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Abstract. This research examines the impact of organizational image on the 

academic satisfaction of senior students at a private university in Metropolitan 

Lima. Using a quantitative explanatory approach with a non-experimental design, 

200 students were surveyed face-to-face. A structural equation model was 

proposed to analyze the effect of cognitive and affective image on overall 

organizational image, and its subsequent influence on academic satisfaction. 

The findings reveal that the cognitive image, composed of tangible, functional 

and experiential elements of the university, exerts a greater influence on the 

organizational image than the affective image, made up of emotional 

components. Likewise, it was confirmed that organizational image has a positive 

and significant impact on student academic satisfaction (p<0.05). 

These results suggest that university institutions should prioritize 

communication strategies focused on rational and tangible aspects to optimize 

student satisfaction. The research contributes to the understanding of perceptual 

dynamics in higher education and provides foundations for the strategic 

management of organizational image as a determinant of student academic 

wellbeing. 
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1 Introduction 

Higher education institutions are facing increased competition to adopt market-oriented 

methods to differentiate themselves from their competitors and attract as many students 

as possible while still meeting the requirements, expectations, and elements that influ-

ence happiness and satisfaction [1]. Hence, building organizational image becomes in-

creasingly difficult, especially in universities, as students' preferences are subject to the 

intangible or abstract elements such as culture, identity and organizational image [2]. 

Organizational image is seen as the key to success [3]. Studies on this topic argue 

that the first impression that organizations generate in consumers is highly effective in 
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shaping perception and strongly influences their intention to engage with the organiza-

tion [4]. Moreover, the organizational image is, in essence, how people perceive an 

organization: it is that impression that remains in the mind of each individual even after 

interaction. It is formed by the experiences, details and information they have accumu-

lated over time, which build a personal idea of what the organization really represents 

[5]. The question of students' choice of a university and how it is made becomes par-

ticularly crucial, in the context of public image [6]. Thus, it is argued that, at the student 

level, the image of a higher education institution plays a crucial role in choosing where 

to study, fostering student loyalty and serving as a tool to attract new students [7]. 

Similarly, when talking about quality, what is crucial is to recognize the degree of 

satisfaction of the person receiving the service; therefore, the students' point of view 

becomes vital and is directed to this educational sector, which is the target of the study 

and whose results demonstrate their interest [8]. Student satisfaction can be defined as 

an attitude that arises from evaluating their educational experience, services and facili-

ties offered by the educational institution. Because students are the main judges of the 

institution's performance [1]. In fact, the overall satisfaction of the university student 

has an impact on their quality of life, since when the student identifies with the institu-

tion and perceives that the university stands out from others, this factor becomes rele-

vant. Satisfied students would be a relevant factor, as they could be considered a very 

important communication channel, if their development in the higher institution is pos-

itive [9]. 

Hence, it is essential that private universities also understand the importance of the 

image they project and ensure that this image is accurate and positive in relation to the 

institution [10]. This projected image contributes to each student’s mental construction 

of the university, which can vary based on individual perceptions and evaluations of 

the services offered. [11]. 

The organizational image is composed of two key elements: the functional and the 

affective. The cognitive or functional component refers to the concrete and quantifiable 

attributes of the organization, while the affective component is linked to psychological 

factors, such as feelings and attitudes towards the institution, which are generated from 

personal experiences and the perception of attributes that influence the performance of 

the organization [12]. 

In fact, the cognitive image is the link with the perceptions already formed about 

different aspects of higher education institutions, such as facilities, programs, educa-

tional quality and all the areas that are developed within the university. On the other 

hand, there is the affective image that involves emotions and feelings that are experi-

enced when interacting inside and outside that environment. These emotions can be 

positive or negative. Hence, it refers to the personal and subjective impact. [13]. 

The university is ranked in the top 90 in Latin America according to the results of 

the QS Quacquarelli Symonds organization. 

For this reason, the importance of this research is to determine how organizational 

im- age impacts the academic satisfaction of students in the last two years of a private 

university, since higher education institutions present similar characteristics to corpo- 

rate ones. This creates the need for universities to know the perceptions of their main 
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stakeholders; just like companies, institutions should pay attention to how they are per-

ceived by their interest group, depending on each of their services, such as students, 

professors, workers and society in general [14]. 

