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[he 111dy aims to fmd an index of perceived value based on 

studen ts' perception of academic services delivery system. 

The index was calculated based on the methodology used by 

the perceived value indexes. Thus. a score of perceived va lue 

was calculated by estimating a multip l benefi ts and 

sacn fices of sntdents ' perception The sample used consisted 

of 115 stlldents of lndoneslan private universities . 'TI1e resu lts 

show that the perceived value mdex (on a scale 0 to 1) is 

approximately 0.963 TIle strategic location become 

deterll1mant factor of perceIved value, however the ef'D rt 

should be devoted to learning by students as an 1ement of 

sacnfices Another lll teresting finding is li brary facility as a 

determinant factor of the academic sen'ices delivery sytcm. 

Keywords : PerceIVed Value , Inde x, Higher Education, 

Academic Service Delivery Sys t m 

INTRODlTCTION 
[he most important sector in national econ my development 

is education The top priority of Indonesia 's economic 

developm m was addre ed to education ec to r 111 a large 

portion of the state budget . Education is very important III 

impro ing the quali ty oflife of human re ources. It is needed 

for economic development in order to improve the quality 
life of Indones ian people. With an integrated and superior 

quality of education, human r sources in a coun try ,v iII have 

higher value Hence. with the knowledge tha t they have. it 

can be used to create llew inllovations to improve the qua li ty 

as a whole human life and as a preparation to fac e the 

cha llenge s of global compet ition [I]. 

[he h igher education sector has undergone m ajor changes in 

the world that led to increa, ed competition for the 

instinttions in tIll. sect r [2] [3]. The increasll1g number of 

higher educa tion \\'ill encourage the emergence of 

competition III facilities and inha stTucture. fnc rea ing 

competit ion motivates every educnt ional in . ti tution to otler 
the bes t Cjun lity of education , so tha I it can enhance the 

ben fi lS receive I by the tLldm t. Each privatI:: Ul11ver ity III 

Indone ia are a lso trying to improve their quality t enhance 
their va lue . 

The recent growth of the number of students enrolled has 

decreased in priva te universities This is pre umably' caus d 

by competi tion among private uni ver~ ities in Indont: ia are 

getting tighter Each offers a range of their advantages. 

Aca It:illlC 5 TYlCe delivery 5_ '5t m lone of th import, 01 

factors to Impro e the qual ity of higher education 

The creation of value has been identified as a means of 

differentiation and cmcial to the creation of sll istainable 

competitive advantage [4] To achleVC orgaruzational tn rget 

and objectives, the company have to change their emphasis 

III measlInng of satisfaction so as to J11corporate a profound 

understanding as to what the cliwt most values [5]. 

The purpose of this , tudy is to tlet ID1ine the <;tlldcnts' 

perception which L calculated by percei ed value mdex and 

therr impact of academic services deli very system The 

results of lh is ' tudy ar xp ct d to contribute amI provide 

addItional use ful information for tbe private uUlversities in 
t rm of lillproving the ql1ality of education and al 'o to 

determint rhe most appropriat . fonn of academic cn'lce to 
improve th quah ty of educat ion . 

LITERATURE REVIE\V 
According to Zeitbaml [6], the perceived val ue is the overall 

evaluation that consum r make · of a product based on 

perceptions of that g iven in exchange for that which is 

reciev d Vari ous other studies hi:lve also adopted this 
perspect ive on value. Cllstomer-perceiv d 'alue ( PV) is tbe 

difference between the as essment of the potential customer 

benefi ts and all of the sac rifices th y ~ el. T tal perceived of 

customer benefi ts is the monetary vallie of a number of 

economiL ben fits, fu nctional, ~lIld psychological that tbey 

expect from the specific market that oiler. products , 

serVIces, personnel and image ll1yolved. \\l1ile sacnlice IS a 
cu;,lomer perc ived of hi !her ffor t lD eV(llua ling l Is dforts 
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to hope . acquire. use and disposc of energy and tIme in 

c rtain markets . including ml111ctfrry. "'''pend ituTe f lime 

dfort , :md psychological [6]. Thus. the percei\'ed value IS the 

dilIerel1ces between th tot31 benefits f the cu tomer 

perce i\'ed and the LIS tomer's sacrifice . TOI(11 values for the 

customer include the collectIOn of expected enefi ts derived 

by custom rs sllch as proJucrs, ervice. ropJoyee and 

imagery. \Vhile the sacrifiece:. of the Cll tomer is a collection 

of the sacrifices tl at the cu tomer expect Will occur in 

evaluating, a qui ring and lIsing a pa rticular pr duct or 

servlce sllch as monetary cost, time. energy, and thought. 

