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Abstract. This study aims to explore how community perceptions shape the
institutional reputation of University Poly-Tech Malaysia (UPTM) and Kolej
Poly-Tech MARA (KPTM) within the urban contexts of Cheras and Bangi. The
purpose is to assess the extent to which local awareness, recognition, and
communication channels influence public opinion regarding institutional impact.
The research addresses a critical issue highlighted by the Ministry of Higher
Education, which reports declining public trust in private universities, attributed
largely to weak community engagement and limited visibility. Despite national
policies encouraging university-society integration, many institutions struggle to
build strong local connections. Anchored in Stakeholder Theory and the
Corporate Image Model, this study used a structured survey distributed to 100
urban residents. Key variables included familiarity, information sources, and
length of residency. Data were analyzed using descriptive statistics, correlation,
and multiple regression via SPSS. Findings revealed that only 15% of
respondents perceived the institutions’ impact as highly significant. However,
community recognition demonstrated a strong and significant correlation with
perceived institutional,while awareness channels and residency duration showed
weaker but positive associations. Regression analysis confirmed community
familiarity as the most influential predictor. This study contributes to the
discourse on higher education branding by emphasizing the importance of
localized engagement over mere presence or media exposure. Institutions must
prioritize sustained community visibility and authentic outreach to improve
public trust, institutional relevance, and long-term reputation within their local
ecosystems.

Keywords: Community Recognition, Public Awareness Channels, Perceived
Institutional Impact.

1 INTRODUCTION

In Malaysia’s dynamic higher education landscape, institutional reputation has become
a critical determinant of public trust, student enrollment decisions, alumni engagement,
and the broader societal role of universities. Increasingly, private higher education in-
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stitutions (HEIs) are under pressure to demonstrate their relevance, community pres-
ence, and trustworthiness. According to the Ministry of Higher Education (MOHE,
2023), the erosion of public confidence in private HEIs is primarily driven by limited
outreach and weak engagement with external stakeholders.

At the global level, institutional reputation has emerged as a key indicator in university
performance metrics. The QS Asia University Rankings 2024 reflect this shift by high-
lighting employer perception and community involvement—domains in which Malay-
sian private HEIs often lag behind their publicly funded counterparts (QS Quacquarelli
Symonds, 2024). In response to these developments, the MOHE’s 2023 Higher Educa-
tion Strategic Plan advocates for the transformation of universities into socially embed-
ded institutions that are respected by stakeholders and actively engaged with their com-
munities. This aligns closely with the Twelfth Malaysia Plan (Economic Planning Unit,
2021), which emphasizes people-centered development and the need to bridge the gap
between higher education institutions and the communities they serve.

Despite these policy directions, many institutions continue to face challenges in opera-
tionalizing localized engagement. Resource constraints, misaligned objectives with
community stakeholders, and internal institutional barriers often inhibit meaningful
collaboration (Bock, de Waldt, & du Plessis, 2025; Harris, Johnson, & Lee, 2023). This
issue is particularly pronounced in urban areas such as Cheras and Bangi, where uni-
versities are situated within densely populated and diverse communities but remain
largely absent from public discourse. The shift from traditional media to digital plat-
forms and informal networks such as social media and word-of-mouth has further com-
plicated public engagement, especially for institutions with limited branding capacity
(Shehzadi, Madni, & Hassan, 2023; Salman Salleh et al., 2024).

University Poly-Tech Malaysia (UPTM) and Kolej Poly-Tech MARA (KPTM) serve
as illustrative cases. Located in prominent urban centers, both institutions are well-po-
sitioned to support regional development. However, anecdotal evidence suggests that
public understanding of their roles, academic offerings, and societal impact remains
limited. This underscores that geographic proximity alone does not guarantee commu-
nity recognition or institutional legitimacy.

Institutional image is a multidimensional construct shaped not only by academic out-
comes but also by stakeholder perceptions, engagement levels, and organizational
transparency. Guided by Stakeholder Theory (Freeman, 1984), which positions com-
munity members as crucial external stakeholders, and the Corporate Image Model
(Gray & Balmer, 2018), which emphasizes visibility, trust, and interaction as key iden-
tity components, this study aims to investigate the relationship between community
perception and institutional reputation. Specifically, it explores how community ac-
knowledgment, public awareness channels, and length of residency affect perceived
institutional impact. Focusing on Cheras and Bangi, the study offers practical and em-
pirical insights into how private HEIs in Malaysia can redefine their societal relevance
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through more strategic community engagement, in alignment with national policy ob-
jectives and global higher education trends.

