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Abstract: 
 

The purpose of this study is to examine the direct and indirect effects of brand image (institution image, user image 
and product image) on the decision of choosing Business Administration study program at STIAMAK Barunawati 
Surabaya with employment opportunities as mediation. This research was conducted at STIAMAK Barunawati 
Surabaya, Indonesia. This research used quantitative and explanatory research. The total population reaches 224 and 
sample is determined using Slovin formula and get 69 people. Data analysis is performed using smartPLS 3.0 Software 
with Structural Equation Modeling (SEM) techniques. The results show that there is a significant influence of the 
institution image on employment opportunities. There is no significant effect of user image on employment 
opportunities. There is a significant influence of the product image on the employment opportunities. There is no 
significant effect of institution image on the decision of choosing Business Administration study program. There is no 
significant effect of user image on the decision of program selection. There is a significant influence of product image 
on the decision of program selection. There is a significant influence of employment opportunities on the decision of 
choosing the program. The institution image influences the decision of selecting program. Employment 
opportunities do not function as intervening variables of the influence of user image on the decision of selecting 
program. The product image influences the decision of choosing Business Administration study program at 
STIAMAK Barunawati Surabaya with employment opportunities as intervening variables. 
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1. Introduction 
University acts as one of providers to create workforces to have the abilities and competencies required by 
the market. In addition, quality universities will also be able to produce human resources that determine the 
development of their country in the future. Higher education innovates to increase resources so as 
generating quality graduates. Various ways to improve the image of institutions (universities), number of 
students, quality graduates who are competent in the field of work.  One type of higher education 
institutions is high school (http://silemkerma.ristekdikti.go.id/). Higher education institutions in Indonesia 
are those who organize academic and/or vocational education within the scope of science, technology, 
and/or arts and if eligible are allowed to organize professional education (Law of the Republic of Indonesia 
No. 20 Year 2003). 
 
The archipelago stretches from Sabang to Merauke and the extent of the waters in Indonesia. The 
development of business services in the field of port and transportation in the future will require many of 
academic staffs who are skilled, having business professional insight, and ready for business competition. 
To meet this formation demand, Higher Education Institution of Port Administration and Management 
(STIAMAK) Barunawati Surabaya establishes a program study of business administration concentrating in 
port management. Business Administration is defined as the overall mutual works in producing goods or 
cooperation in producing goods or services required and desired by customers as well as the delivery of 
goods or services to them by obtaining and providing benefits in a balanced, responsible and sustainable 
manner (Purwanto, 2019). 
 
STIAMAK Barunawati Surabaya, henceforth researcher will mention it as institution, is trying to improve 
resources, products (resource of graduates) as well as its image. Various marketing strategies have been 
carried out by STIAMAK Barunawati Surabaya in order to strengthen its brand image in consumers’ mind, 
such as continuing to promote itself in high schools and vocational high schools in Surabaya, Gresik and 
Sidoarjo and around East Java area. To be able to survive and continue its business, the institution improves 
itself as well as considers all aspects related to the management and promotion activities of the 
institution. Institution as a productive resources provider for companies must also be able to adjust to 
existing changes. From the explanation, one of the important aspects that needs serious attention by the 
institution is brand image. Institution improves itself to be able to compete and grab students. When 
students decide to choose a study program, they actually have certain reasons in choosing it, for 
example, they feel satisfied with the quality and outputs offered by the study program. There are 
also students who choose study program of admininistrative business based on companies’ requirement and 
incoming employment opportunities. Students do not spontaneously choose the study program, 
meaning they choose business administration program study based on planning and decision-
making considerations. 
 
According to Peter and Olson in Musay (2013), purchasing decision is an integration process that combines 
knowledge to evaluate two or more alternative behaviors as well as choose one of them. If consumers do 
not have experience with a product, they tend to trust a brand that is liked or well-known (Schiffman and 
Kanuk, 2008). In this context, the intended consumers are students. The reason that 
encourages institution to strengthen its brand position in order to create a positive brand image and strongly 
memorized by people through the brand image. 
 