While Z ithaml and Bitn r [6] de fines \ alue as th 

consum r's overall assessment of the utili ty of a product 

based on perceptions of what is received and what is given 

[6] . So. 'alues are reillted with . tudent. . perception from 

benefits which they get rather than spending cost I ike money 

time, and effort . The customer might think lbaL tbe quali ty 

which i gi\'en hy [he private un.i\"er iri es are good and get a 

satisfaction experie nce with these priva te un ivcrsitie. . 

However, maybe he ,' 'he did not get any v, luc if it i. 
compared with spending cost to get tbe quali ty from that 

insti tution. 

There is a di ff rent de finition between tbe d istribution 

chonneL f r goods and ervices. Distribution channels . 

especially for good') , are in temlediarie. that connecting 

bet'Ncen suppliers and consumers . It is different in the 

distribution of ervices. e pec ially in educati on For lhaT we 
have to determine the di tribution channels that are specific 

for education ector a a 1001 or an effort to in rease the 

avaibb ili ty and accuracy , sui tab ility of services that wi ll 

enhance the use of or income from users. Go ncalves [7] 
mentioned that there are three m jor component. In 

Academic S n ice Delivery. namely: 

I . 	Partic ipan t 

QualIty of service is highly depend on the quality of the 

people \ h o prov ide q uali ty ')ervice. The qualit" can be 

obtained ince the beginning of the rccmitment program. 

wnile pwvicling training for new employ s. training and 

de 'e lopment for employees in general, and when 

evaluating the perfonnance of employee· and 

management are conduct d periodically All programs 

should be orietltt:d to customer needs . The main purpo e 

is to trJin employees to have a high performance . high 

accuracy 1D work contex t. low fa ul t. working 

energe tica lly and not easily stressed at work All these 

rea on~ \\ ill provide an a<;surance to customers that they 

will ret ive a high qua lity in service. In the education 

sector. especiall y hi gher education, senices can be 

de mon lrated by the leyel f I eturer.. in provid ing 

teaching materiab. learning materials and teacher 

dis ipiine. \V1 il in lhe academic . en'ices can be 

demonslrated by the frie ndliness anJ . p ed of the 

academic statT in pr v idmg acadellUc sen'ices and easily 

get a wide r nge of academic en ices 

, 	 Physical Eyicience 

In the ~ervice sector requires a physical suppon t 

produce quality sen'lcc It is imponant to remind the 

subscnber to the en'ice quality Physical evidence can be 

formed through logo . colors, design, corporate image, 

print materials, employ~e unifom1s, decorations" or even 

standardization of sen'ices thaI can provide real 

guarantee of a company umt provldes the best service to 

conswners. In d istribution 'ervice. (place) . both tangibl 

and intangible clement ·, c on~ i der all the elements orrea! 

obvious importance for un iversities such as aU the 

equipment and attractive de ign. For tangible elements 

en be een from the campn faci1i ties that support the 

teaching activiti es. as \~rell as the comfort of cia 'srooms 

that are u ed in t ac hing ac tiviti s. 

3. 	 Process 

The efforts of the company in fj) ring se ices to meet 

the needs and des ires of c nsumers is an element of the 

process. C01Uumers will fee l the nisfaction of the 

service direc tly when usmg the services of the company. 

It required good cooperation from the various divis ions 

within a company in order to create a quali ty service. 

Like~\' ise wi ll take place in a un iversity, we need a 

process of academic n 1ice quali ty in order to create a 

good perception in the mind ' of students The process of 

academic. ervices include services provided by academic 

,tan' to support learning activitit: .c" such as the schedule of 

lectures . academic transcript services , to the process of 

preparation for graduation day 

In higher education, academic service delivery systems is 

very important to be considered. Acad mic ervice deli \'ery 

sy. tern include how the company's business or edu ational 

in ·ti tuti ns de li ering services to its cu tom r . Hence. to 

achicv the students expectations, higher education 

instit utions have to provide a senlice as well as poss ible 

Thu ~ . it will eventually fom1 a high clistomer valu > in th 
cOIl:;umer~ \"iew. Based on tllis, the role f g od employees 

who are in 'oh'ed ill the interaction with the customer in th 
ervi 'e deli\'ery process to determine the success of 

mmketing services can perform the value' for its ustomers . 