The research proposes to measure the effect of the Organizational Image variable to- 

wards Academic Satisfaction, and to measure the primacy of the organizational image 

components generating the following hypotheses: 

─ H1. Organizational image has an effect on academic satisfaction in a private univer-

─ H2. Affective image has an effect on the organizational image of a private university 

─ H3. Cognitive image has an effect on the organizational image of a private university 

in Metropolitan Lima. 

2 Methodology 

The research considered two study variables, the first instrument measures academic 

satisfaction (SAT) [15], based on a five-point Likert scale composed of 25 items and 

four dimensions: Satisfaction with teaching (SAT.DOC), satisfaction with tutoring 

(SAT.TUT), satisfaction with university services (SAT.SER), satisfaction with infra- 

structure (SAT.INFRA). Similarly, the second instrument measures the Organizational 

Image (IMG) [11], based on a five-point likert scale and is composed of 14 items dis- 

tributed in dimensions that are the Cognitive Image (IMG.COG) and the Affective Im-

age (IMG.AFE). 

The composition of the participants was 52% male and 48% female, with ages be-

tween 20 and 28 years, with an average age of 24 years (M=23.90, SD=2.28) and en-

rolled between the seventh and tenth cycles. A non-probabilistic sampling was carried 

out using the convenience method since the sample frame of enrolled students could 

not be accessed and the surveys were carried out virtually, achieving 200 surveys. 

The Smart PLS 4 software was employed, and a model was performed using the 

partial least squares method in structural equation modeling (PLS-SEM), using parcel-

ling as a method that facilitates the simplification of a set of items into indicators of 

latent constructs. To quantify the relationships between these constructs, the approach 

focused on determining the magnitude of the coefficients and their statistical signifi-

cance using the Bootstrapping method. 

3 Results 

This research has two variables: one with a multidimensional structure and the other 

with a unidimensional structure. Accordingly, the internal consistency of each variable 

was calculated. The variable (SAT) is composed of four dimensions, the McDonald's 

omega of each dimension is above the threshold 0.80, being located within the recom-

mended values and the value of the variable has a coefficient of 0.965. Similarly, the 
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reliability of the Organizational Image variable (IMG) was calculated and showed ac-

ceptable results above the threshold. To reduce the complexity of the model, the items 

of each component were averaged and subsequently considered as predictors of the 

variable IMG under a formative model scheme. The application of structural models 

makes it possible to identify and clarify the variables that are considered relevant, as 

well as the ways in which they interact. To do this, it is necessary to refine the idea that 

"everything is related to everything," recognizing that some connections are particu-

larly significant [16]. 

The descriptive statistics by components show that the mean ratings exceed the av-

erage level of the scale (3). Cognitive image and satisfaction with teaching are the most 

valued within each variable. In addition, better evaluations are obtained for the fifth 

year of study, while, if we compare them by sex, it is the women who rate each of the 

components better. 

Table 1. Component valuation averages. 

Total Years in college Sex 

Fourth year Fifth 

year 

Man Woman 

IMG.COG 
4.417 

(.719) 

4.314 

(.872) 

4.531 

(.480) 

4.342 

(.883) 

4.498 

(.476) 

IMG.AFE 
4.340 

(.672) 

4.271 

(.785) 

4.416 

(.514) 

4.317 

(.707) 

4.365 

(.634) 

SAT.DOC 4.481 

(.571) 

4.415 

(.701) 

4.554 

(.371) 

4.431 

(.704) 

4.535 

(.376) 

SAT.TUT 4.356 

(.615) 

4.248 

(.759) 

4.476 

(.368) 

4.273 

(.764) 

4.446 

(.378) 

SAT.SER 4.188 

(.695) 

4.072 

(.772) 

4.316 

(.577) 

4.116 

(.782) 4.266 

(.581) 

SAT.INFRA 4.335 

(.628) 

4.230 

(.770) 

4.451 

(.391) 

4.256 

(.767) 

4.421 

(.417) 

As for the measures of the reflective model, the reliability of the dimensions of the 

SAT variable, measured by Cronbach's alpha also exceeded 0.8, indicating that the re-

liability is high and positive [17]. Similarly, convergent validity was calculated by the 

average variance extracted (AVE) whose values were above 0.5 for SAT (0.819) which 

places it in an acceptable position. Likewise, regarding the indicators of the structural 
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model, the first thing that was calculated were the values of the variance inflation factor 

(VIF) for each SAT dimension, resulting in values less than 5, therefore, the model does 

not present collinearity [18]. 

