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ABSTRACT 

A person's behavior to use a product, symbol, or attribute of an institution is part of the recognition of the 

institution to which it is affiliated. Comfort and satisfaction can be factors that cause someone to make their 

institution as an affiliate voluntarily. This phenomenon is often measured in business organizations or 

companies. The same thing should also be applied to higher education. Universities as providers of higher 

education services are inseparable from providing satisfaction to students. Student satisfaction can encourage 

them to volunteer to use university products, attributes, or symbols as their affiliation. This study aims to see the 

effect of University Satisfaction on University Affiliation by including gender as a moderating variable. 91 

respondents from three state universities in Malang City. This study found the influence of University 

Satisfaction on University Affiliation. Besides, gender differences do not show a moderating relationship in 

these variables. 
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1. INTRODUCTION 

The COVID-19 pandemic has entered its second 

half, where this pandemic has an impact on all 

sectors, including the education sector. The Covid-19 

pandemic has had an impact on the university 

affiliate level. The occurrence of the covid-19 

pandemic requires the government and universities to 

issue policies and learning systems that are by 

existing conditions. University policies that emerged 

due to the Covid-19 pandemic indirectly also 

impacted university satisfaction. University policies 

and learning systems used are one form of service the 

university provides to students. A sense of 

dissatisfaction can arise from students when 

university policies and learning systems during the 

pandemic are not by the conditions and expectations 

in students. The emergence of a sense of 

dissatisfaction will affect the level of university 

affiliation. Furthermore, previous research explains 

that the level of service quality provided by the 

university gives rise to perception both positive and 

negative perceptions and student satisfaction [6].   

University affiliation is needed by higher 

education institutions or universities [1]. University 

affiliation can be used as an effective promotional 

strategy to introduce it to the wider community [2]. 

The form of university affiliation is shown through 

students' attitude voluntarily using logos, souvenirs, 

clothes, and other products that characterize the 

university [1]. A sense of pride and volunteerism in 

using products that become the university's identity 

can indirectly introduce the university to a wider 

market and reduce the promotional costs that the 

university must incur [2], [3]. 

Universities require high promotional costs in 

marketing educational services. As a non-profit 

institution as a provider of university education 

services, it cannot maximize promotional costs. 

Besides, universities also need to increase costs to 

increase the value and quality of education [4], [5]. 

Increasing the value and quality of education at the 

university will provide a positive experience and be 

able to increase student pride and satisfaction. The 

following research conducted by [6] shows that 

service quality at universities can provide positive 

perceptions and satisfaction to students. 

Satisfaction or university satisfaction can occur 

when students have positive experiences with the 
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services provided by the university. Dimensions in 

measuring satisfaction are divided into learning 

facilities, curriculum, teaching and learning, 

university climate, and administrative facilities [7]. 

Adopting the Social Exchange Theory theory 

expressed by [8], the experience gained by a person 

can change a person's behavior or attitude. If linked 

to a university affiliation, the attitude shown by 

students to wear products that become the university's 

identity, which is an affiliate, can be a behavior 

change. 

This behavior change can be caused by students' 

feelings of pride and satisfaction. The positive 

experience that is formed can cause students to feel 

satisfied; then students can determine the attitude to 

wear and display products that become the 

university's identity [9]. [1] developed a university 

affiliation of [10]. [10] uses affiliation as an attitude 

shown by employees voluntarily using logos, clothes, 

or other products that become the company's identity 

as a feeling of pride and commitment to the company. 

Furthermore, [1] developed a university affiliation in 

universities with measurements measured by the 

willingness of students to wear and display logos, 

clothes, or products that show the university's 

identity. One of the reasons for this attitude is 

university satisfaction. 