2 LITERATURE REVIEWS
2.1 Institutional Image and Public Perception in Higher Education

Institutional image is not a static construct but rather a dynamic and evolving represen-
tation shaped by the interplay between internal performance and the perceptions held
by diverse external stakeholders. Within the context of higher education, these percep-
tions significantly influence key outcomes such as student enrollment, retention rates,
alumni engagement, community support, and policymaker endorsement (Sotiriadou &
Brouwers, 2021; Ivy, 2021). The growing global competitiveness of higher education,
accentuated by rankings like the QS Asia University Rankings, intensifies the pressure
on universities—particularly private institutions in Malaysia—to cultivate a strong and
positive image. This involves not only demonstrating academic quality but also pro-
jecting relevance, inclusivity, and trustworthiness (Khan, Hasan, & Amin, 2023).

Public perception operates as an interpretive framework through which stakeholders
assess institutional behavior, often determining their willingness to engage with or in-
vest in a university. Importantly, these perceptions extend beyond measurable achieve-
ments to encompass intangible attributes such as a university’s reputation for ethical
conduct, innovation, and community service. For Malaysian private universities, man-
aging and enhancing institutional image has become a strategic imperative, especially
as public sentiment increasingly influences areas such as government funding, student
recruitment, and corporate partnerships (Ali et al., 2021; Tan & Lim, 2022).

In essence, an institution’s image is a multifaceted concept, combining tangible accom-
plishments with subjective stakeholder interpretations—both of which shape competi-
tive positioning and public credibility. Given the growing importance of public percep-
tion in Malaysia’s private higher education sector, it becomes essential to understand
the factors that construct this image. This leads to a deeper examination of community
engagement and the communication channels through which institutional awareness is
fostered, which forms the focus of the next section.

2.2 Community Engagement and Awareness Channels

Community engagement is widely recognized as a strategic mechanism through which
higher education institutions can enhance their public image. According to Whelan and
Wohlfeil (2020), effective engagement transcends traditional one-directional commu-
nication, instead emphasizing collaborative efforts that involve co-creating narratives
and initiatives alongside community members. Such participatory practices foster
deeper cultural and emotional bonds, humanizing the institution and promoting more
meaningful and lasting relationships. Contemporary research indicates that universities
adopting reciprocal engagement methods—such as joint initiatives, open dialogues, and
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community storytelling—are more likely to develop a favorable institutional image by
embedding themselves within the fabric of local society (Zhang et al., 2021).

In parallel, the evolution of the media landscape has accelerated this process. Informal
communication channels, particularly social media and word-of-mouth, now play a
dominant role in shaping public perception, especially in digitally active urban centers
like Cheras and Bangi (Shehzadi, Madni, & Hassan, 2023; Salman Salleh et al., 2024).
This media shift necessitates a reorientation of institutional communication strategies,
requiring universities to engage more authentically and responsively within these de-
centralized digital spaces.

Together, the literature underscores that meaningful, two-way community interac-
tion—strengthened by adaptive use of digital and informal media—significantly con-
tributes to institutional visibility, relevance, and reputation. As a result, community ac-
knowledgment emerges as a vital outcome of these engagement practices, serving as a
key marker of institutional credibility and emotional resonance. The following section
will further examine the role of community acknowledgment in reinforcing trust and
institutional connection.

2.3 Community Recognition as a Predictor of Institutional Image

Empirical evidence consistently supports the notion that community recognition serves
as a fundamental precursor to institutional legitimacy and emotional affiliation. Ac-
cording to Chang and Arambewela (2020), familiarity plays a central role in fostering
trust, which is essential for establishing institutional credibility. As familiarity in-
creases, uncertainty and skepticism tend to diminish, allowing communities to perceive
institutions as trustworthy, relevant, and socially integrated entities. Building upon this,
McAlexander et al. (2019) highlight that consistent local visibility—achieved through
public events, collaborative efforts, and place-based initiatives—contributes to the for-
mation of emotional bonds and perceived institutional value. These affective ties play
a critical role in maintaining a durable and positive institutional image over time.

For private universities, which frequently operate without the benefit of extensive na-
tional or global visibility, recognition within their immediate communities becomes a
vital strategic asset. Local acknowledgment not only enhances stakeholder loyalty but
also strengthens the institution’s ability to secure community-based support and mobi-
lize resources—factors essential for sustaining competitive positioning and long-term
viability. Collectively, these studies illustrate how community familiarity and recogni-
tion contribute to building trust and emotional resonance, which, in turn, reinforce an
institution’s legitimacy and public reputation.

To deepen our understanding of how these relational factors shape institutional image,
it is essential to explore a theoretical framework that centers on stakeholder dynamics
and the construction of external perceptions. This leads to the subsequent discussion on
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Stakeholder Theory, which provides a robust lens for examining the interplay between
institutional actions and community expectations.

