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INTRODUCTION

Table 1. Shows the number of students visits to Library during the year 201 1. It shows the decline tendency in student visits
to the library of the University Widyatma. the declining suggests a decrease in the quality of services that may be impact on
students satisfaction as customer of library. The data indicates that the declinmg trend in the number of visits to the library of
the University Widyatama depicts a weakening of customer interest in using library facilities. and also showed declining
customer satisfaction on library services.
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Table 1 - Number of Visit to the Library
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Yang and Peterson. and Susan Evans in Reni ., (2007:25)
suggested that the research which describe the processes and
mechanisms ol customer satisfaction which can be realized
through customer value 1s necessary. The study of the effect
of service quality on customer value and customer
satisfaction has been studied by Selmi (2007) who found that
all dimensions of service quality (assurance, tangible.
responsiveness. reliability and empathy) have positive and
significant impact on customer value. Thus. it can be
concluded that the quality of service will inerease customer
value. Additionally. the study of the effect of service quality
on consumer satisfaction was also conducted by Reni (2007)
and Zulganef and Rachiem (2010).

This study examines the relationship between service quality,
Customer Satisfaction. and customer value of Patient of a
Semarang Hospital Telogorejo. The results showed that all
dimensions of service quality, namely reliabilitv, responsive,
empathy. assurance and tangible affect on the custon
satisfaction through customer value. Relerring 10 previou:
research and the phenomenon mentioned @bove. this study
ammed to analyze the relationship be#ween the services
provided by librarian. value. and cus
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The Consumers in choosing @product or service does not
only depend on the quality of semwices, but also depends on
the value perceived by the customer. in order that. the
company must add a value that can make eustomers get what
they pay or more than they expected. so that the company can
retain their customers (Cronin. 2000: Broekhwizen and Jager.
2004: Lam, 2002) in Dedy (2007).

According to Kotler and Keller (2009:14) the offering of
company will be successtul 1f 1t delivers value and
satisfaction to the target buyer The Value will wncreases in
line with quality and service. Marketing 1s an activity to
identify. create. communicate, deliver and monitor customer
value (Kotler and Keller. 2009). this definition suggested that
value t5 an important concept or variable m the field of
Marketing. Additionally. satisfaction reflects a person's
nudgment about the performance of the products (or
outcome) m relation to their expectations. If the performance
ofithe product in accordance with their expectations. then the
customer is satisfied. If the product performance exceeds
expectations. the customer is happy. However. 1if the
performance of the product 1s below expectations. then the
customer will be unsatisfied.

Widyatama University Library as a place to help students
acquire reference books. information, and articles in journals
should be able to provide satisfactory services to the
customers. In addition. the University Library Widyatama
should be able to increase the value for the customer because
the value 18 the key to marketing success. as well as
marketing definition proposed by Kotler and Keller (2011).
the customer is the main subject for any college library. In
addition. value creation 1s also a producer that was created
for customer satisfaction. Value for customers is a benefit
that should be possessed by library customers.
Zulganef and Rachiem (2010) found that customer value has
a relationships with customer satisfaction. Garbarino and
Johnson (1999) revealed that the attitude towards the service
attributes  (attitudes play) have a relationship  with
satisfaction. While research Zulganef (2002) revealed that
the attitude of one of the attributes of services. ie the
orocess. had no relationship with satisfaction. The difference
Garbarino and Johnson (1999) with the Zulganef
1de an opportunity to verify the relationship
‘q‘ des toward the attributes of services with
faction. Referring to the Garbarino and
. and Zulganef (2002), and Zulganef and
) above. the author develope four hypothesis
ese are:
1 positive and significant velationship between
quality and customer satisfaction.
e is a positive and significant relationship between
Customer satisfaction and customer value.
o There is a positive and significant relationship between
customer value and customer satisfaction.
There is a mediating effect of customer value in
relationship — berween service guality and customer
safisfaction

Based on the previous research above, the research model of
this study 1s in the following higure 1
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RESEARCH DESIGN

The type of this research 1s verification that the methods used
to test the truth of a knowledge (Marzuki. 2002:7). whereas
the method used was a survey using a questionnaire as a data
collection tool with the unit of analysis 1s the student as
Iibrary users of Widyatama University Bandung.