Similarly, the predicted variable has an acceptable prediction accuracy, the R2 SAT 

(0.457). Likewise, the f2 value that determines the effect between IMG and SAT is 

0.842, which is also acceptable. The results of the explanation of the model (see Fig.1). 

Fig. 1. Result of the SmartPLS Model. 

The findings indicated an effect of organizational image on academic satisfaction 

with a value of 0.676, as shown in Figure 1. Similarly, considering a significance level 

of 0.05 and a bootstrapping of 10000 samples, it was found that IMG has a positive and 

significant influence (p<0.000) on SAT and that IMG.COG also has a positive and sig-

nificant influence (p<0.001) on IMG while IMG.AFE has no significant influence on 

IMG. In other words, H1 and H3 were proved. Finally, the result on the ability of the 

model to make predictions through Q2 for SAT is 0.371. 

Table 2. Structured model output. 

Ef-

fect 

Coefficients 

Standardized 

t-value IC P Value 

(H1) IMG -> 

SAT 

+ 0.676 *** 5.720 [0.410; 0.871] 0.000 

(H2) 

IMG.AFE-> 

IMG 

+ 0.381(ns) 1.536 [-0.163; 0.758] 0.125 

(H3) 

IMG.COG-> 

IMG 

+ 0.701 *** 3.385 [0.351; 1.113] 0.001 

Note: *p<0.05; **p<0.01; ***p<0.001; ns: not significant 
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4 Conclusions 

The results indicate that organizational image has a positive and significant effect on 

academic satisfaction among students reaching the end of their student careers at a pri-

vate university in Metropolitan Lima. This finding corroborates that organizations that 

promote strategies to improve their image can produce a positive impact [19]. Likewise, 

the way in which the university manages its image has a significant influence on the 

perception of students, who are one of the main stakeholders involved [14]. In fact, the 

management of the university image generates an externally accepted mental represen-

tation that plays a key role in motivating, persuading and attracting new students [20]. 

In contrast, the affective image component does not have a significant effect on over-

all organizational image. This suggests that feelings, emotions and attitudes alone are 

not enough for students to be satisfied with the university. Organizations must effec-

tively manage the perception of their services to build positive emotions and thus 

achieve recognition [5].  

However, the cognitive image does have a significant and positive effect on the or-

ganizational image. One of the most relevant aspects is that the cognitive image is based 

on the information and tangibility that students experience, based on the evaluation of 

physical characteristics, benefits and services of the place [21]. 

These findings suggest that university strategies should prioritize the communication 

of rational and tangible aspects to influence the satisfaction of their students, especially 

those in their final years, who evaluate more critically and are sensitive to the quality 

of service provided by the university. 

Acknowledgments. We would like to thank the Peruvian University of Applied Sciences Re-

search Department for supporting this research work through the UPC-EXPOST-2025-1 incen-

tive. 

References 

1. Kanwar, Anita, and Meghana Sanjeeva. 2022. "Student Satisfaction Survey: A Key for

Qual- ity Improvement in the Higher Education Institution." Journal of Innovation and

Entrepre- neurship 11(1). doi: 10.1186/s13731-022-00196-6.

2. Stensaker, Bjørn. 2015. "Organizational Identity as a Concept for Understanding Univer-

sity Dynamics." Higher Education 69(1):103-15. doi: 10.1007/s10734-014-9763-8.

3. Dutton, Jane E., and Janet M. Dukerich. 1991. "Keeping an Eye on the Mirror: Image

and Identity in Organizational Adaptation." The Academy of Management Journal

34(3):517- 54.

4. Collins, Chris, and Cynthia Kay Stevens. 2001. Initial Organizational Images and Re-

cruit- ment: A Within-Subjects Investigation of the Factors Affecting Job Choices.

5. Polat Soner. 2011. The Relationship between University Students' Academic Achieve-

ment and Perceived Organizational Image. doi: http://dx.doi.org/10.16.



6. Baker, Sally, and B. Brown. 2007. "Images of Excellence: Constructions of Institutional

Prestige and Reflections in the University Choice Process." British Journal of Sociology

of Education 28(3):377-91. doi: 10.1080/01425690701253455.

7. Brown, Robert M., and Timothy William Mazzarol. 2009. "The Importance of Institu-

tional Image to Student Satisfaction and Loyalty within Higher Education." Higher Edu-

cation 58(1):81-95. doi: 10.1007/s10734-008-9183-8.

