baron (2000), Joseph and Joseph (1997), Chen 
and Tan (1997), Aldridge and Rowley (1998) and others.There are some important points which can be noted in 
connection with the adoption of customer satisfaction measurement for services in universities. Aldridge and 
Rowley (1998) measured the university customers� satisfaction and recommended that we use the model of 
measurement development  of customer satisfaction. In that research also, they used  eight categories questions 
such as 1) teachers and their  subjects, 2) teaching and learning process, 3) supports of teaching and learning, 
4)services and students facilities, 5) opportunity fairness, disability and environment, 6) communication, 
consultation, feedback and   complaints, 7) evaluation. 

Cheng and Tam (1997) in their study on the quality of education service seven types of quality model 
such as 1) model of goal and specification, 2)model of human resource input, 3) process mdoel, 4) satisfaction 
model, 5) legitimation model, 6) problem absence model, 7) learning organisational model. In the last note of 
the research, it is stated that these seven models of quality still have weaknesses and strenghts, in which the 
application (according of them) is not universal. In other perspective, Lawrence and McCollought (2001) 
provide conceptual perspective on adopting the Total Quality Management (TQM)  in higher education.  They 
argued that universities should take guarantee system into account, in which, as proposed, such guarantee   
should be given to three costituents: students, teachers, and supporting staff  for the short, middle, and long 
terms. 

Researches corcerning the relationship between service quality and customer satisfaction in higher 
education can also be traced through research conducted by Athiyaman (1997). This research tested the service 
quality model  which is based on  the  students� perception, in which the design of the research is longtitudinal 
by doing the survey.The data consits of two types: First, is time perspectvie which  is from the first survey done  
when the students started  entering to see their expectation and their attidtude. In order to see such information, 
the reseacrher used  eight measurements such as 1) the university�s emphasis on teaching, 2) availability of 
teachers and consultation, 3) library service, 4) computer facilities, 5) recreation facilities, 6) classroom size, 7) 
the degree of the subject difficulty, 8) the sudents� burden. The second data was taken three year later from the 
same students in order to see their satisfaction, attitude, and communication behaviour in their post-study time. 
In this period, the researcher tried to measure the degree of the students� disconfirmation perception  using eight 
measurements as mentioned earlier among them are the degree of satisfaction, attitude, and communication 
behaviour and the students� attitude intention. The result shows the support for the assumption on the research 
model that  quality is reflected due to  the customer satisfaction. Another finding is that quality is also reflected 
from the attitude intention which is bigger than compared to that from satisfaction.  Attitude before entering the 
university has less influence compared to that after they graduated. This implies that service should be managed 
for satisfying the customers and this  will improve the quality of the service. 

Another influence toward the quality of service  for the customers can also be found in the 
conceptualisation  in the previous researches. However, Othman and Owen (2002) sserted that service quality 
measurement can also be conducted by means of six dimentions, as in the Islamic Banking (such as compliance, 
assurance, realibility, tangibility, emphaty, and responsiveness). Such dimentions have influence toward the 
service quality and customer satisfaction (overall satisfaction). Winsted (2000) proved that there is a positive 
influence between service quality and customer satisfaction. In this research, the two objects were two industries 
such as docter service and restaurant service by using the measuremetn the behaviour of the service provider in 
giving the service to the customers. It was concluded that service quality has influence toward customer 
satisfaction. 
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Hypothesis 1      :   

Service quality has positive influence toward customer satisfaction in higher  educations. 

 

Behaviour Response 

The customers in the process of buying will evaluate  the transaction done, and then,  based on this 
result of evaluation, they will give behaviour response. The rsponse can be both positive and negative. Positive 
in the sense that it will eventually have a positive impact   on the product marketing or the other way around. 
The positive response can be in the form of word-of-mouth- communication which has positive sense toward the 
product, giving recommendation to their friends or relatives to buy the product, buying more products and more 
frequently,  remain loyal to the product and so on. On the other hand, the negative response is in the form of  
negative recommendation to their friends and relatives to stop buying the products and to switch  other products  
and so on. 

Anyone�s behavior response toward a transaction when related to quality of service and satisfaction can 
be found in several reseaches Athanssapolous et.al (2001) gives model which  relates to satisfaction and 
behaviour response. He identifies three behaviour responses which might be done by the conumers such 
intention to swith, decision to switch, and word-of-mouth communication. Then result shows that  satisfaction 
negatively influences the intention to switch but positively influences the oral communication. 