Research related to university affiliation in higher 

education or universities is still limited and has not 

been widely developed. The higher the number of 

higher education results in a university affiliation that 

is feasible to be applied in universities as an indirect 

promotion strategy. Malang is one of the cities in 

Indonesia has the nickname as the city of education, 

the number of tertiary education institutions recorded 

in Malang is 80 universities, and three of them are 

universities with state status [11]. The State 

University in Malang is in great demand compared to 

the others. It is indicated by the number of students at 

the State University greater than the others. State 

universities in Malang have students from various 

regions. It shows that the attractiveness of the State 

University is quite large [12]. Based on this 

phenomenon, university affiliation attracts students 

from outside the region to continue their education in 

Malang. 

Besides, this study also measures the role of 

gender in moderating university affiliation. Gender 

differences can help strengthen the role of University 

Satisfaction with university affiliations. Based on the 

phenomenon described in this study, university 

satisfaction in influencing university affiliation is 

moderated by gender at state universities in Malang. 

In general, this study aims to provide a view 

regarding University Affiliation in higher education 

institutions. In particular, this research was conducted 

to test and determine university satisfaction has a 

positive effect on university affiliations and find out 

how gender roles in moderating the relationship 

between University Satisfaction and University 

Affiliation. 

2. LITERATURE REVIEW 

2.1.  University Affiliation 

University affiliation is an attitude shown by 

students voluntarily using something related to their 

university. Views used by students in a university 

such as logos, stickers, souvenirs, and other items 

that can become the identity of the university[1]. The 

concept of university affiliation used by [1] adopted 

the research of [10], which states that a person's 

commitment can be measured through their attitude 

in using and displaying something related to their 

institution. The voluntary use of university products 

by students will positively impact the university. It 

also promotes the university to the wider community 

without incurring promotional costs. [2] stated that 

using goods or clothing with logos has a positive 

relationship with promotional strategies. Besides, 

[13] stated that the university's success is shown 

through the use of clothes with a logo that shows a 

sense of belonging to the university. 

Students need their motivation to voluntarily 

change their behavior in using products that become 

the identity of their university. Students' positive and 

negative behavior changes will affect commitment to 

achieving goals[9]. The social exchange theory states 

that students' dependence on universities can be 

influenced by the experiences gained in universities 

[8]. The experience gained can be a strength and 

motivation for students in using products related to 

the university. 

2.2. University Satisfaction 

Satisfaction is one of the things that motivates 

students to use and display the university's logo. 

Students' satisfaction can come from the experience 

gained with the use of services and products owned 

by the university. Service and product quality in 

higher education is a complex and multifaceted 

concept  [14]. Students receive and use the training 
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offered by the university, which makes them a 

priority customer of educational activities [15]. [16]–

[18] also consider students to be the primary 

consumers of higher education services. Research 

related to satisfaction in higher education is still 

limited, [15] showed that student satisfaction is a 

complex concept and consists of several dimensions. 

Referring to [19] definition of satisfaction, [20], 

describe student satisfaction as "students' subjective 

evaluations of preferences for outcomes and 

experiences related to education. Student satisfaction 

continues to be shaped by repeated experiences in 

campus life". Student feedback can positively 

influence the quality of service at educational 

institutions as well as support the university in 

several ways. [7] states that dimensions in measuring 

satisfaction are divided into learning facilities, 

curriculum, teaching and learning, university climate, 

and administrative facilities. The positive experience 

that is formed can cause students to feel satisfied, 

then students can determine the attitude to wear and 

display products that become the identity of the 

university [9]. 

The research results of [1] suggest that 

universities should pay attention to students and see 

this as something that has the potential to improve 

students' social, learning, and psychological 

environment. The involvement of students with the 

university through the experiences gained will build 

personal relationships and behaviors that support the 

university. The positive experiences that students feel 

about using the services and facilities available at the 

university can encourage student satisfaction. The 

attitudes and behaviors shown by the experience felt 

by these students encourage students to voluntarily 

display and show the identity of the university they 

are affiliated with. Student satisfaction and behavior 

in using university products are gaps in this study. 