8. Moscoso-Paucarchuco, Ketty Marilú, Manuel Michael Beraún-Espíritu, Mayda Alvina

Nieva-Villegas, Edgar Gutiérrez-Gómez, Miguel Moreno-Menendez, Rafael Jesús Fer-

nán- dez-Jaime, and Jesús César Sandoval-Trigos. 2024. "Calidad de La Educación Su-

perior No Presencial En El Departamento de Junín, Perú: Estudio de Su Situación Actual

y Búsqueda de Estrategias Mediante Los Mapas Cognitivos Difusos." Operational Re-

search Journal 45(2):89-97. 

9. Resino Blázquez, Juan José, Julián Chamizo González, Elisa Isabel Cano Montero, and

San- tiago Gutiérrez Broncano. 2013. "Calidad de Vida Universitaria: Identificación de

Los Prin- cipales Indicadores de Satisfacción Estudiantil." Journal of Education

(362):458-84. doi: 10.4438/1988-592X-RE-2013-362-238.

10. Ivy, Jonathan. 2001. "Higher Education Institution Image: A Correspondence Analysis

Ap- proach." International Journal of Educational Management 15(6):276-82. doi:

10.1108/09513540110401484.

11. Patlán Pérez, Juana, and Edgar Martínez Torres. 2017. "Evaluación de La Imagen Or-

gani- zacional Universitaria En Una Institución de Educación Superior." Contaduria y

Adminis- tracion 62(1):105-22. doi: 10.1016/j.cya.2016.07.002.

12. Nguyen, Nha, and Gaston Leblanc. 2001. Corporate Image and Corporate Reputation in

Customers' Retention Decisions in Services. Vol. 8.

13. Galinienë, Birutë, Albinas Marèinskas, Algirdas Miðkinis, and Greta Drûteikienë. 2009. 

"The Impact of Study Quality on the Image of a Higher Education Institution.

14. Alhaza, Khalifa, Abdel Salam G. Abdel-Salam, Mohammad Dadrahim Mollazehi, 

Radwa M. Ismail, Ahmed Bensaid, Chithira Johnson, Rusol Adil Naji Al-Tameemi, 

Mahmood A Hasan, and Michael H. Romanowski. 2021. "Factors Affecting University

Image among Undergraduate Students: The Case Study of Qatar University." Cogent

Education 8(1). doi: 10.1080/2331186X.2021.1977106.

15. Peralta Mazariego, Enrique Roberto, Georgina Edith Surdez Pérez, and García, José Fe-

lix Rodríguez. 2020. "Validación de Modelo de Medición de Satisfacción Estudiantil

Universi- taria Con Los Servicios Académicos Recibidos." Revista Investigacion Opera-

cional 41(3):472-81.

16. Alaminos, Antonio. 2005. El Análisis de La Realidad Social Modelos Estructurales de

Co- varianzas.

17. Hair, Joe F., Christian M. Ringle, and Marko Sarstedt. 2011. "PLS-SEM: Indeed a Silver

Bullet." Journal of Marketing Theory and Practice 19(2):139-52. doi:

10.2753/MTP1069- 6679190202.

18. Sarstedt, Marko, Christian M. Ringle, and Joseph F. Hair. 2017. "Partial Least Squares

Structural Equation Modeling." Pp. 1-40 in Handbook of Market Research. Cham:

Springer International Publishing.

19. Del-Castillo-Feito, Cristina, Alicia Blanco-González, and Encarnación González-Váz-

quez. 2019. "The Relationship between Image and Reputation in the Spanish Public Uni-

versity." European Research on Management and Business Economics 25(2):87-92. doi:

10.1016/j.iedeen.2019.01.001.

454 A. F. Falconi-Elías and D. A. Ruiz-Olorte



20. Batista Sánchez, Ernesto, Beatriz Serrano Leyva, and Leudis Orlando Vega de la Cruz. 

2021. "Cognitive Image of Tourist Destinations. Una Aproximación Desde El Destino

Turístico Holguín, Cuba." Tendencias 22(2):288-308. doi: 10.22267/rtend.212202.177.

21. Alves, Helena, and Mário Raposo. 2010. "The Influence of University Image on Student

Behaviour." International Journal of Educational Management 24(1):73-85. doi:

10.1108/09513541011013060.

Organizational Image and Academic Satisfaction: The Primacy of … 455

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

http://creativecommons.org/licenses/by-nc/4.0/

	Organizational Image and Academic Satisfaction: ThePrimacy of the Cognitive Component in the PrivateUniversity of Metropolitan Lima