Brand image is the perception of a brand and reflection of consumers’ memory regarding with their 
association for the brand (Ferrina goddess, 2008). Components of brand image consist of company image, 
user’s image, and product image (Xian, et al, 2011). The company's image in this case is the image of 
institution. Institution’s image is the image of institution from the community’s perspective based on the 
knowledge, responses and experience of the community towards the institution concerned. According to 
Pratiwi, et al (2014), the user’s image is the collection of associations which consumers perceive of users 
who use the items or services with the characteristics of brand consumers. Product image is collection of 
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associations which consumers perceive of products based on their knowledge, responses and experience of 
the products concerned. These three components are the important factors that form the brand image. In the 
end, it is expected that brand image can affect consumers in making the decision of selecting the 
business administration study program at STIAMAK Barunawati Surabaya. 
  
2. Hypothesis And Conceptual Framework 
Based on the explanation above then research questions can be drawn as follows: 
(1) Does the image of institution directly influences the employment opportunities? 
(2) Does the image of user directly influences the employment opportunities? 
(3) Does the image of product directly influences the employment opportunities?  
(4) Does the image of institution directly influences the decision of selection? 
(5) Does the image of user directly influences the decision of selection? 
(6) Does the image of product directly influences the decision of selection?  
(7) Does the employment opportunities directly influences the decision of selection?  
(8) Does the image of institution influences the decision of selecting the business administration study 

program through job opportunities as intervening variables? 
(9) Does the image of user influences the decision of selecting the business administration study program 

through job opportunities as intervening variables? 
(10) Does the image of product influences the decision of selecting the business administration study 

program through job opportunities as intervening variables? 
 

The hypothesis in this research is as follows: 
H1: The image of institution directly influences the employment opportunities 
H2: The image of user directly influences the employment opportunities 
H3: The image of product directly influences the employment opportunities  
H4: The image of institution directly influences the decision of selection 
H5: The image of user directly influences the decision of selection 
H6: The image of product directly influences the decision of selection  
H7: Employment opportunities directly influences the decision of selection  
H8: The image of institution influences the decision of selecting the business administration study program 

through job opportunities as intervening variables 
H9: The image of user influences the decision of selecting the business administration study program 

through job opportunities as intervening variables 
H10: The image of product influences the decision of selecting the business administration study program 

through job opportunities as intervening variables 
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Source: Researcher (2019) 
Figure 1. Conceptual Framework 

 
 
3. Research Methods 

This research employs quantitative and explanatory research methods. The population in this study reaches 
224 students, therefore the percentage of allowance is 10% and the calculation results can be rounded up to 
achieve compatibility. Based on Slovin's calculation, the sample of respondents in this study is adjusted to 
69 people or around 30% of total students of STIAMAK Barunawati Surabaya Administration and Business 
study program. Samples taken are based on probability sampling technique, simple random sampling. The 
independent variables are brand images (institution’s image, user’s image, and product’s image). The 
dependent variables are the decision of selection and the intervening variable of employment opportunities. 
The dependent variable to be examined is the decision of selection. The intervening variable in this study 
is employment opportunity. Data collection techniques are carried out using field research, that is by 
distributing questionnaires directly to respondents, which are also active students. The scale used is a 5-
point Likert scale. The data management in this study is performed using SmartPLS 
3.0 Software with Structural Equation Modeling (SEM) techniques.   
 

4. Analysis Of Results And Discussion 
Outer Model Testing Phase 

4.1 Convergent Validity 
The calculation results illustrate that for variables of institution’s image, user’s image, product’s image, 
employment opportunities and selection of decision have a factor loading value of more than 0.5. With this 
result, all variables have convergent validity that meets the standard. 
  
4.2 Validity of Constructs 
 The calculation results show all constructs of the research variables depicting all variables have AVE 
values of more than 0.5. With this result, all latent variables and dimensions have a good adequacy of 
validity. 
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4.2.1 Discriminant Validity 
The cross loading for each variable is greater than the column for other variables. This means that the 
variable meets the discriminant validity.  