Besides, this study will also look at gender 

differences in using and displaying something that 

identifies the university to which it is affiliated, thus 

the proposed hypothesis is as follows: 

H1: University Satisfaction will have a positive 

influence on University Affiliation 

H2: Gender moderates the relationship between 

University Satisfaction and University Affiliation 

3. RESEARCH METHOD 

This research is quantitative research with an 

explanatory approach. This research was conducted 

at Brawijaya University, Malang State University, 

and Maulana Malik Ibrahim University in Malang 

City. The population in this study were students who 

studied at Brawijaya University, Malang State 

University, and Maulana Malik Ibrahim University 

by using a sampling technique, namely convenience 

sampling. There are several indicators used in this 

research variable. Measurement of university 

satisfaction variables refers to research by [6] and [7]. 

[6] measure university satisfaction with 10 indicators. 

[7] in further research develop measurements of 

university satisfaction in 6 dimensions consisting of 

learning facilities, curricula, teaching & learning, 

university climate, administrative facilities, and 

policies and procedures. The university affiliation 

variable was measured using 3 statement items that 

were adopted in [10] and [1]. Overall statement items 

used in this study were 35 statement items. 

Retrieval of data in this study using a 

questionnaire with a Linkert scale, a scale of 1-5. The 

distribution of questionnaires was carried out online 

due to the constraints of the Covid-19 pandemic so 

that the number of questionnaires that could be 

collected was classified as low. A total of 91 

questionnaires can be collected in this study and 

declared valid so that they can be continued for data 

processing. Data analysis used in this research is PLS 

assisted by PLS 3.2.8 software. PLS analysis is 

carried out in three stages, namely outer model 

analysis, inner model analysis, and hypothesis testing 

[21]. 

4. RESULT AND DISCUSSION 

4.1. Result 

4.1.1. Respondent Characteristics 

The characteristics of respondents are information 

obtained from respondents whose function is to 

support the results of data analysis. The 

characteristics of the respondents may contain some 

information regarding the demographics of the 

respondents. In this study, the respondents came from 

students currently studying at a state university in 

Malang. Respondents in the study relate to the 

variables studied related to higher education. The 

total number of respondents successfully obtained in 

this study was 91 respondents. Respondents are 

expected to represent research subjects, namely 

Brawijaya University, Malang State University, and 

Malik Ibrahim State Islamic University as state 

universities in Malang City. The low number of 

respondents was due to the online distribution and 
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limited through social media. Besides, the existence 

of a pandemic condition is also one of the reasons for 

the low number of respondents in the study. The 

limited number of students who are still in Malang 

City is a problem that must be faced during the 

pandemic. To overcome the existing constraints, data 

analysis was carried out with PLS software, which 

can be used for processing data with a limited 

number of samples. Besides, testing through PLS 

software is carried out directly without going through 

classical assumption tests, and can normalize data 

automatically. 

4.1.1.1. Characteristics of Respondents based on 

Gender 

Table 1. Characteristics of Respondents 

Category Percentage Frequency 

Gender: 

 Female 

 Male 

 

60 

40 

 

55 

31 

University 

 Universitas Brawijaya 

 Universitas Negeri 

Malang 

 Universitas Maulana 

Malik Ibrahim 

 

58 

12 

 

30 

 

53 

11 

 

27 

 (Source: Primary Data, 2020) 

Table 1 shows that of the 91 respondents used in 

this study, 55 of them were female and the remaining 

36 were male. The comparison of the two when 

presented is 40% versus 60%. The number of women 

is more dominant in this study. This is partly because 

more students are studying at state universities in 

Malang than the number of students. 

4.1.1.2. Characteristics of Respondents based on 

Higher Education 

Based on research interests, the measured aspect 

is where the respondent takes the study. In this case, 

the respondents are classified into three state 

universities in Malang City. In the following diagram 

the blue image represents Brawijaya University, the 

Orange diagram represents Malang State University, 

and the gray diagram represents Malik Ibrahim State 

Islamic University Malang. Based on this figure, it 

can be seen that the largest respondents as much as 

58% came from Brawijaya University and the least 

respondents came from the State University of 

Malang. Most of the respondents come from 

Brawijaya University because the number of 

students owned by Brawijaya University is 

bigger than Malang State University and Malik 

Ibrahim State Islamic University. 