Therefore, in highl" competition among rivate Higher 

E ducation, using the synergy of the elements of customer 

re lat ionship cUJd ac ademic en'i e delivery sy I illS to 

customcr. aim to achieve cllstomers both new customers as 

well as competi tors' customers , de velopment productiv ity 

with c ll aboral ion with l.Istomers and enha c Cli tomer 

'alue in the c 11 umers p int of vie\ '. 

TIa· d on the promi e above. hypothesis testing between the 

academi..: ~ervice delivery system to the student ' perception 

\\hicb is calcu lated bv perc ived value index can be 

fomllliated as Cull ws: 

There i ~ ignifi ' ant inLluenc of academic services derive;: 
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system on 'tudents ' perceiYed "nlue 

l\IETHOD 
The present study \\ as nJdresscd on the index of percei\ cd 

\ alut' ba ed 011 ~rudents' percepllOn e, f lIcadenllc sen lu::~ 

de lm:n-svstelll. Therefore uuit analysIs of the present ~rud~ 

is indi\-id~aL that is . the ·tudent . l!ltenojews on -pdot stud" 

(30 participants) \\ ere conducted prior the dnta collection 

TIle purpose of the pdo\ "l"L1d; IS to eo. lire that tIle 

lllSlrucllOl1!> and courent of the qucst!ouo<tlIe moe ckaI ami 

understandable . Inren"le\\ results were used [ 0 \";llIdate the 

perallona! definition of perceived value and academic 

~ervlce delivery sys tem asses!>ment. [hell. data \\ ere 

collected as a part of ac tin tles all the presen t ~tudy. Due to 

time coustralnt COLlVel11enCe 'amp111lg \\ a~ t'mpJo~ ed. Tile 

~ample ::.ize IS 115 snluents from ::.e\ ernl Illgher educallLln::. lJl 

Indone~Hl Factor analY "I'> and regre'>sion al1A ly<;es are 

needed for thi!) type ofre ~arch (Cohen ~ t aL 2003[8]' R-I lr 

et aL. 2006 l9J: Kim & M ueller. 19n[ lOJ. ~allnd~rs _ el aL. 
200.1 [II D, and 1IlU~ . clTorl<; were made to encourage the 

targeted re pOl1dents to respond Queslionnarre- and 

ratmg-fonn were di<;tributed through the 'put and pick up 

system" to the pot~ntial T~~pondel1ts . and they \\-e re 

instructed to put the completed que~tlOnnalTe in a retum 

envelope ftudre:>sed to researcher. 

RESULTS Al~D DISCllSSION 
In order 1, {est the val idity of the ql1e~Mlln ~me , the 
Pearson s product-moment correlatlOn method 1~ l1sed. Items 

questlLlOllaire are declared valid if the \ 'allle o f Peflr~on 

Product-Moment correl::ttlOn is greater than the critical \ al uc 

Crillcal r "alues set at 03 [ 121 The res llits of (he validJlY 

codlicienl are Q:rea[er than the critical r, so it can be 

concluded that all of the i tem~ are \ alid \\ utle the Croubach 

Alpha Coe!licient Methods were useu to test the reliability 

(see table I) 

Table 1 - Rewlt of Rel iability Test 

Variable Rellabllty Coefficient 
AcademiC Serv ices Delivery ~ _~~__ (] 1)11';Y5ten ' (X I 
P~rcelved Value IY) () 768 

Student Pel'ceptions of Higher Education in Academic 
Sen-ices Delivery System 
Scores from each of the mdicators III the servic e delivery 

system is derived as fo llows : ideal . core (if each item gets the 

highest score) mult iplied by the number of items multiplied 

bv the number of respondents question, that is equal to: 

1~4x ll. = 460 . Lowest score (if each item receIved the 

lowest score) multiplIed by the number of Items multiplied 

by the number of respondents' question that IS equal to: 