 
4.2.2 Reliability 
The test results show that the constructs (variables and dimensions) of all variables have a Cronbach alpha 
value and composite reliability greater than 0.7. Therefore, all variables are declared reliable. 
  
4.3 Hypothesis Test 
Following are estimated values of each relationship between the research variables: 
 

Table 1. Direct Effects Hypothesis Test 
Relationship Between Variables Coefficient t P value 

Institution’s Image (X1)  Job Opportunities (Z) 0.315 3.067 0.002 
User’s Image (X2)  Job Opportunities (Z) -0.129 1.247 0.213 
Product’s Image (X3)  Job Opportunities (Z) 0.686 9.360 0.000 
Institution’s Image (X1)  Decision of Selection (Y) -0.051 0.491 0.624 
User’s image (X2)  Decision of Selection (Y) 0.133 1.243 0.215 
Product’s image (X3)  Decision of Selection (Y) 0.352 2.528 0.012 
Job Opportunities (Z)  Decision of Selection (Y) 0.472 3.258 0.001 

  
 
In addition to testing the direct effects, this study also tests the indirect effects. Smart PLS testing is able to 
directly show the results of indirect effects, so there is no need to perform self-manual testing. Here are the 
results of the indirect effect tests: 

 
Table 2. Hypothesis Testing for Indirect Effects 

Relationship Between Variables Coefficient t P value 
Institution’s Image (X1)  Employment Opportunities (Z)  Decision of 
Selection (Y) 0.149 2.110 0.035 

User’s image (X2)  Employment Opportunities (Z)  Decision of Selection 
(Y) -0.061 1.090 0.276 

Product’s image (X3)  Employment Opportunities (Z)  Decision of Selection 
(Y) 0.324 3.147 0.002 

  
The indirect test results inform that what functions as mediation is the employment opportunities with the 
institution’s image and product’s image. Whereas employment opportunities do not mediate the user’s 
image towards decision of selection. This can be observed from the significance value of less than 
0.05. While the user’s image significance of 0.276 (p> 0.05). Therefore, the hypotheses H8 and H10 
are accepted, while H9 is rejected. 
 
The coefficient of determination illustrates the magnitude of the influence of exogenous variables on 
endogenous ones. Here are the results of the determination coefficient: 
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Table 3. Values of Determination Coefficient 
Relationship between Variables R Square 

Institution’s image, user’s image, product’s image and employment 
opportunities  Decision of Selection (Y) 0.658 or 65.8% 

Institution’s image, user’s image, product’s image  Employment Opportunities (Z) 0.608 or 60.8% 
  
The results show the magnitude of the influence of institution’s image, user’s image, product’s image on 
employment opportunities 0.608% is 60.8%. While the magnitude of the influence of institution’s image, 
user’s image, product’s image and employment opportunities on decision of selection is 0.658 or 65.8%. 
  
  
5. Discussion 
After performing several calculations to test the hypothesis and it is proven that several hypotheses are 
accepted and some hypotheses are rejected, then the next step is to conduct an analysis to explain the reasons 
for the hypothesis being accepted and rejected according to theories and empirical conditions. 

 
5.1 The Influence of Institution’s Image on Employment Opportunities 
There is a significant influence of institution’s images on employment opportunities, therefore the first 
hypothesis of the study is accepted. The image of institution is a combination of consumers’ perception (in 
this case, students) and attitudes towards the institution. The image of the institution is believed to have 
uncanny characteristics as the institution’s self-portrait in influencing the decision on selecting the study 
program. The image of institution will accurately reflect the level of institution’s commitment to quality, 
excellence, and relationships with students and potential students, partners and society in general. The 
institution’s image is to help facilitate the knowledge of students on the services offered by the specific 
institution, as well as reduce uncertainty. Thus, it can be concluded that the image of institution is shaped 
from a history of success, financial stability, product quality, etc. (Andriasan S., 2016). The opinions 
expressed by these experts seem to be proven true in this study. That the institution’s image directly 
impacts on the employment opportunities. 