4.1.2. Path Diagram Development 

This research model consists of 2 constructs, 

namely University Satisfaction (X) and University 

Affiliation (Y) which will be moderated by gender. 

The step in evaluating the validity and reliability of a 

construct is done by evaluating the measurement 

model. The following is a path diagram of the 

research: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Path Diagram 

Source: researcher data, 2020 

Based on the path diagram, it can be seen that 

some items have a value below 0.6. This resulted in 

the AVE value being below 0.5. As a measurement 

condition, the model is feasible when the AVE value 

is above 0.5. One of the ways to deal with these 

problems is by eliminating items that have a value 

below 0.6. According to [21] items that have a value 

below 0.6 must be removed from the model under 

study. then the step taken is to delete items whose 

value is above 0.6 from the lowest. Furthermore, the 

path diagram after removing the item looks like the 

image below.  

 

 

 

 

 

  

 

 

Advances in Economics, Business and Management Research, volume 206

83



  

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Validity and Reability 

Source: researcher data, 2020 

4.1.3. Outer Model Evaluation 

Outer Model Evaluation is carried out through 

Confirmatory Factor Analysis (CFA) by testing the 

validity and reliability of latent constructs. Latent 

construct testing is done by looking at the Convergent 

Validity and Discriminant Validity values of the 

construct. Convergent validity is indicated by the 

value stated on the loading factor. In measuring 

convergent validity, all research items have an outer 

model value above 0.6. After measuring convergent 

validity, the next step is to measure the reliability of 

each variable. Reliability is measured through the 

Cronbach alpha value and reliability composite. The 

Cronbach alpha value must be above 0.7 and the 

AVE value must be above 0.5. Based on the 

measurements made, the Cronbach alpha value 

exceeds 0.63 and the AVE value is greater than 0.5. 

Thus all items in the study. From the calculation of 

Chronbach's Alpha and Composite Reliability, all 

indicators are reliable in measuring their latent 

variables. 

4.1.4. Coefficient of Determination (R2) 

The coefficient of determination determines the 

contribution of the University Satisfaction (X1) 

variable to explain the University Affiliation (Y) 

variable. The test results of the coefficient of 

determination show that the effect of university 

satisfaction on university affiliation is 0.377 or 

37.7%. The remaining 62.3% is explained by other 

variables not examined in this study. 

4.1.5. Hypothesis test 

Tabel 2. Path Coeficient 

 

Path 

Coefficient 
S.E  P-Values 

University 

Satisfaction -> 

University 

Affiliation 

0,613 0,045 0,000 

Based on table 2, the t value of X (13.611)> 1.96 

and the P-value (0.000) <0.05, H1 is accepted. This 

shows that the University Satisfaction (X) variable has 

a significant effect on the University Affiliation (Y) 

variable. These results are in line with the research of 

[9],and [13]. 

4.1.6. Multi-Group Analysis Testing 

Apart from this research was conducted to 

determine the effect of the University Satisfaction 

(X) variable on the University Affiliation (Y) 

variable, as well as to determine the differences in 

respondents' perceptions based on gender, namely 

students and female students who took education at 

Brawijaya University, State University of Malang, 

and Maulana Malik Ibrahim University. The 

following are the results of the Multi-Group Analysis 

test shown in Table 3. Based on the parametric test 

using multi-group analysis as shown in table 3, the 

value of t count X against Y by comparing directly 

the answers of student and female respondents has no 

difference.  

This is shown by the t value less than 1.96 with a 

standard error of 5% and a probability value of more 

than 0.05. These results also show that there are no 

differences in the perceptions and behavior of 

students in making the university an affiliate for 

themselves. Thus, all respondents have the same 

perception of the effect of University Satisfaction at 

University Affiliation. 

