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Abstract. This study aims to narrate stakeholder perceptions of the follow-up to
university satisfaction survey results. Informants in this study are stakeholders at
universities in Indonesia who have good ratings in public services, especially in
terms of information disclosure. The research uses a qualitative method with a case
study approach that utilizes primary data in interviews. Based on the study results,
it can be seen that stakeholders have a positive perception of the satisfaction survey
conducted by universities. The survey is considered sufficient to accommodate
inputs and suggestions given by stakeholders. However, only a small percentage
of stakeholders felt adequate follow-up or feedback on the satisfaction survey
results. This is because stakeholders feel that there has been no significant change
in management even though they have been given input through a satisfaction
survey.
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1 Introduction

A company strives to provide the best service for its customers to establish closer rela-
tionships. Kotler et al. [1] describe several steps to find prospective customers, starting
from looking for qualifications, approaches, presentations, and demonstrations, han-
dling objections, closing, and follow-up. A study conducted by Hendriyani et al. [2]
stated that entities that need customers must use a positive approach, look for hidden
complaints from customers, ask customers to clarify complaints, consider complaints
as opportunities to provide further information and turn complaints into reasons for fur-
ther purchases. Furthermore, according to Kotler & Armstrong, the follow-up step is
essential if the entity wants customers to feel satisfied and come back.

The concept of customer engagement also needs to be considered in retaining cus-
tomers. Customer engagement is a marketing concept that increases customer value
to produce more profitable relationships [3]. Customers who already have customer
engagement will automatically perform marketing functions, such as communicating
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their experiences to other customers [2]. Thus, if the customer experiences the impres-
sion of being satisfied with the entity’s services, he may spread that impression to other
potential customers.

The quality of this service is continuously improved to maintain or even increase cus-
tomer satisfaction. The increased customer and stakeholders’ satisfaction will improve
the company’s performance. Agencies from any sector will focus on retaining old
customers and attracting new customers [4].

The education sector also needs to prioritize customer satisfaction in which the
customers are the users of educational services [5]. Just as business institutions have
consumers and investors as the main stakeholders, higher education institutions have
students, lecturers, and education staff as the primary stakeholders [6, 7]. Educational
institutions, such as universities, are non-profit service institutions that prioritize excel-
lent service as their primary goal. In university, the main stakeholders are the academic
community, including students, lecturers, and education staff. As with business in gen-
eral, the relationship between universities and stakeholders must be maintained [8]. Sev-
eral ways can be taken to determine the degree of satisfaction of service users at higher
education institutions, including by distributing questionnaires/surveys electronically.

Stakeholder satisfaction surveys in higher education are the main agenda that must
be carried out as a series of activities to improve higher education performance. It will
describe the success of an institution in providing services to its stakeholders [9]. Many
studies related to stakeholder satisfaction have been carried out, both on internal and
external stakeholders of an educational institution [6, 9-24].

The survey alone cannot meet stakeholder needs if universities stop collecting it. The
satisfaction survey must be followed up to meet the needs of stakeholders. The follow-
up results of this satisfaction survey are an effort made by universities to improve the
quality of services provided to their stakeholders that will affect university performance.
The inputs and suggestions obtained from the survey results should be followed up by
improving the management of higher education institutions. This study aims to narrate
stakeholder perceptions of the follow-up results of the satisfaction survey conducted by
universities.

2 Methods

This research uses a qualitative method with a case study approach that utilizes primary
data in interviews. Informants in this study are stakeholders at universities in Indonesia
who have good ratings in public services, especially in terms of information disclosure.
The data were analyzed using several steps adapted to the theory of Miles & Huberman
[25], data condensation, data display, and verification [25]. This model is expected to
guide the delivery of research results related to stakeholder satisfaction. After the data
has been collected, the research team selects, sorts, narrows, simplifies, summarizes,
and transforms the data, referred to as the data condensation stage [26]. After that, the
data will be used as narrative mapping material presented in the research results and
discussion.

This study uses primary data by conducting in-depth interviews. Data collec-
tion methods require significant adjustments due to the Covid-19 pandemic. Research
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resource persons consist of various elements representing the stakeholders of higher
education institutions who are the object of research, namely (1) S (lecturer); (2) RC
(student); (3) N (education staff); and (4) F (alumni). In addition to primary data, there are
secondary data in studies related to stakeholder satisfaction, especially in higher educa-
tion institutions. Combining primary and secondary data will produce a comprehensive
picture of higher education’s satisfaction.

The final step is to verify the study results using triangulation techniques. Triangu-
lation is one of the techniques that researchers can apply to maximize the processing
of qualitative data. The triangulation technique can be said as a technique of checking
data reliability, and source triangulation is used in this study. The researcher compares
the answers of an informant with other informants regarding the same question. Based
on the triangulation results, the researchers reviewed the research data that had been
collected and then turned it into one of the considerations in presenting the data.

3 Results

As a form of data mining, researchers conducted interviews with three main stakeholders
from universities, namely students, lecturers, and education staff. Stakeholders are indi-
viduals and groups who can influence and be affected by the obtained strategic results
that have enforceable claims on a firm’s performance [27]. In the continuity of education
in higher education, the existence of the main stakeholders is needed. Sustainability and
success in an organization are very dependent on the stakeholder involved. When a crisis
strikes the company organization, managing relationships with the stakeholders plays an
important role. Error in managing relationships with stakeholders will negatively impact
an organization/institution.