 
5.2 The Influence of User’s Image on Employment Opportunities 
The results illustrate no significant effect of user's image on employment opportunities. The second 
hypothesis of the study is not accepted. Based on research data, the user’s image is categorized as high 
category. This means that the respondents’ assessment of the user's image is relatively good, and so is the 
employment opportunity variable. The absence of influence shows that although the user’s image (students) 
is high, it does not determine the employment opportunities. This can be explained by the phenomenon that 
the chance to get a job is determined by students’ internal and external factors, which are factors outside 
the students themselves. Students who have sufficient competences are not always accepted if the applied 
job vacancies do not match the qualifications. Many companies require advance work experiences. In 
addition, some companies still use the recommendation system and even the nepotism of family members 
or relatives who have worked at the company. New students applying for work will be less likely to be 
accepted. Therefore, the user's image is not a determining factor whether being accepted at work, or not. 
  
5.3 The Influence of Product’s Image on Employment Opportunities 
The results show a significant influence of the product’s image on employment opportunities. The third 
hypothesis of the study is accepted. Image is the most important asset of an institution. A good image is a 
powerful tool to attract consumers to select institution's products or services, but also to improve 
consumers’ satisfaction with the institution (Sutojo, 2004). Image provides a positive assessment and the 
existence of institutions in public perspectives, that is by expressing the long-term publics’ opinion of 
the institution. A well-established image will also have a good impact for achieving the goals set by 
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institution. In this case, it is able to provide opportunities for institution to profit from products and increase 
public confidence in institutions in conducting business. 
  
5.4 The Influence of Institution’s Image on Decision of Selection 
The results show no significant effect of institution's image on decision of selection. The fourth hypothesis 
of the study is rejected. This means that the high and low image of institution has not become the basis for 
students to choose STIAMAK. Institution's image is a combination of students’ perception and their 
attitude towards the institution. The image of the institution is believed to have similar characteristics to the 
institution’s self-portrait in influencing the decision on selecting the study program. Observing the 
respondents' answers which show a high average, they believe that the image of STIAMAK is a good 
institution. However, that high institution’s image does not have a significant impact on the selection to 
study at STIAMAK. This means there are other factors which influence the students. There is big possibility 
that there are other influencing factors among friends or other closest parties that make students choose 
STIAMAK. It also can be caused by other factors such as the relatively close distance of schools to the 
house. Due to the decision concept, factors of people and marketing mix also determine the decision to 
select an institution. The results of this study are not in accordance with the research of  Prabowo, YW, et 
al (2015) in his research stating that the image of institution is directly related to decision of selection. 
  
5.5 The Influence of User’s Image on Decision of Selection 
The results show no significant effect of the user's image on the selection decision. The fifth hypothesis of 
the study is rejected. Descriptive calculation results indicate that the answers of respondents to the user 
image is high. This means that consumers' characteristics are high. User image is a set of characteristics of 
consumers that are associated with the characteristics of consumers of a brand (image) (Musay, et al, 
2013). The absence of this influence shows that although the student respondents rated the user's image as 
high, it does not make him choose a business administration study program at STIAMAK. This is caused 
by the high image of the user who is not always in harmony with the purpose of students choosing 
schools. The purpose and reason for choosing a school is quite diverse. The decision to choose for yourself 
can be determined by many factors, both external and internal individuals. Although the image of the user 
is high but with the higher the image of the user if the respondent evaluates the conditions to be chosen are 
not appropriate then the decision can fail. And vice versa although the image of the user is low, but in the 
evaluation process the respondents found a good thing then the selection decision will be made.  
 
5.6 The Influence of Product’s Image on Decision of Selection 
The calculation results using SEM PLS prove a significant influence of product’s image on decision of 
selection. The sixth research hypothesis is accepted. This shows that product’s image of STIAMAK 
Business Administration study program is a determining factor for students choosing STIAMAK. Products 
owned by institution are faculties, study programs, majors and output quality (intangible) produced by 
STIAMAK. The better the products owned and produced by STIAMAK, the more will be the students’ 
choice. Product’s image is a collection of feelings and emotions that accompany the products. Alma (2007), 
product’s image is a person's perception of a set of attributes, both tangible and intangible. According to 
Simamora, (2004) product’s image is a collection of associations that consumers perceive of 
products. Meanwhile, according to Amilia, S, (2017), consumers in purchasing products, not only see the 
products in terms of quality, brand, price, but also brand image attached to the products. There is a tendency 
for students to select STIAMAK Business Administration study program, since it is well known as an 
experienced institution, through information obtained from various sources (Simanjuntak, 2012). 
  