 

Hypothesis 2:  

Customer satisfaction has negative influence toward  a) intention to switch, and b) has positive influence toward 
word-of-mouth communication by the  education customers. 

 

Methodology. 

Methodologically, the design of the first study is descriptive research using survey done in two stages. 
The first stage consists 237 respondents in which the selection was done by stratified random sampling, in a 
university in Surabaya. The second stage of the  survey which has the objective for validating the  first stage 
data done on 100 respondents by using convenience on the same population.  

  In order to operationally construct the customer satisfaction, the researcher uses items representing the 
service quality  dimension as proposed by Parasuraman (1991a; 1991b) and Parasuraman and Berry (1985; 
1988). The dimension of measuring such service quality consists of reliability, responsiveness, competence, 
accessibility, courtesy, communication, credibility, security, understanding, and tangibility. This dimension then 
combined  with items which describe  extra dimension of customer satisfaction on the higher education service 
(Aldrige and Rowly 1998; Cheng and Tam 1997) and other dimensions of theory contexts. Such as in banking 
context (Alfred 2001; Athanapolous, Gonaris and Stathakopoulos 2002, manufacturing industries (Kelley, 
Davies and Kangis 2002), intermediator service (Wiele, Boselie and Hasselink 2002) and so on. The scale of 
measurement of the satisfaction construct is interval scale. In this case, the researcher, uses the range scale such 
as from � strongly disagree with the score of 1 to strongly agree with the score of 5. The higher the score, the 
better or the higher the indicator value. 

The second study is the causal study, which aimed at proving the hypothesis showing the service 
quality  influence toward  the customer satisfaction and behaviour response in universities. The sample 
consisting of 149 students was taken from 14 universities in Surabaya which were selected by using convenient 
method. The measurement  of the construct in the second research is by adopting the  previous studies combined 
with the result of interview on the research object. The construct of service quality  in this research is by 
adopting  21  questions  used by Oldfield and Baron 2000) while the measurement is by adopting  3 questions 
used by Caruana et.al (2000), in which it is adopted also from Oliver (1980) and Teylor and baker (1994) 
combined with quality  dimension from Parasuraman et.al (1991a; 1991b) and Parasuraman and Berry (1985; 
1988). The word-of-mouth communication in this research uses 3 questions and  Intention to switch  uses 2 
questions from Athanapoulos (2001).  The data calculation shows that the cronbach�s alpha is 0.89 for service 
quality, customer satisfaction 0.83, word-of-mouth 0.75, and intention to switch 0.73. 
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Analysis 

The first study 

In the first study analysis, it concerns, among others, the degree of satisfaction both and simultaneously 
and partially. The degree of satisfaction  wholly is measured by means of 4 questions. By the question of � 
wholly, how satisfied are you with the educational service at university X?� ,  (0.4%)  answered extremely 
satisfied, (10%) satisfied, (22%) almost satisfied, (10%) neutral, (44%.3) less satisfied, (9.1%) not satisfied, 
(2.6%) extremely not satisfied. By the question of �  In your opinion, How is the quality of education service in 
university X compared to your expectation?�,  (3%) answered better, (26.4%) a bit better, (32.3%) as they 
expected, (35.3%) not as they expected, (3%) far from expected. The next question is � By considering the 
service, benefit, and cost of the fee, What is your evaluation toward  the education service at university X?� 
(25.7%) expensive, (35.4%) quite expensive, (37.6%),competitive (0.8%) quite cheap, (0.4%) cheap. By the 
question of � by considering the school fee and the quality you get, what is your whole evaluation toward 
university X?, (0.8%) not good, (21.6%) less than good, (31.4%) good, (2.5%) extremely good, (0.4%) very 
extremely good.  

In order to see the consistency of the result of the data analysis, the researcher used three technics of 
validation. First, the analysis by means of the internal data validation.  This is done by dividing the sample into 
two sections (split-half sample) randomly.  Then the analysis of the subsamples  done as the previous one.  From 
the first analysis, it found out the same order of the frequency as the previous one, with relatively different 
figure/ value (less than 5%). The second technick  is by means of inter-correlation of the items. Through the 
second technick, the five items have positive correlation with the significancy level of 0.05% and 0.01%, except 
between a1 (item 1) and a3   (item 3)which are positively correlated but not significant. The last technick  by 
using the different sample namely, the sample of validation. From this sample, the result shows that the order of 
the frequency  mostly the same as the first result, and the differenciation is relatively small (less than 10%). 
Thus, it can be concluded that the first result has been validated so that it can be said that the result of the data 
analysis has represented the population condition. 

