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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.

Keywords: Organizational image; academic satisfaction; private university; uni
versity students.

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



450 A. F. Falconi-Elias and D. A. Ruiz-Olorte

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:

— HI. Organizational image has an effect on academic satisfaction in a private univer-
sity in Metropolitan Lima.

— H2. Affective image has an effect on the organizational image of a private university
in Metropolitan Lima.

— 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 Man Woman
year

IMG.COG 4.417 4314 4.531 4.342 4.498
(.719) (.872) (-480) (.883) (.476)
IMG.AFE 4.340 4.271 4416 4317 4.365
(.672) (.785) (.514) (.707) (.634)
SAT.DOC 4.481 4.415 4.554 4.431 4.535
(.571) (.701) (.371) (.704) (.376)
SAT.TUT 4.356 4.248 4.476 4.273 4.446
(.615) (.759) (.368) (.764) (.378)

SAT.SER 4.188 4.072 4316 4.116
(.695) (.772) (.577) (.782) 4.266
(.581)
SAT.INFRA 4335 4.230 4.451 4.256 4.421
(.628) (.770) (:391) (.767) (.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 R? SAT
(0.457). Likewise, the f* 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).

[sammoe ]

0.914 (0.000)

Organizational Image Satisfaction
IMG.AFE IMG) (SAT) / SATINFRA
. 0.873 (0.000)
0381 (0.125)
>©_ 0.676 (0.000) —'.000) SAT.SER
0.701 (0.001) 0.941 (0.000)

SAT.TUT
IMG.COG

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, HI and H3 were proved. Finally, the result on the ability of the
model to make predictions through Q? for SAT is 0.371.

Table 2. Structured model output.

Ef- Coefficients t-value I1C P Value
fect Standardized
(H1) IMG -> + 0.676 *** 5.720 [0.410; 0.871] 0.000
SAT
(H2) + 0.381(ns) 1.536 [-0.163; 0.758] 0.125
IMG.AFE->
MG
(H3) + 0.701 *** 3.385 [0.351; 1.113] 0.001
IMG.COG->
MG

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.
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