5.7 The Influence of Employment Opportunities on Decision of Selection 
There is a significant influence of employment opportunities on decision of selection. Thus, the seventh 
hypothesis of the study is accepted. The influence of employment opportunities on the decision of selection 
shows that the attractiveness of institution is how much the institution makes its graduates acceptable in the 
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field of work. Descriptive calculation results illustrate the average value of respondents' answers on the 
employment opportunities and decision of selection are high. Which means these two points are owned by 
STIAMAK. Therefore, STIAMAK Business Administration study program is considered an institution that 
guarantees its graduates have employment opportunities and for this reason students select 
STIAMAK Business Administration study program. Employment (Anwar & Budiman, 2016) is a field of 
activity from businesses, companies, agencies where someone works or has worked. Understanding 
employment is closely related to the place where someone works. People are able to work because they 
have employment opportunities or chances. Decision is the result of a thought process, which selects one 
among several alternatives which can be used to solve problems encountered. According to Tery, decision 
making is the selection of certain alternative behaviors from two or more alternatives (Syamsi, 
2002). Therefore, it can be concluded that the decision of selection is the result of thought process of several 
alternatives to make a choice. Employment opportunities are related to the needs of study program selection 
decision, considering the needs of employment opportunities. Therefore, it can be concluded that 
employment opportunities or chances affect the decision of selection. 
  
5.8 The Influence of Institution’s Image on Decision of Selection With Employment 
Opportunities as Intervening Variable 
The calculation results show that employment opportunities as intervening of institution’s image against 
decision of selection. Therefore, hypothesis 8 is accepted. One method to increase the number of students 
is by improving the image of institution. The company's image includes the attitudes and feelings that 
consumers possess regarding with the underlying nature and reality of the company or the results of how 
consumers perceive the company (Bernstein in Dwi K, et al, 2017). Thus, the company's image builds the 
strategic values for the company by giving it competitive advantages compared to its competitors (Murray 
in Dwi K, et al, 2017)). Image, according to Kotler (2009), is public’s perception of the company or its 
products, and is described as an overall impression made in the perspectives of the community about an 
organization. Nguyen and LeBlanc in Handayanto (2012) have reviewed the image and reputation of 
institution towards the decision of study program selection judging by the customers’ loyalty level, and 
reveal that the degree of loyalty has a tendency to be higher when perception (both reputation and 
institution’s image) is pleasing. In the context of institution, the institution’s image, according to students’ 
assessments, will influence them to be loyal to their institutions (Mulyana and Ayuni, 2014). It can be 
concluded that the institution’s image has a positive and significant effect on the selection of study program. 

 
Employment opportunities can be interpreted as chances to work, which is a situation that describes the 
availability of work in accordance with job expertise. The study program in higher education institutions is 
opened to meet the requirement of certain job markets. Competent output in their fields is certainly expected 
to be able to meet the people’s needs. If it is viewed from the suitability between available educational 
program and the needs of works, it can be found that graduates who have relevant occupations is as much 
as 50.5 %, the remaining are irrelevant (Muhson, A, et al, 2012). 
  
5.9 The Influence of User’s Image on Decision of Selection With Employment Opportunities 
as Intervening Variables 

  The calculation results show that employment opportunities are not as intervening of user's image to the 
decision of selection. Therefore, the hypothesis 9 is not accepted. The absence of mediating role of 
employment opportunities is due to the insignificant influence of user's image to employment opportunities, 
as well as employment opportunities to the decision of selection are also not significant. It means that the 
user's image, in any means, does not determine employment opportunities and the decision of selection. The 
user’s image is the students themselves. This shows that students in choosing their study programs, majors 
do not see their self-image. This can be caused by new students who are still relatively young who have not 
been able to assess their potential and self-worth. This is due to high school education does not shape their 
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strong characters and talents which make their image stand out and have confidence. Most of them while 
make decision is still being intervened by family or friends. 
  