Ixl x1l5 = ll5 After that, created a range of scores and then 

divided into fi ve categories. Students' perceptions on 

academiC services delivery system is shown in the table 2: 

Taille- 2. - Students PCl rc.eption~ of Hight ' !=ducotion on Ar.ademtc Sc:rviu:!I ~liy'ory S)...,t.em 

INDICATOR.S SCORE CA iCGORY 
T '8(1 lI;lJ a~lI'v c~ 9 J l '~ r 4" G XJ I 

~ad~'- d tQ,,: t 'I(~ iUq .oc t r.'Ia:l1,I:or '14 Good 

~2') G',,, 
~ - - ~M) . n;f:on" ,J. - f) - ':f d'~r+1 ; 1)1:f1T ,< Q j ih " 'JI')I)r' 

{J, : IlCtl"'1 I:: ~efVI:(h S'r'SI'3:'T' ~~.1 o Jn 0000 

(.iBS uQ11 tdCIII,; ·n ·t, C oo 

I ((.mT ,·t· ! rn~ 

,-a00c6t:Y"um i Bel I I~ 41 ' GJOd 

ttY' ..r~ fl'lf' It, ..,:"'Il) ( , ., 
4290 Good 

Ba etl on Tahle 2 Ihl! tot::l.1 ~core d n ~lficat!On Illdic1\tc:> that 

~tlldellls' perceptluns of the higher educatIOn ill academic 

sen Ices deli\'ery ""stem 1<; U1 good [e\'c[ TIm iuJicates that 
tht' dfom mnd~ bV tht! higher educatIon already good by 

snldellls perception \I here the hlgber education can 

delI' ered the good sen let: to tben ~tudeut 

Student~' Pl'rc{'ivcd Yalue 
Ind icator. to me:1 ure tudent'" perceI\"I~d ya lLl e mJex, 

nfwleiv benefits und Sacrilices ha~ good rehabiliry and 

\"ahdi~' 1:.acb JimenslOll IS mea ured tluough se\Oeral 

::.tatem~l1ts rela ting ro the benefits amI acrifice , Till ' 

instnullent was fOr~l1tl ! fl ted in the IUde" scale ",Iuch we caU 

the Percei\'ed Vallie Index (P\ 1) TIll~ index can be used to 

measure the le\el of benefits received. and ho\\ much 

sacnfice inclIrred hased on the level of correlation hetween 

cbest t'vo dimenslOn) , Thl mdex range~ between 0 (zero) to 

I (one). Index \ 'alue closer 10 1 (one) Indicates the hi gher the 
tuden!s' percept il)l1S 011 the perce ived benellts exceed the 

~acri fi et's that ha\ e lleen madt' to take lee [me The Index 

fonnulat lon i<; as follow . 

PVI = [(nnQ)n}lalphanosl + (npecln)(alphanao) + 2r (nooaln)(nneoo'nll 
(npo.ln) + (n" ",, n) + 2r (npc.ln)(n".olnl 

Whe re 11 = the uumher of items Ln the perceived \ allle ~ I1po' = 

number of lteUlS benetiL llne~ = mun ber of items Sacnficcs 

and r = the corn,-I tion between benefits and sacnllce ' tll, t 

shape student~' perceived , 'alue 

Based or calcu lations of Percelyed Value ludex the index 

resul t is 0.963, which means that the students ' perception on 

bene lit bey n c1 the SaCri fI ces tha t have been perfonned 

du nng the study in the uni, ersi ty is 111gh. So it can be pr ven 

that the eXisting system of acadcffilc servIces at the 

u\ll ver ity to support students in taking courses. and the 

sacrifices that have been made by the student does not have a 

considerable effect on the benefi t ob ta ined 

The Effect of Academic Services Delivery System on 
Students' Perceived Value 
As we mentioned earlier that in order to test the h'fl' otheses, 

it can be seen fi-om the coefficient of correlation be tween 

these two vanables According to Sugiyono [12], coeffi cient 

of correlation in 05 or above indicates a fairly strong 

correlation, on the contrary. if lower than 0.5 the correlation 



was \\'~ak. nH~ rt"suit of correlation analysi, can be seen in 

table 3 : 