 

The Second Study 

The analysis of the second  study is done by using the structural equation modeling (SEM) in two 
stages. The first stage is by conducting the estimation toward the model of measurement while the second stage 
of analysis is by merans of structural model. From this model measurement, the indicator of measurement model 
which is suitable for the common measurement principles. This can be seen both from the reability and validity  
and from the validity of convergence. The model estimation toward the measurement model also shows good 
rersult.  Furthermore, the estimation toward the service quality construct yields the indicator of  goodness- of- 
fit, namely Chi-Square of  28.831 (p = 0.102; CMIN/DF = 1.935; RMSEA = 0.080; GFI = 0.980; AGFI = 0.923; 
TLI = 0.969), and the construct of satisfaction produces the indicator of goodness-of-fit, Chi-Square of 7.7  (p = 
0.102; CMIN/DF = 1.935; RMSEA = 0.080; GFI = 0.980; AGFI = 0.923; TLI = 0.969). 

The next stage of the analysis process of SEM is by doing the model estimation and interpreting the 
result of the model estimation. Based on the result of such a model  estimation and interpretation,  the researcher 
conducted model modification based on  the indication of modification index and theoretical judgment.  The 
result of the first model is presented in Table 1. which comprises the value of standardized regression weight 
and unstandardized  regression weight, critical ratio, and  probability. 

 

Tabel 1. 

The result of  Model Estimation 

Structural Relationship 
Standardized 

Regression 
Weight 

Unstandardiz
ed Regression 

Weight 
C.R Probabilit

y 

Satisfaction ← Servqual 0.481 0.478 5.892 0.000 
Intention to Switch ←  Satisfaction  -0.295 -0.297 -3.381 0.001 

Word of mouth ←  Satisfaction  0.353 0.353 4.089 0.000 
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By doing the first model estimation, the criteria value of  goodness-of-fit, with the whole index values  
has been proved to be fulfilling the value as recommended (χ2 � Chi-Square= 6.334; DF = 3; χ2 � Significance 
Probability; RMSEA = 0.087; GFI = 0.978; AGFI = 0.927; Relative χ2 (CMIN/DF) = 2.111; TLI = 0.889; CFI = 
0.943; NFI = 0.902). Based on the above values, it can be concluded that theoretical model proposed in this 
research is to be proved empirically. In  other words, this model is accepted.  Therefor, it does not necessarily 
need  model modification for gaining the model which posseses  enough  index of goodness-of-it.  
 In relation to the three hypotheses mentioned, it can be described as follows: Firstly, concerning the 
construct of service quality, Hypothesis 1 (H1)   states that � the degree of service quality has positive influence 
toward the degree of satisfaction�, can be proved  (srw. 0.481; p.0.000). Hypothesis 2, concerning satisfaction 
(H2a), stating that � the degree of satisfaction has positive influence toward word-of-mouth communication� can 
also be proved (srw. 0.353; p. 0.000). Another hypothesis (H2b) stating that� there is a directly negative 
influence between satisfaction and/toward intention to switch� is  proved  (srw. �0,295; 0.001). 
 

Some Research Findings 
The most important finding is that the theeoretical model proposed in the second survey can be proved 

empirically.  In this case, the research is developed based on  the development of some theories, especially those 
related to  service quality, customer satisfaction, and behaviour response  in industry sectors, including 
education.  The empirical provement toward the students� perception shows the result which confirms the 
theoretical model, statistically can be seen from the value of goodness-of-fit of the model. Thus, it can be stated 
the phenomena concerning the service quality and customer satisfaction, as well as behaviour response in higher 
education has the same characteristics as those in some other industries, as well as those in other societies.  
 The second finding is the phenomenon of the quality influence toward customer satisfaction. The  
hypothesis stating � service quality has a positive influence toward students satisfaction� is proved. This finding 
is consistent with that as proposed by Othman and Owen (2000), stating that service quality--using six 
dimensions in its measurement�(compliaance, assurance, reliability, tangibility, emphaty, responsiveness) has 
influence toward customer satisfaction (overall satisfaction). Winsted (2000) in his research, took the object of 
the research in two industries: doctor and restaurant, also proves that there is a positive influence between 
service quality and customer satisfaction. Thus, it can be stated that the higher the service quality, the  higher the 
students satisfaction. This finding also suggests that  the studentss� satisfaction  is not only a formation of the 
students� intrinsic value, but also influened by  the extrinsic value as implemented in service quality in higher 
education. 

