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Sektor jasa memiliki peranan yang penting dalam perkembangan ekonomi di 
berbagai negara, salah satu sektor jasa yang berkembang adalah sektor jasa pendidikan. 
Pendidikan Tinggi merupakan salah satu bagian dari sektor jasa pendidikan. Sektor 
Pendidikan Tinggi mengalami perkembangan yang semakin meningkatkan persaingan 
dalam dunia pendidikan, hal ini menyebabkan perlunya dilakukan analisis dan 
pembelajaran mengenai students satisfaction dan loyalty dalam pendidikan tinggi. 

Unit analisis penelitian adalah program studi Manajemen strata 1 Perguruan 
Tinggi Swasta di Surabaya. Jumlah populasi berdasar mahasiswa program studi 
menajemen strata 1 pada Perguruan Tinggi Swasta di Surabaya adalah berjumlah 11.373 
mahasiswa, sedangkan teknik pengambilan sampel yang digunakan adalah stratified 
random sampling untuk data proporsi dengan jumlah sampel sebesar 376 responden. 
Teknik analisis menggunakan Structural Equation Models dengan software AMOS 20. 

Hasil penelitian menjelaskan customer loyalty dipengaruhi positif signifikan oleh 
operant service quality (0,297); customer engagement  (0,278); dan customer 
satisfaction (0,153). Customer loyalty juga dipengaruhi secara positif tetapi tidak 
signifikan oleh operand service quality (0,060). Customer satisfaction dipengaruhi 
positif signifikan oleh operand service quality (0,411); customer engagement (0,278); 
dan dipengaruhi positif tetapi tidak signifikan oleh operant service quality (0,065). 
Customer engagement dipengaruhi oleh operant service quality (0,393). 

Penelitian dengan konsep service quality dalam pendidikan tinggi berdasar teori 
service dominant logic. Sektor jasa pendidikan tinggi membedakan service quality 
menjadi operant dan operand service quality. Customer engagement berpengaruh 
langsung lebih besar terhadap customer loyalty dibanding pengaruh langsung customer 
satisfaction terhadap customer loyalty. Hal ini memperdalam konsep pertukaran 
relasional. Customer engagement merupakan variabel antara hubungan operant service 
quality terhadap customer satisfaction, sedangkan pengetahuan dan kemampuan yang 
baik dari staf dan dosen memiliki pengaruh yang positif tetapi tidak signfikan dalam 
meningkatkan customer satisfaction. Operand service quality berpengaruh secara positif 
tetapi tidak signifikan dalam meningkatkan customer loyalty. Fasilitas yang baik dari 
program studi tidak signifikan dalam meningkatkan loyalitas mahasiswa, tetapi fasilitas 
yang baik akan terlebih dahulu membentuk kepuasan dari mahasiswa. 

 
Kata Kunci: Operand dan Operant Service Quality, Customer Engagement, 
Customer Satisfaction, Customer Loyalty, Program Studi Manajemen Strata 1 
Perguruan Tinggi Swasta di Surabaya. 
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ABSTRACT  
 

The service sector has an important role in economic development in many countries. 
One of the growing service sectors is the service sector of education. Higher Education 
is a part of the education services sector. Higher Education sector has developed further 
increase in competition in the world of education; this led to the need for analysis and 
learning of students’ satisfaction and loyalty in higher education.  

 
The unit of analysis of this study used Management Study Program at Undergraduate 
level in Private Universities in Surabaya. The amount of the total student population in 
Management Study Program at Undergraduate level in Private Universities in Surabaya 
in 2013 based on EPSBED data in semester 2012 are totaled 11,373 students, while the 
sampling technique used for the proportion of data is Stratified Random Sampling with 
a sample of 376 respondents derived from 12 Universities and 4 Sekolah Tinggi. The 
analysis technique used in this study was SEM (Structural Equation Models) with 
AMOS 20 software.  

 
The results of the study explained customer loyalty significantly and positively 
influenced by Operant Service Quality with a regression coefficient of 0.297; Customer 
Engagement with a regression coefficient of 0.278; and Customer Satisfaction with a 
regression coefficient of 0.153. Customer loyalty is also influenced positively but not 
significantly by the Operand of Service Quality with a regression coefficient of 0.060. 
Customer satisfaction is significantly and positively influenced by the Operand Service 
Quality with a regression coefficient of 0.411; Customer Engagement with a regression 
coefficient of 0.278; and positively but not significantly influenced by Operant Service 
Quality with a regression coefficient of 0.065. Customer Engagement is influenced by 
Operant Service Quality with a regression coefficient of 0.393. 

 
This study developed the concept of Service Quality in Higher Education based on the 
theory of Service Dominant Logic. Higher Education service sector should note that 
Service Quality must be distinguished between Operant Service Quality and Operand 
Service Quality. This study also found that Customer Engagement has a greater direct 
influence on Customer Loyalty than the direct effect of Customer Satisfaction on 
Customer Loyalty. This deepened the concept of Relational Exchange. Customer 
engagement is a variable in the relationship between Operant Service Quality and 
Customer Satisfaction, while both the knowledge and skills of the staff and faculty have 
a positive influence but not exhibited significantly in improving customer satisfaction. 
Operands Service Quality positively influence but not significant in improving 
Customer Loyalty. Good facilities of the study program are not significant in improving 
Student Loyalty, but good facilities will first establish Student Satisfaction.  
 
 
Keywords: Operand and Operant Service Quality, Customer Engagement, 
Customer Satisfaction, Customer Loyalty, Management Study Program 
Undergraduate Level in Private University in Surabaya. 
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