5.10 The Influence of Product’s Image on Decision of Selection With Employment 
Opportunities as Intervening Variables 
The calculation results show that employment opportunities as intervening of product’s image on the 
decision of selection. Therefore, hypothesis 10 is accepted. Product’s image is the product overview in 
consumers’ perspectives based on knowledge, responses and experiences of consumers to the product 
concerned (Kurniawan, F,et al, 2018). In that study, it shows that the product’s image has a significant 
effect and has a dominant influence on respondents' buying decisions. In this context, the decision of 
purchasing is the decision of selection. A positive image of the product will be shaped itself over time in 
consumers’ perspective since the products they purchase from the company has a good quality and able to 
create company’s positive image. With good quality products, then it implies indirectly that the company 
is also going to get a high sufficient profit due to consumers shall buy the products of these companies in 
regular basis, even though consumers do not know who makes the products. 

 
Employment opportunities illustrate the availability of jobs which are ready to be filled by job 
seekers. Every person who is ready to work will compete to get the jobs. Competition in looking for 
works will become increasingly difficult if the number of opportunities to work is less than the number of 
workers who are ready to work. Product’s image significantly influences the decision of selection on 
employment opportunities. Whereas employment opportunity is a condition where all workers who want 
to work at a certain wage level will easily find jobs. Therefore, employment opportunities as media for the 
decision of selection have a direct influence on the employment opportunities. 

 
 

6. Conclusions And Recommendation for Future Research 
Conclusions 
Conclusions withdrawn after conducting research on respondents is elaborated as follows: 
1. There is a significant influence of institution’s image on employment opportunities. Therefore, the first 

hypothesis is accepted.        
2. There is no significant effect of user’s image on employment opportunities. Therefore, the second 

hypothesis is rejected.        
3. There is a significant influence of product’s image on employment opportunities. Therefore, the third 

hypothesis is accepted.        
4. There is no significant effect of institution's image on the decision of selecting Business Administration 

study program. Therefore, the fourth hypothesis is rejected.        
5. There is no significant effect of user’s image on the decision of selecting Business Administration study 

program. Therefore, the fifth hypothesis is rejected.        
6. There is a significant influence on product's image on the decision of selecting Business Administration 

study program, the sixth hypothesis is accepted.        
7. There is a significant influence of employment opportunities on the decision of selecting Business 

Administration study program. Therefore, the seventh hypothesis is accepted.        
8. The institution’s image influences the decision of selecting Business Administration study program with 

employment opportunities as intervening variable. Therefore, the eighth hypothesis is accepted.        
9. Employment opportunities does not function as intervening variable of the impact of user’s image on 

the decision of selecting Business Administration study program. Therefore, the eighth hypothesis is 
rejected.        

10. Product’s image influences the decision of selecting Business Administration study program with 
employment opportunities as intervening variable. Therefore, the tenth hypothesis is accepted.     
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Recommendation for Future Research 
The study results show the employment opportunities that the significant factors are the institution’s image 
and product’s image. Meanwhile, what determines the decision is the product’s image. This means that 
what STIAMAK institution must do is to improve its product’s image, which is Business Administration 
study program. Improving the product’s image can be carried out through advertising, promotion and 
uprating the quality of graduates. Through advertising and promotion, many people will know about 
products from STIAMAK. The second point, improving quality is one of the real ways that STIAMAK can 
produce quality graduates. This can be a clear evidence that shall not be indisputable. The success of quality 
improvement must be advertised and promoted through all existing mass media. 
  
This study is limited to examining brand image of employment opportunities and decision-making at one 
university. Future researches can be done on some universities with prospective students who have 
graduated from high school as respondents. 
  