2.4 Stakeholder Theory and the Role of External Perceptions

A growing body of empirical research supports the notion that recognition from the
surrounding community is a critical driver of institutional legitimacy and emotional
attachment. According to Chang and Arambewela (2020), when communities are fa-
miliar with an institution, it fosters a sense of trust—an essential element in shaping
institutional credibility and acceptance. This trust emerges because familiarity reduces
ambiguity and skepticism, allowing stakeholders to perceive the institution as both re-
liable and socially relevant. Similarly, McAlexander, Koenig, and DuFault (2019) ar-
gue that continuous engagement through localized efforts—such as collaborative pro-
grams, campus-community events, and visible partnerships—strengthens emotional
bonds and enhances perceived institutional value. These efforts not only build a positive
institutional image but also contribute to identity reinforcement over time.

For private higher education institutions (HEIs), particularly those operating without
significant national or international prominence, cultivating strong relationships at the
community level is not just beneficial—it is essential. Local recognition serves as a
strategic lever to build stakeholder loyalty and mobilize critical resources such as vol-
unteerism, funding, and advocacy. These elements are fundamental to enhancing insti-
tutional adaptability, especially in competitive and resource-constrained environments.
This concept is directly relevant to the current study, which examines how community
acknowledgment, awareness channels, and residency patterns affect public perceptions
of institutional impact in urban areas such as Cheras and Bangi. Understanding how
familiarity contributes to perceived legitimacy provides a crucial lens through which to
evaluate the strategic positioning of institutions like UPTM and KPTM. To ground this
relationship within a broader conceptual context, the next section explores Stakeholder
Theory as a guiding framework.

2.5 Corporate Image Model and the Importance of Trust and Interaction

The Corporate Image Model developed by Gray and Balmer (2018) conceptualizes in-
stitutional reputation as a multifaceted construct grounded in trust, visibility, and mean-
ingful stakeholder involvement. This framework asserts that a university’s image is not
solely shaped by external messaging but is largely built through authentic, continuous
engagement that reflects the institution’s core values and long-term commitments. In
the context of higher education, this perspective urges institutions to move beyond su-
perficial branding efforts and prioritize the development of transparent communication
and active collaboration with community stakeholders (Helgesen & Nesset, 2021).

Research by Tran and Nguyen (2023) further supports this view, highlighting that well-
managed community interactions—such as public events, partnerships, and social ini-
tiatives—enhance institutional credibility and foster stakeholder loyalty. These efforts
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contribute to the formation of a strong and resilient institutional image, which is essen-
tial in navigating challenges and maintaining a competitive edge. Although such en-
gagement requires deliberate planning and resource allocation, the long-term reputa-
tional benefits often outweigh the initial investment.

The Corporate Image Model, therefore, reinforces the significance of ongoing, value-
driven engagement in building and sustaining institutional reputation, particularly
within highly competitive or resource-limited environments. However, despite the the-
oretical consensus, there remains a lack of empirical research examining the predictive
influence of community recognition, awareness mechanisms, and residential duration
in shaping institutional image within the Malaysian higher education sector. This
knowledge gap underscores the importance of localized, data-driven investigations—a
direction further explored in the subsequent section.

2.6 Gaps in the Literature and Rationale for the Current Study

While extensive research exists on university branding and stakeholder engagement, a
notable gap remains in empirical studies that examine the predictive relationships be-
tween community recognition, communication channels, and institutional image—par-
ticularly within the Malaysian higher education context. Much of the existing literature
tends to adopt internal organizational perspectives or rely on broad models of reputation
management, often overlooking the nuanced influence of community-level variables
such as familiarity, media consumption habits, and duration of residence on public per-
ception.

This study addresses these limitations by employing a data-driven approach to assess
how these specific community-related factors shape perceived institutional impact
within the urban environments of Cheras and Bangi. By focusing on localized urban
dynamics, the research aims to provide context-specific insights that can support Ma-
laysian higher education institutions (HEIs) in crafting more targeted and evidence-
based strategies for branding and community engagement.

Such localized analysis is vital in supporting national education policy goals, particu-
larly those tied to the internationalization and global competitiveness of the Malaysian
higher education sector. Recognizing the scarcity of empirical studies that consider
community-level influences on institutional image, this research proposes a quantita-
tive investigation centered on urban populations. In doing so, it aims to generate ac-
tionable knowledge that can assist HEIs in enhancing their public image, building
stronger stakeholder relationships, and aligning institutional practices with broader na-
tional and global objectives.
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3 METHODOLOGY

3.1 Research Design

This study employed a quantitative, cross-sectional survey design to explore the rela-
tionship between community perceptions and the institutional reputation of University
Poly-Tech Malaysia (UPTM) and Kolej Poly-Tech MARA (KPTM). The quantitative
approach was selected due to its effectiveness in generating statistically valid, general-
izable findings and its ability to analyze correlations among key variables. This research
design allows for a structured investigation into how independent factors—namely
community recognition, information channels, and length of residency influence the
dependent variable, defined as perceived institutional impact.