Unlike previous studies that have focused more on stakeholder satisfaction, we focus
on the importance of satisfaction surveys and how these surveys are followed up. The
writer divides the discussion section into two parts based on the research results.

3.1 Stakeholder Satisfaction Survey

Stakeholder satisfaction in an institution is highly dependent on how service quality
meets or even exceeds stakeholder expectations. Therefore, how institutions provide
services and how satisfaction surveys are conducted will largely determine their improve-
ment in the future. One of the universities’ efforts to remain competitive is consistently
providing higher quality services than other universities. Service quality is an effort to
fulfill needs coupled with the wishes of stakeholders and the accuracy of delivery meth-
ods to meet customer expectations and satisfaction [28]. Generally, service quality is
known by comparing stakeholder expectations for the ideal service with the service they
receive. If the service received or perceived is as expected, then the perceived service
quality is excellent and satisfying. If the service received exceeds customer expecta-
tions, the service quality is perceived as ideal. Conversely, if the service received is
lower than expected, the service quality is perceived as bad. Thus, whether or not the
quality of service is good depends on the ability of the service provider to meet the
expectations/interests of its customers.
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On the other hand, the implementation of the satisfaction survey is in line with the
Regulation of the Minister for Administrative Reform and Bureaucratic Reform (Per-
men PAN-RB) Number 14 of 2017 concerning Guidelines for Compiling a Community
Satisfaction Survey for Public Service Providers. The regulation explains that public
service providers are required to conduct a Community Satisfaction Survey periodically
at least once a year [29]. A good satisfaction survey is a survey that can accommodate
the aspirations of all stakeholders in an institution. For stakeholders, surveys are a means
to convey criticism and suggestions for the institution’s progress in the future.

“I think the current survey is very important for universities. Similar to business
entities, universities must understand the needs of stakeholders. One of the survey
functions is here” (Informant V).

“Through surveys, universities can find out the advantages and disadvantages of
the services that have been provided. Thus the survey can encourage continuous
improvement of the university itself” (Informant A).

Based on collecting data on several stakeholders, several types of surveys are most
widely circulated and filled out. They tend to attract attention from university service
providers and the stakeholders themselves. The surveys include a survey on the imple-
mentation of teaching and learning activities as well as a survey on the use of learning
facilities, especially e-learning facilities.

“For satisfaction surveys, in general, we fill in 3 times a year. The survey is related
to the teaching and learning process, services and infrastructure” (Informant Z).

Based on the interviews we have conducted, the average informant said that he was
pretty satisfied with the question items in the satisfaction survey. The informants said
that the satisfaction survey conducted by the university was sufficient to accommodate
the aspirations and suggestions of the stakeholders.

“Basically, my aspirations have been sufficiently conveyed through the question
items in the satisfaction survey. I think the survey is quite good” (Informant O).

3.2 Capturing Stakeholder Needs: Satisfaction Survey Follow-Up

From various opinions of research informants, the majority have stated that surveys
conducted by universities have succeeded in accommodating their impressions and sug-
gestions. However, the majority of the informants said there had been no adequate
follow-up on the suggestions given in the satisfaction survey [30].

This condition is undoubtedly contrary to the theory of customer satisfaction, which
states that “The customer can feel customer satisfaction after the customer uses the
services or products offered by the company” [31]. After using it, the customer will be
able to provide feedback about the product or service that is following the wishes or
expectations of the customer. Satisfaction is a customer’s short-term emotional reaction
to the performance of certain services [32]. Customer satisfaction is a person’s feelings
of pleasure or disappointment that arise after comparing expectations with the reality
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obtained. High satisfaction or pleasure creates an emotional bond with the brand or
company in question.

Higher education stakeholders, in this case, were only asked to fill out a satisfaction
survey but did not find the meaning of satisfaction itself because there was no real action
from the input they had given.

“Survey is important, but the follow-up is more important” (Informant D).

“The survey will only become garbage in and garbage out if there is no real
follow-up from the survey itself,” (Informant Y).

“Often, we find it useless to fill out surveys. It is useless to fill in if there is no real
follow-up” (Informant C).

“It’s as if our suggestions and criticisms are just paper decorations if there is no
adequate follow-up” (Informant W).

Certain survey results, such as the survey on lecturers teaching method, do not neces-
sarily change the way the lecturers teach, even though there have been many criticisms.
Criticisms and suggestions related to facilities and infrastructure are often not followed
up if they are not conveyed directly and verbally. On the other hand, the absence of
adequate publications related to the satisfaction survey results has resulted in a lack of
follow-up results of the satisfaction survey that has been carried out.

4 Conclusion

To maintain the stability of stakeholder trust, universities, as one of the entities engaged
in the service sector, must provide the best public services. Improving the quality of
public services is important for institutions to gain better control over themselves. In
addition, a service product must also pay attention to the quality it has, whether it is in
accordance with the expectations and desires of the stakeholders. A satisfaction survey
is one of the efforts to maintain and improve public services. The inputs and suggestions
obtained from the survey results should be followed up by improving the management
of higher education institutions.

The study results conclude that stakeholders positively perceive the satisfaction sur-
vey that higher education institutions have carried out. The survey is considered capable
of being a place to accommodate input and suggestions from stakeholders. However,
stakeholders expressed disappointment regarding the follow-up or feedback on the sat-
isfaction survey results. This makes the stakeholders do not feel real satisfaction due to
the lack of significant changes to the inputs that have been given.
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