The population of this study was all students of the
University that registered Widvatama semester as a student
in 20112012, Sampling used was stratfied random
samphng. which 1s a method for sampling by first classifying
the population into sub-strata based on certain criteria, then
allocate proportionately to the number ot samples in each
stratum.




The selection of a respondent was done through simple
random sampling, which is the most direct way to maximize
the chance of selecting respondent from representative
sample. The sampling technique that was used in this study 1s
Yamane formula (Rakhmat. 2004.82) as follows: Number of
students 15 404 1.

Based on Yamane formula (Rakhmat, 2004) the minimum
sample of 4041 population is as follows:

’ 4041 4
= ‘ 5 = 97.5851 ... respondents.
R it is rounded to 99
respondents

Because there is a program study that not represented due to
the proportion is 0.5% 1.e. Japanese and mulumedia

The analysis techmique used 1s
analysis. whereas the regression
mediating role of customer value |

=, +b X+e

Y= b 13 b X &

Z=b;,, +b, Y Fie5

Z= b b b +g;

where ;

Z = Customer satisfaction

X = Service Quality N\

Y = Customer Value

According to Howell (2001). a relationship mediation oceurs
when the relationship between the variables I (independent)
and variable D (dependent) mediated by the variable M
(mediator). To test the mediating function of the variable M
in the relationship between the variables | and D variables are
analyzed through four (4) regression models. namely:

D= tunction (I): Testing the relationship between I and M
and

D= functon (M): Testing the relationship between M and
D

D= funcuon (L. M): Testing the relationship between I and

M with D

If D = £ (1) or the relationship between | and D significantly.
M = {(I) or the relationship between I and M significantly.
and D = £ (M) or the relationship between M and D
sigmficant. and the relationship between I and D
msignificant in the function D = {(I. M) or the relationship I

and M with D; then it can be decided that the relationship
between I and D mediated fully by M. Meanwhile. 1t the
relationship between I and D significantly in the function D
= £ (. M). 1t was considered that the relationship between I
and D mediated partially by M.

RESULT AND DISCUSSION
Regression models were used in testing customer value as
mediating role in the relationship between service quality
and customer satistaction through 4 stages as follows:
LZ=h, *h X+¢
Table 2 shows the first stage of data processing which shows
that quality of service is significantly positively impact to
customer satisfaction. in which the regression coefficients
bll is 1.090 and p-value is <0.05, thereby expressed that

jce quality significantly influence customers'
n using of Widyatama University library.

cient of Service Quality on Customer Satisfaction

Coefficients”

andardized | Standardized
efficients Coefficients
Std. Error Beta t Sig.
336 -1.195 | 235
.088 784 12,424 | .000

able 3 shows the second stage of the data processing, it
shows that the service quality significantly and positively
associated with customer value, where the regression
coefficients b12 is 0.768 and p-value is <0.05. and therefore
explamned that the service quality significantly influence
customer value in using the library of the University
Widyatama.

Table 3 - Regression coefficient of Service Quality on Customer Value

Coefficients”
Unstandardized | Standardized
Coefficients Coefficients
[Mode! B[St Error|  Beta ! Sig.
1 (Constant) 1.052 375 2.806 .006
Service 768 .098 623 7.843 000
Quality

a. Dependent Variable: Customer Value

3.Z=b,+b Y +e,



Table 4 shows the third stave of thedata processing, it shows
that the customey valoe significantly and positively
associated with customer satisfaction, where the regression
coefficienms B3 15 0.657 and prvalue 5o 005 and therebore
explained that the customer value sigmifivantly inflvence
customer satisfaction i wsie the Bbrary of the Universiy
Widvatama
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3. Holbrook (1999) reveals that many values Aare
associated with the positioning, referring to the opinions
of Holbrook (1999), it can be concluded that customer
value has no role in mediating the relationship between
service quality to customer satislaction because the
library does not create any positioning into customer
(students) minds. in the sense of not having specific
characteristics (ditferentiation) that can distinguish with
other libraries. so librarians must create uniqueness of the
Widvatama librarv. for example by changing the layout or
give the cafe atmosphere with music or songs.

*) This paper is a part of Cucu Hodijah Magister thesis
in Magister Management Programme of Widyatama
University.
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