References 
Alma, Buchari, Manajemen Pemasaran dan Pemasaran Jasa. Bandung: CV. Alfabeta, 2007. 
Amilia, S, Pengaruh Citra Merek, Harga, dan Kualitas Produk terhadap Keputusan Pembelian Handphone 

Merek Xiaomi di Kota Langsa, Jurnal Manajemen dan Keuangan, Vol.6, No.1, Mei, Langsa: 
Universitas Samudra, 2017. 

Anwar, Caherul and Budiman, Fredi, Pengaruh Brand Image, dan Lapangan Pekerjaan Terhadap 
Keputusan Mahasiswa Untuk Memilih Jurusan Akuntansi Pada Perguruan Tinggi yang Ada di 
Bandar Lampung. Jurnal Akuntansi & Keuangan Vol. 7, No. 2, September 2016, Halaman 255 – 
276. Lampung : Universitas Bandar Lampung, 2016. 

Bernstein in Dwi K, et al,  Pengaruh Citra Institusi Dan Kualitas Layanan Terhadap Retensi Melalui 
Kepuasan Mahasiswa (Studi Pada Universitas Ma Chung Di Kota Malang), South East Asia Journal 
of Contemporary Business, Economics and Law, Vol. 14, Issue 3(December), 2017. 

Ferrina Goddess, Merek dan Psikologi Konsumen, Implikasi pada Strategi Pemasaran, Yogyakarta: Graha 
Ilmu, 2008. 

http://silemkerma.ristekdikti.go.id/ 
Kotler, P., and Keller, K, Manajemen Pemasaran. Jilid 1, Edition 13, Translate by Bob Sabran. Jakarta: 

Erlangga, 2009. 
Kurniawan, F, et al, Pengaruh Citra Merek Terhadap Keputusan Pembelian (Survei kepada Para Siswa 

SMAN 15 Surabaya kelas XII yang Menggunakan Laptop ber Merek ASUS, Jurnal Administrasi 
Bisnis (JAB) Vol. 56, Malang: Fakultas Ilmu Administrasi Univеrsitas Brawijaya Malang, 2018. 

Law of the Republic of Indonesia No. 20 Year 2003. 
Muhson, A, et al, Analisis Relevansi Lulusan Perguruan Tinggi dengan Dunia Kerja Universitas Negeri 

Yogyakarta, Indonesia Jurnal Economia, Volume 8, Nomor 1, Yogyakarta: Universitas Negeri 
Yogyakarta, 2012. 

 Mulyana, Andy and Ayuni, Devi, Analisis Peranan Kepuasan dan Komitmen sebagai Perantara Pengaruh 
Kualitas Jasa Tutorial Online terhadap Loyalitas Mahasiswa. Jurnal Ultima management Vol. 9 No. 
2 Desember 2017. Jakarta: Universitas Multimedia Nusatara, 2014. 

Murray in Dwi K, et al,  Pengaruh Citra Institusi Dan Kualitas Layanan Terhadap Retensi Melalui Kepuasan 
Mahasiswa (Studi Pada Universitas Ma Chung Di Kota Malang), South East Asia Journal of 
Contemporary Business, Economics and Law, Vol. 14, Issue 3(December), 2017. 

Musay, et al, Pengaruh Brand Image Terhadap Keputusan Pembelian (Survei pada Konsumen KFC Kawi 
Malang). Malang: Universitas Brawijaya, 2013. 

Nguyen, N. and LeBlanc, G in Handayanto K, Pengaruh Dimensi Kualitas Pelayanan Terhadap Loyalitas 
Nasabah Dengan Kepercayaan Dan Citra Perusahaan Sebagai Variabel Pemediasi, Riset Manajemen 
& Akuntansi Volume 3 Nomor 5 Edisi Mei, Surakarta: Universitas Sebelas Maret, 2012. 

Proceedings of the 2nd African International Conference on Industrial Engineering and Operations Management 
Harare, Zimbabwe, December 7-10, 2020

© IEOM Society International 2696

http://silemkerma.ristekdikti.go.id/


Pratiwi, et al, Pengaruh Citra Perusahaan, Citra Produk Dan Citra Pemakai Terhadap Keputusan 
Pembelian Produk Foremost pada Distro Ruby Soho di Singaraja, e-Journal Bisma Universitas 
Pendidikan Ganesha Jurusan Manajemen, Volume 2, 2014. 