Table 3 - Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 
812> .659 .656 2 .37322 

a. Predictors. (Constant), 

system_delivery_serv ices 


Tahle4 hm\ ed that the cocfficit'llt of detemun3till11 (R2 ) of 

0659, it!> mean<, [hat 65.9 pt"rccnt of the student" perccm::d 

value can b.:: 'xplallled b) the flcfldemll: services Jell\ ery 

system 

'I ht"ll t! te:t tht" strengthened or the u,,[1l1ence between 

system Jdivt:'ry \'allies :md ~tL1dents' perCel\ ed nl!ue, results 

show as follows 

Table 4 - Anova 

Model 
Sum of 
Squares 

dl Mean 
Square 

F Sig 

1 RegreSSion 1231 d2 123142 218.64 .000' 

Res,dual 636.j3 113 563 
Total 186786 114 

a. Pred,clors (Constant) system_delivery_servic.es 

b. Dependent Vanable perceived_value 

B;t:,ed on stalitical clllalyw, F value IS ::' 18.642 . Wllere the 

critena for rcj~ction oCIlu_ if. F,,u,,,, grearer than f labl. or F" .... r 
01. fl-!. by taking the si);.'UJficance le\\;~l Ul) of:,o o. then from F 
dlstnbullon table F wble got val ue for Eo Q'. J I • = ' .92 . Becflu_ e 

orthi~ r \ alue C2 18 .642) I grealer than 3 .92 and signifiIC(!ncy 

of F -test i:; 0 .000 . it ca n be concllldt"J thai Ho is rej <? ctcd 

This means that Ihere \\'a . a poitiYe relat ion. hip between the 

31: aJemil: servIce deliYt"!)· \~teD1 and !>nldents' percel\'cd 

value 

Furt hermore . in order lu know to \\'h,lt extent the effec t 0 

academic sen-ice deliYery system on the perceived va lul: of 

st1llients the re 'ldt _110\\ n as 1(.1 llm\' . . 

Table 5 - Coefficient 

Unstandardrzed Slandarolzed 
Model Coeffidents Coeff,clents Sig 

B Std. ErrOl Bela 

1 (Co flstant) 3.50 

syslem_delivcry .70 

a. Dependent Variable: perce,v€ <t 

168 
.04 .81 

value 

2.C8 

14 7 

.03 

00 

Criteria for hypothesis t Sling i . as fo llows 

a. 	 Criteria for rejection of Ro, If: b lu. greater than ttahle or to> 

ta l. u-' 
b 	 Beta coeftici nt for the academic service delivery system 

is 0812 , meanwhile the value of tis 10.622 to take the u 

significance I vel of 5 percent, then the value of t-table or 

to,025 liS = 1.98, therefore HO is rejected It can be 

concluded that academic services delivery system affect 

the students' perceived value . 

CO TLlTSION 
Tbl!', snld, bas already done to prove that sen ice d live!) 

sy tem i signifil:antiy inllllellce the stuJents ' perceived 

value The re~ults showed that 65 .93 0 0 of srlldenl~ VaiUl' 

inl1luenced by tbe service delivery sy rem_ There are other 

factors that have a significant mlpact t student ' perceived 

valut", stich as student relatlOn<ihip management lack of 
promotional ac tivit ies by universities . lack of alulllui '. 

belonging. lack of ntlcipated changes in terms of the lack or 
innova tion that lead to increased conSlllller interest, the 

imAge or people \\ hieh assume that the lack of guarantees for 

graduate 10 be employed in reputab le company. 

E[[orh to improve academic en'ice dellve!)' sV5tem will 

enhance the compt'lltiw advantage of a ollege TIll. sy It'm 

shoulJ adopt <; )me (If the ystems that haw been 

implementeJ LU all er universities both l(lcally or 

internationally. [his new system can be accessed h:, ~tuJents 
lIsing informatiun teLhnology For e:\3mplc. students can 

access their leaIl1mg progre~s b\' e-Iearning fasilitte . or tll 

pay tuition lee II ing ATlvI or mobile banking techno log) 

fU[lhenn re o the flllme resl;;'arcb can be done by looking 

:uouod >ffo rt ill building better relation hips with CUSLOml'r~ 

a~ well a ' the m st flppropnate p[(1motional eflorts ro be 

mad.... by each college. 
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