4.2. Discussion 

The university is a space for students to carry out 

their studies. Students' pride in their university will 

greatly impact the university. This sense of pride is 

applied to the use of icons or items with symbols of 

affiliation. The home university is part of its 

affiliation. In previous research conducted by [1], the 

same thing can be shown by employees who work for 

companies. Employees who perceive the company as 

a meaningful affiliate will voluntarily and proudly 

display or use affiliates' goods and symbols. This 
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study tries to link the same thing between employees 

at the company but by using the subject of higher 

education. In the business world, employees are part 

of the company entity that cannot be separated. This 

also occurs in the educational environment, that 

students are part of an inseparable university entity. 

So that in this case students at a certain point 

voluntarily use products or symbols of the university 

which are affiliated 

This behavior can be realized when students have 

gotten what they expected. Satisfaction in 

encouraging loyal behavior and other positive 

behavior is very necessary. Satisfaction can be used 

as a measure in determining student pride. Higher 

education as an institution that becomes a space for 

students to study, then this satisfaction can be 

provided through all services provided by the 

university. The university's ability to handle student 

problems and provide good service to students will 

lead to feelings of satisfaction in students. Student 

satisfaction will encourage them to be proud of their 

affiliates. 

In this study, it has been proven that the effect of 

university satisfaction has a significant effect on 

university affiliation. The results of this study support 

several previous studies which state that university 

satisfaction has an important role in building 

university affiliation [9], and [13]. In the application, 

the university which is an affiliate for students must 

provide the best service to students. Students' pride in 

their affiliation will be useful for the university as an 

affiliate. 

The behavior is shown by using products or 

attributes that contain university symbols. The use of 
products, attributes, and even symbols can reflect the 

image of the university. A positive image will 

indirectly give a positive impression to the public. 

This at the same time can be an indirect marketing 

agent and will increase the attractiveness of the 

university. Besides, this study also wanted to measure 

the role of gender in moderating university 

satisfaction at university affiliations. Venus's theory 

states that each gender will determine the role of 

masculine and feminism. The feminine and 

masculine temperaments of each gender have 

different proportions. This can be shown by dressing 

and using supporting accessories when traveling. 

This study aims to determine gender perceptions of 

university satisfaction with university affiliation. The 

results show that there is no difference in gender 

perceptions for both men and women. Men and 

women have the same perception of seeing the effect 

of university satisfaction on university affiliation. So 

that gender does not moderate the effect of university 

satisfaction at university affiliation. This shows that 

both students and students when they are satisfied 

with the services provided by the university, they will 

volunteer to use the university's products, attributes, 

or symbols as affiliates. 

5. CONCLUSIONS, SUGGESTIONS AND 

LIMITATIONS 

Our research found several things, first, 

University satisfaction has contributed to the 

formation of university affiliations. Universities as 

student affiliations must provide satisfaction with the 

services provided. Second, gender does not have a 

moderating effect on university affiliation. This 

means that love for the university does not look at 

students or female students. Those who are satisfied 

with the university's services will voluntarily 

continue to use the university's products, attributes, or 

symbols. 

This study has several deficiencies that can be 

developed in further research studies. Several things 

become weaknesses in research such as the 

limitations of the variables discussed, university 

affiliation is influenced by many things, not only 

related to university satisfaction. so that further 

researchers can go deeper and discuss other variables 

or combine university affiliation variables with other 

variables. This study has a small number of 

respondents and data collection was carried out 

during a pandemic. If the sample is enlarged and the 

data collection process is carried out under normal 

conditions it will be possible to increase the number 

of respondents studied. This allows for different 

results, because of the possibility that the variants of 

the respondent's answer can change and are higher. 

This research was conducted limited to state 

universities in Malang City. Further researchers can 

develop in universities with a larger scope. Besides, 

research results that have differences with previous 

research can be explored more deeply and developed 

in further research. 
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