Paul, J. Peter and Jerry C. Olson. Consumer Behavior: Perilaku Konsumen dan Strategi Pemasaran. 
Terjemahan. Jakarta: Erlangga. 2000. 

Paul, J. Peter and Jerry C. Olson in Musay, Pengaruh Brand Image Terhadap Keputusan Pembelian (Survei 
pada Konsumen KFC Kawi Malang). Malang: Universitas Brawijaya, 2013. 

Prabowo, YW, et al, Pengaruh Citra Perusahaan Dan Kualitas Pelayanan Terhadap Keputusan 
Penggunaan Jasa Pengiriman Paket PT. Pos Indonesia (Studi Pada Kantor Pos Johar Kota 
Semarang), Semarang: Universitas Diponegoro, 2015. 

Purwanto, M.N., Manajemen dan Organisasi Sekolah, Bandung: Remaja Rosdakarya, 2019. 
Schiffman, Leon and Leslie L. Kanuk, Perilaku Konsumen. Edisi Ketujuh. Diterjemahkan oleh: Zoelkifli 

Kasip, Jakarta: Indeks, 2008. 
Simanjuntak, Payaman, Pengantar Ekonomi Sumber Daya Manusia. Jakarta: LPFEUI, 2012. 
Simamora, B., 2004. Panduan Riset Perilaku Konsumen. Jakarta: PT.Gramedia Pustaka Utama. 
Sudarso, Andriasan, Manajemen Jasa Perhotelan. Yogyakarta: Deepublish, 2016. 
Sutojo, S, Membangun Citra Perusahaan. Jakarta: Damar Mulia Pustaka. 2004. 
Syamsi, Ibnu, Pengambilan Keputusan dan Sistem Informasi, Jakarta: Bumi Aksara, 2002. 
Xian, Gou Li, et al, Corporate, Product, and UserImage Dimensions and Purchase Intentions, Journal of 

Computers, 2011. 
 
 

 

Biographies  
Dian Arisanti is a Master of Management Student at Narotama University, Surabaya Indonesia, majoring in marketing 
management. She works at Sekolah Tinggi Ilmu Administrasi dan Manajemen Kepelabuhan Barunawati, Surabaya, 
Indonesia as Lecturer of information technology. 
 
Hermien Tridayanti is the Dean of Faculty Economics and Business at Narotama University, Surabaya Indonesia. 
She got doctoral degree in economics from 17 Agustus University, Surabaya, Indonesia. 
 
Joko Suyono is a lecturer at Narotama University, Surabaya, Indonesia. He is also as Head of Master of Management 
at Narotama University, Surabaya, Indonesia. He got bachelor degree in business administration and also accounting, 
he got master degree in industrial management and also in marketing management, and he got doctoral degree in 
business administration. Prior becoming a lecturer, he is a practitioner as senior manager in some multinational 
corporation such as Stanley Works Indonesia (USA Company), Ericsson Indonesia (European Company) and Lotus 
Indah Textile Industries, a multinational company in the textile, spun yarns.  
 
Damarsari Ratnasahara Elisabeth is a lecturer at Sekolah Tinggi Ilmu Ekonomi Mahardhika, Surabaya, Indonesia. 
She is a teacher in the field of management. She got bachelor degree in industrial management and master degree in 
human resource management. 
 

Proceedings of the 2nd African International Conference on Industrial Engineering and Operations Management 
Harare, Zimbabwe, December 7-10, 2020

© IEOM Society International 2697


	Prabowo, YW, et al, Pengaruh Citra Perusahaan Dan Kualitas Pelayanan Terhadap Keputusan Penggunaan Jasa Pengiriman Paket PT. Pos Indonesia (Studi Pada Kantor Pos Johar Kota Semarang), Semarang: Universitas Diponegoro, 2015.