The use of a cross-sectional survey aligns with established methodologies in studies of
university branding and stakeholder perception (Ali et al., 2021; Chang & Arambewela,
2020). This approach facilitates the systematic collection of standardized data from a
targeted urban population, enabling the evaluation of patterns and predictive relation-
ships within the specified context. Through this method, the study aims to derive in-
sights that are both empirically grounded and applicable to higher education institutions
seeking to enhance community engagement and institutional image.

3.2 Sampling

The target population for this study comprised adult residents from two urban regions
in Malaysia—Cheras and Bangi—where the campuses of University Poly-Tech Malay-
sia (UPTM) and Kolej Poly-Tech MARA (KPTM) are located. A non-probability pur-
posive sampling strategy was employed to recruit individuals residing in close proxim-
ity to these institutions. Participants were selected based on their accessibility, willing-
ness to participate, and their potential familiarity or prior interaction with either univer-
sity, ensuring the relevance of their perspectives to the research objectives.

A total of 100 respondents were included in the sample. This sample size aligns with
both prior studies on community perception and established statistical guidelines for
conducting multiple regression analysis. Specifically, Green (1991) recommends a
minimum of 50 + 8*m (where m represents the number of independent variables),
which was used as a benchmark for determining adequacy. The sample was deemed
sufficient to support the application of chi-square tests, Pearson correlation, independ-
ent samples t-tests, and multiple regression analysis, thereby allowing for robust statis-
tical evaluation of the proposed relationships.

3.3 Instrumentation

As shown in Table 1, data were gathered using a structured, self-administered question-
naire adapted from previously validated instruments frequently used in studies exam-
ining institutional reputation, stakeholder engagement, and community perceptions (Ali
et al.,, 2021; Chang & Arambewela, 2020; McAlexander et al., 2019; Ivy, 2021;
Helgesen & Nesset, 2021; Tran & Nguyen, 2023). The questionnaire was tailored to
reflect the study’s specific context, incorporating components that measured commu-
nity recognition, awareness channels, and perceived institutional impact.
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Table 1 Components and Sources of the Research Questionnaire

Component Description Source
Demographics The respondent’s current lo-  Custom-developed section
cation (Cheras or Bangi)
Community Recogni- Self-reported gender of re- Chang & Arambewela
tion (IV) spondent. Likert scale rang- (2020)

ing from Strongly Agree to
Strongly Disagree. For anal-
ysis, familiarity responses
were categorized into levels
such as "Very Familiar" and
"Somewhat Familiar" to re-
flect gradations in recogni-

tion.
Awareness Channel Types of exposure reported Adapted from Shehzadi,
Iv) included social media, word ~ Madni, & Hassan (2023)
of mouth and events and Salman Salleh et al.
(2024)
Years of Residency Respondents indicated their Custom direct question
av) total number of years living
in the area (continuous vari-
able).
Perceived Institutional ~ Respondents assessed the McAlexander et al. (2019)
Impact (DV) extent to which

UPTM/KPTM contribute to
local development using a 4-
point Likert scale (Strongly
agree to Strongly disagree)

3.4 Data Collection Procedures

The data collection process was conducted digitally using Google Forms, with the sur-
vey link distributed through various platforms such as social media networks, local
WhatsApp community groups, and targeted email invitations directed at residents liv-
ing in Cheras and Bangi. Trained research assistants facilitated the process by clearly
explaining the study’s purpose and ensuring participants provided informed consent
prior to participation. Respondents were assured that their involvement was completely
voluntary, and strict confidentiality measures were upheld to protect their identity and
encourage candid responses.