The third finding is the phenomenon of the students� satisfaction related to word-of-mouth 
communication. The hypothesis stating that there is a positive influence between satisfaction and word-of-
mouth communication in fact, can be proved empirically. This is in line with what has been done by 
Athanassopolous (2001). In addition, it is also in relationship with Parasuraman et.al (1988, 1991a) and 
Reicheld and Sasser (1990) who assert that higher perception toward service quality (satisfaction) will  induce 
the customers to recommend others to buy the product. Boulding et.al (1993) also found  that service quality has 
a positive corelation with  the organisation and product of  other parties. Thus, this finding supports researches 
conducted by other previous researchers. For that reason, the students who are satisfied with choosing for 
learning in a university tend to convey a positive opinion about their university, and even recommend other 
people or prospective students to study in such a university. 

The fourth finding is related to the phenomenon of satisfaction connected with intention to switch. 
There is a positive infuence between satisfaction and intention to switch in which it is proved empirically. This 
means that the more the students are satisfied, the lower their intention to switch is. In fact this is consistent with 
hypothesis and the finding in the research as conducted by Athanassopolous (2002) stating that the higher the 
satisfaction the lower the intention to switch. 
 

Conclusion 
From the model estimation in this research, it can be concluded as follows: First, the conceptual model 

which is developed  based on the developing theory related to service quality, satisfaction, and behaviour 
response, shows that there is an empirical provement through data of the students� perception. This indicates 
that whatever is applicable in any background and settings  in the previous researchess is also aplicable in 
education.  Thus, actions and reactions pravailing in some industries realated to service quality, satisfaction, and 
behaviour response  are also aplicable in higher education. The second, in relation to testing the hypotheis, this 
research proves there is  a positive influence  between service quality and satisfaction. Furthermore, It also  
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proves that there is  a positive influence  between  satisfaction  and  word-of-mouth communication.  The 
negative infkuence by  satisfaction toward intention to switch  is also justified. Thus, the whole hypotheses as 
proposed in this research have been  proved empirically. 
 Suggestions for higher education  management people are as follows: First, they are suggested to pay 
attention to and take into account that the students as customers also the stakeholders whose right  and deserve 
to evaluate  the higher education service quality. Though this principle has been developed in the profit-oriented 
organisations, other argument is that this principle  has been successfully implemented  and has become the 
mainstream in the marketing studies. Unfortunately,  the higher education organisation in Indonesia, explicitly, 
has not yet adopted  this principle.  The second suggestion is that educationa management people should 
consider the importance of  service quality and satisfaction to be used as important elements  for evaluating the 
education  service in Indonesia.  Service quality and satisfaction have become the indicators  and the standard 
for evaluating  the organisation performance in the profit-oriented organisations. The appreciation toward  
achieving this indicator has been developd in Europe and America, and is still beibg developed in Indonesia. 
 It is absolutely important for the higher education management people to use the indicators mentioned 
above. The researchers also suggest  that, for futher research it should be with the same topic as in this research. 
First of all, it needs to explore the dimension of formulating the service quality in higher education, especially 
in Indonesia.  The result of this formulation is intended  to provide a particular dimesnion of service quality in 
higher education. Of course, some can be found in somes reseaches, yet mostly are not in a deep exploration. 
Beside service quality of higher education which is suitable for  the background and settings, those of �the 
indonesian-based characteristics�  are not yet available.  Secondly, in relation to the methodology, further 
researches will be more interesting whwnever they use sampling methodes that guarantee the repsondents 
representation and in the scope as well as in bigger number of the respondents.  Finally, all this will provide the 
sole indicator of customer satisfaction for the higher educations in Indonesia (The Index of  Customer 
Satisfaction in Higher Education in Indonesia) 
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