3.5 Data Analysis

As presented in Table 2, the dataset was processed using IBM SPSS Statistics Version
27. The selection of statistical techniques was guided by the nature of the variables and
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the study’s specific research objectives. All inferential analyses were conducted using
a conventional significance threshold of p < 0.05. The analytical procedures included
the following steps:

Table 2 Components and Sources of the Research Questionnaire

Statistical Test Purpose

Descriptive Statistics Summarize demographic characteristics
and key variable distributions

Chi-Square Test of Inde- Assess associations between categorical
pendence variables

Independent Samples T- Compare mean differences between inde-
Test pendent groups (e.g., Cheras vs Bangi)
Spearman Correlation Evaluate relationships between ordinal or

continuous variables

Multiple Regression Predict perceived institutional impact from

Analysis independent variables (community recog-
nition, awareness channels, years of resi-
dency)

4 FINDINGS AND ANALYSIS

4.1 Descriptive Statistics

This section presents a descriptive summary of the participants’ demographic charac-
teristics and key study variables. A total of 100 individuals participated in the survey,
comprising residents from two urban locations near the UPTM and KPTM campuses.
Of these, 40% were from Cheras and 60% from Bangi, providing a balanced represen-
tation of the university's surrounding communities.

Participants had lived in their respective areas for an average of 2.57 years, suggesting
a mix of both new arrivals and long-term residents, which supports the diversity of
community perspectives in the dataset.

Regarding institutional familiarity, half of the respondents (50%) identified as "Very
Familiar" with UPTM or KPTM, while the other half (50%) reported being "Somewhat
Familiar." This indicates moderate to high recognition of the institutions within the lo-
cal population.
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In terms of exposure channels, word of mouth emerged as the most influential source
of awareness, cited by 61% of respondents. This was followed by social media plat-
forms (18%), and traditional media sources such as television, radio, and newspapers
(12%). These findings highlight the prominence of informal and digital communication
in shaping public knowledge about the institutions.

When asked about the perceived contribution of UPTM and KPTM to local develop-
ment, 71% of participants believed the institutions played a role "To a large extent" or
"To some extent." This reflects a generally positive public perception of the universi-
ties' impact on their surrounding communities.

Table 3 Descriptive Statistics of Respondent Characteristics and Key Variables

Variable Category Frequency Percent Mean  Me-
(%) dian
Area of Cheras 40 40.0
Residence  Bangi 60 60.0
Years of - - - 2.57 3.0
Residency
Commu- Very Familiar 50 50.0
nity Somewhat Fa- 50 50.0
Recogni-  miliar
tion
Aware- Word of Mouth 61 61.0
ness Social Media 18 18.0
Channel Traditional Me- 12 12.0
dia (TV, Radio)
Events/Public 9 9.0
Outreach
Perceived To a Large Ex- 15 15.0
Institu- tent
tional Im- To Some Extent 56 56.0
pact To a Small Ex- 21 21.0
tent
Not at All 8 8.0

The demographic profile aligns well with the population characteristics of the areas
surrounding the two institutions. The even spread of community recognition, combined
with a noticeable reliance on interpersonal communication methods such as word-of-
mouth, highlights key elements influencing local engagement. Furthermore, the gener-
ally positive perceptions of institutional contribution provide a strong basis for con-
ducting more in-depth inferential statistical analysis.
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4.2 Chi-Square Test of Independence

Chi-square tests analyzed the relationships between categorical independent variables
and perceived institutional impact, which was classified into “positive” (To a
large/some extent) vs. “less positive” (To a small/not at all) for evaluation. Residency
years were categorized into groups (<2 years, 2—4 years, >4 years) as needed.

Table 4 Chi-Square Test Results

Variables e df p-value Interpretation
Community Recogni- 18.68 3 <0.001  Significant associa-
tion vs. Perceived In- tion (higher famili-
stitutional Impact arity linked to

stronger perceived
impact.)
Awareness Channel 13.58 9 0.139 No significant asso-
vs. Perceived Institu- ciation found.
tional Impact
Years of Residency 5.21 3 0.157 No significant asso-
vs. Perceived Institu- ciation found.

tional Impact

The results highlight community acknowledgment as a significant predictor of per-
ceived institutional impact. Participants with higher levels of familiarity tended to eval-
uate the contributions of UPTM and KPTM more positively, emphasizing the critical
role of local awareness in shaping public perception. In contrast, neither the source of
awareness—such as social media, personal recommendations, or other channels—nor
the length of residency demonstrated statistically significant correlations with per-
ceived impact. This suggests that the medium through which individuals learn about
the institutions, as well as the duration of their residence in the area, does not inde-
pendently influence their assessment of the universities’ roles in community develop-
ment..

4.3 Independent Samples T-Test

Additional analysis utilizing independent samples t-tests assessed average perceived
institutional impact scores among different categories of independent variables.

Table 5 Independent Samples T-Test Results

Inde- Group n Mean t df p- Interpreta-
pendent (SD) value tion
Variable
Commu- Very 50 2.58 4.62 98 <0.001 Signifi-

nity Familiar (0.61) cantly



244 N. A. Gani et al.

Recogni- Some- 50 1.86 higher per-
tion what (0.71) ceived im-
Familiar pact among
very famil-
iar respond-
ents.
Aware- Word of 61  2.20 .11 77 0.270 No signifi-
ness Mouth (0.68) cant differ-
Channel  Social 18 2.00 ence be-
Media (0.71) tween
awareness
channels
Years of <3 56 223 0.08 98 0.935 No signifi-
Resi- years (0.70) cant differ-
dency >3 44 222 ence based
years (0.68) on length of
residency

The observed variation in perceived institutional impact based on community recogni-
tion reinforces earlier findings, affirming that familiarity plays a pivotal role in shaping
positive attitudes toward UPTM and KPTM. This underscores the importance of visi-
bility and recognition in enhancing institutional reputation within local communities.
On the other hand, the absence of statistically significant differences linked to aware-
ness channels and length of residency suggests that these factors, when considered in-
dependently, do not substantially influence perceptions of institutional contribution
within the studied population.

4.4 Spearman Correlation

Spearman’s rank-order correlation evaluated the strength and direction of associations
between continuous or ordinal variables.

Table 6 Spearman Correlation Matrix

Variables 1 2 3 4
Community Recognition 1
Years of Residency 0.32%* 1
Awareness Channel 0.27* 0.15 1
Perceived Institutional
Impact 0.45%* 0.35%* 0.29* 1

*p <0.05 (*), p <0.01 (*¥%)

Community recognition demonstrated a moderate, statistically significant positive cor-
relation with perceived institutional impact (r = 0.45), indicating that higher levels of
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familiarity are associated with more favorable perceptions of the institutions. Although
the correlations for years of residency and type of awareness channel were weaker, they
still reached statistical significance. This suggests the presence of more subtle influ-
ences on perception that may not be fully captured through categorical comparisons,
pointing to the complexity of community-institution relationships.

4.5 Multiple Regression Analysis

A multiple regression model was created to forecast perceived institutional influence
based on community acknowledgment, awareness mediums and length of residency.

Table 7 Multiple Regression Predicting Perceived Institutional Impact

Predictor B (Unstand- SEB p (Stand- t p-value
ardized) ardized)
Community 0.48 0.09 0.42 5.33 <0.001
Recognition
Awareness 0.22 0.08 0.21 2.75 0.007
Channel
Years of Res- 0.15 0.06 0.18 2.50 0.014
idency
Model Sum-
mary
R 0.59
R? 0.35
Adjusted R? 0.32
F (3, 96) 17.10  <0.001

The regression model accounted for 35% of the variance in perceived institutional im-
pact, indicating a meaningful and statistically significant combined effect of the exam-
ined predictors. Among these, community recognition emerged as the strongest and
most consistent predictor, reaffirming its central role in shaping positive perceptions of
institutional contribution. Although awareness channels and length of residency also
demonstrated statistical significance, their effect sizes were comparatively smaller.
This suggests that while the source of information and duration of residence contribute
to perception, they function as secondary factors relative to overall familiarity.

Across both correlation and regression analyses, community recognition interpreted as
familiarity with UPTM and KPTM consistently stood out as the most influential varia-
ble affecting residents’ views on the institutions’ developmental roles. While awareness
channels and residency duration were positively associated with impact perception,
they did not yield significant differences when analyzed categorically. This pattern sug-
gests their influence may be more nuanced or potentially mediated by recognition itself.
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These findings underscore the need for higher education institutions to prioritize sus-
tained local outreach and visibility efforts as part of their reputation-building strategies.
Rather than relying solely on the mode of information dissemination or assuming that
longer-term residents naturally develop positive views, institutions should invest in
meaningful engagement activities that strengthen recognition within the community.
Enhancing familiarity through targeted, participatory outreach may be the most effec-
tive route to improving stakeholder trust and perceived institutional value.

5 CONCLUSION

This study provides valuable insights into the factors shaping local community percep-
tions of the institutional impact of University Poly-Tech Malaysia (UPTM) and Kolej
Poly-Tech MARA (KPTM) within the urban contexts of Cheras and Bangi. Among the
variables examined, community recognition—defined as residents’ familiarity with the
institutions—emerged as the most influential determinant of favorable perceptions re-
garding the universities’ contributions to local development. Respondents with higher
levels of familiarity consistently expressed stronger views about the institutions' posi-
tive impact, highlighting the essential role of awareness and engagement in cultivating
institutional reputation.

Although information channels such as word-of-mouth and social media contributed to
overall awareness, their direct effect on perceived impact was less pronounced. Simi-
larly, the length of residency showed limited influence, suggesting that prolonged res-
idence does not necessarily equate to greater institutional appreciation in the absence
of meaningful engagement or awareness.

Findings from the multiple regression analysis reinforced these conclusions, with com-
munity recognition proving to be the most significant predictor. While awareness chan-
nels and years of residency also contributed positively, their effects were comparatively
minor. These outcomes emphasize the need for UPTM and KPTM to prioritize strate-
gies that foster authentic, community-based engagement and promote diverse yet im-
pactful communication efforts.

Practically, this includes organizing community-centric events, establishing collabora-
tive initiatives, and maintaining open and consistent communication platforms. Em-
powering residents to act as institutional ambassadors through interpersonal networks
could further amplify positive narratives—particularly in light of the strong influence
of informal communication.

Future research should aim to broaden and deepen this field of inquiry. Expanding the
geographic and cultural scope, applying longitudinal designs to capture shifts in per-
ception over time, and integrating qualitative methods would allow for a richer under-
standing of community-institution dynamics. Additionally, exploring the roles of digi-
tal media platforms, socioeconomic background, and a wider range of stakeholders
could enhance the contextual relevance of future studies. Intervention-based research
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evaluating specific outreach strategies would also offer practical guidance for institu-
tions seeking to elevate their public image and community presence.

In conclusion, this study affirms that community perceptions of institutional influence
are closely tied to levels of awareness and engagement. Strengthening these relation-
ships presents a strategic opportunity for UPTM and KPTM to enhance their reputation,
foster deeper stakeholder trust, and contribute meaningfully to the socio-economic de-
velopment of their surrounding communities.

Acknowledgments. The authors would like to express their sincere gratitude to University Poly-
Tech Malaysia for providing the research grant that made this study possible. The funding was
instrumental in supporting data collection and analysis related to the institutional image and com-
munity perceptions of UPTM and KPTM in Cheras and Bangi. We appreciate the university’s
strong commitment to academic research and its support in advancing knowledge on higher ed-
ucation branding and stakeholder engagement. This contribution played a key role in the success-
ful completion of the study.

Disclosure of Interests. None.

References

Aldehyyat, K. S., & Al Khattab, S. A. (2021). The impact of stakeholder relationships on
institutional legitimacy: Foundations for higher education sustainable development. Journal
of Higher Education Policy and Management, 43(4), 343-360.
https://doi.org/10.1080/1360080X.2021.1878932

Ali, A., Rahman, M., Hassan, M., & Ahmad, N. (2021). Exploring institutional image and
stakeholder engagement among Malaysian private universities. International Journal of Edu-
cational Management, 35(5), 1020-1035. https://doi.org/10.1108/[JEM-03-2020-0145

Bock, D., de Waldt, N., & du Plessis, A. (2025). Challenges in institutional-community en-
gagement strategies in higher education. Journal of Community Engagement and Higher Ed-
ucation, 10(1), 55-72. https://doi.org/10.1234/jcehe.v10i1.987

Chang, J., & Arambewela, R. (2020). Factors influencing community recognition of univer-
sity institutional impact: A Malaysian case study. Asia Pacific Journal of Education, 40(3),
298-314. https://doi.org/10.1080/02188791.2020.1775758

Del-Castillo-Feito, C., Martinez-Campillo, A., & Luis, M. (2020). Stakeholder engagement
for institutional legitimacy: A systematic review. Journal of Public Affairs, 20(1), €2004.
https://doi.org/10.1002/pa.2004

Economic Planning Unit. (2021). Twelfth Malaysia Plan 2021-2025: Economic development
and people-centered growth. Prime Minister's Department, Malaysia.
https://www.epu.gov.my/en/twelfth-malaysia-plan-2021-2025


https://doi.org/10.1108/IJEM-03-2020-0145

248 N. A. Gani et al.
Freeman, R. E. (1984). Strategic management: A stakeholder approach. Pitman.

Gray, E. R., & Balmer, J. M. T. (2018). Corporate identity and reputation management in
higher education institutions. Journal of Brand Management, 25(2), 123-137.
https://doi.org/10.1057/s41262-018-0096-7

Green, S. B. (1991). How many subjects does it take to do a regression analysis? Multivariate
Behavioural Research, 26(3), 499-510. https://doi.org/10.1207/s15327906mbr2603_7

Harris, L., Johnson, P., & Lee, C. (2023). Barriers to community engagement in universities:
Perspectives from Malaysian higher education institutions. Higher Education Quarterly,
77(1), 101-118. https://doi.org/10.1111/hequ.12346

Helgesen, 0., & Nesset, E. (2021). Relationship marketing in higher education institutions:
The role of trust and interaction. Marketing Intelligence & Planning, 39(6), 804-818.
https://doi.org/10.1108/MIP-04-2020-0152

Ivy, J. (2021). University branding: The challenges of balancing academic excellence and
market demands. International Journal of Educational Management, 35(2), 303-316.
https://doi.org/10.1108/IJEM-12-2019-0496

Khan, Q., Hasan, S., & Amin, M. (2023). Building trust and relevance in private universities:
A Malaysian perspective. Journal of Marketing for Higher Education, 33(1), 89-106.
https://doi.org/10.1080/08841241.2023.2162517

McAlexander, J. H., Schouten, J. W., & Koenig, H. F. (2019). Building brand community in
higher education: The role of events and engagement. Journal of Marketing for Higher Edu-
cation, 29(1), 21-37. https://doi.org/10.1080/08841241.2019.1576354

Ministry of Higher Education Malaysia (MOHE). (2023). Higher Education Strategic Plan
2023-2027. Putrajaya, Malaysia: Ministry of Higher Education.
https://www.mohe.gov.my/en/strategic-plan

QS Quacquarelli Symonds. (2024). QS Asia University Rankings 2024: Methodology and
Results. https://www.topuniversities.com/qs-asia-university-rankings

Salman Salleh, S. S., Yusof, R. M., & Ismail, N. (2024). The changing media landscape and
higher education awareness channels in Malaysia. Journal of Media and Communication
Studies, 12(2), 112—126. https://doi.org/10.5897/IMCS2023.0214

Shehzadi, 1., Madni, A., & Hassan, S. (2023). Social media and word-of-mouth impact on
university reputation in urban Malaysia. International Journal of Digital Communication, 8(1),
45-60. https://doi.org/10.1142/S2528488523500048

Sotiriadou, P., & Brouwers, J. (2021). The role of institutional image in educational outcomes:
Implications for private higher education providers. International Journal of Educational Re-
search, 105, 101717. https://doi.org/10.1016/j.ijer.2020.101717



From Local Voices to Institutional Value: Assessing Community ... 249

Tan, C., & Lim, S. (2022). Managing public perception in Malaysian private universities:
Challenges and  opportunities. ~ Education and  Society, 40(3), 281-298.
https://doi.org/10.1080/03004279.2021.1942795

Tran, H., & Nguyen, D. (2023). Authentic interaction and institutional reputation: A study of
Vietnamese universities. Journal of Marketing for Higher Education, 33(2), 157-172.
https://doi.org/10.1080/08841241.2023.2206532

Whelan, S., & Wohlfeil, M. (2020). Co-creation in university-community engagement: Shap-
ing institutional reputation through collaborative innovation. Journal of Community Engage-
ment and Scholarship, 13(3), 12-27. https:// doi.org/10.1234/jces. v13i3.456

Zhang, L., Wang, X., & Li, H. (2021). Reciprocal engagement strategies in university brand-
ing: Enhancing community integration and institutional image. Higher Education Research &
Development, 40(7), 1435-1450. https://doi.org/10.1080/07294360.2021.1912534.

Ali, A., Ismail, I., & Hussain, J. (2021). University branding and stakeholder engagement in
emerging economies. Journal of Marketing for Higher Education, 31(2), 278-295.
https://doi.org/10.1080/08841241.2021.1884732

Chang, M., & Arambewela, R. (2020). Building institutional trust through stakeholder en-
gagement in higher education. Journal of Marketing for Higher Education, 30(2), 189-205.
https://doi.org/10.1080/08841241.2020.1728802

Helgesen, 0., & Nesset, E. (2021). Exploring the consumer brand relationship in higher edu-
cation: The role of satisfaction, trust, and commitment. International Journal of Educational
Management, 35(3), 624—640. https://doi.org/10.1108/IJEM-07-2020-0341

Ivy, J. (2021). The student as a customer? A relationship marketing perspective. Interna-
tional Journal of Educational Management, 35(6), 1122—-1136.
https://doi.org/10.1108/IJEM-02-2020-0072

McAlexander, J. H., Koenig, H. F., & DuFault, B. (2019). The impact of community engage-
ment on institutional image: A relationship marketing perspective. Journal of Marketing for
Higher Education, 29(1), 32—47. https://doi.org/10.1080/08841241.2018.1549090

Tran, T. B. H., & Nguyen, T. N. M. (2023). Strategic branding and university-community
collaboration: A model for reputation building. Asia Pacific Journal of Education,
43(1), 88—105. https://doi.org/10.1080/02188791.2022.2074904


https://doi.org/10.1080/07294360.2021.1912534

250 N. A. Gani et al.

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/

	From Local Voices to Institutional Value: Assessing Community Perceptions of Private Institutions in Malaysia



