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Abstract 
 
Customer satisfaction is one of the important factors in determining the future of an organisation. It needs to be 
continuously maintained and increased through various efforts. This study aims to analyse the socialisation and 
promotional strategies carried out by Universitas Terbuka at its Ternate regional office (UPBJJ-UT Ternate) to 
provide satisfaction to students as users of the institution’s services. This study involves a mixed-method approach, 
through which quantitative data were obtained using an exploratory survey method. Meanwhile, a qualitative 
approach was used to carry out interviews and observations. The sample of this study was 326 students from a total 
population of 1,768 students enrolled in various study programmes within the last five years at UPBJJ-UT Ternate. 
The findings of the research analysis are as follows. (1) Promotional strategy has a positive and significant effect on 
student satisfaction, which means that as a whole, promotional strategies introduced by UPBJJ-UT Ternate is able 
to provide satisfaction to students. (2) Service quality has a positive and significant effect on student satisfaction, which 
means that as a whole, the quality of service provided by UPBJJ-UT Ternate is able to provide satisfaction to students. 
(3) Customer value has a positive and significant effect on student satisfaction, which means that the overall customer 
value is able to provide satisfaction to students. (4) Promotional strategy has a positive and significant effect on 
customer value, which means that as a whole, promotional strategies introduced by UPBJJ-UT Ternate is able to 
provide or shape customer value. And finally, (5) service quality has a positive and significant effect on customer value 
at UPBJJ-UT Ternate, which means that the overall service quality is able to provide or form customer value. 
 
Keywords: customer value, open education, promotion strategy, service quality, socialisation strategy, student 

satisfaction. 
 
 

 
1.  Introduction 

 

Distance education is largely a formal educational approach that provides space for interaction between 
educators/instructors and students in different locations. The use of communication technology systems 
and various information sources fully and continuously support distance education (Cacheiro-Gonzalez et 
al. 2019; Harizan & Hilmi, 2021). In several countries, such as Americas, Europe, and Asia, distance 
education is a mode of learning that was introduced over a century (Beuttler, 2021; Keegan & Rumble, 
2018). Distance education is becoming increasingly popular because it provides opportunities for adult 
students to take responsibility for their own learning; with the use of multimedia technology, distance 
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education gives students better flexibility in terms of time. These are some reasons for the increasing 
demand for distance education. Some of the institutions offering distance education have established 
reputations, and graduates have recognised qualifications in many disciplines. 
 
As the sole university implementing distance education in Indonesia, Universitas Terbuka (UT) addresses 
21st century issues in the education sector. UT has broken the national record under Museum Rekor-Dunia 
Indonesia (MURI) as the university with the highest number of enrolled students. This indicates that UT is 
not just a last resort for potential students, but the primary option for high school graduates, government 
employees, housewives, entrepreneurs and people from various other professions to pursue their degrees. 
 
There are several reasons why UT is favoured by Generation Z (millennials). Among these reasons are 
flexibility of time and space in learning, availability of various learning programmes, and also the absence 
of age limit for enrolment. One other reason that has allowed UT to recruit so many students in 
Indonesia is the availability of the university’s services in 40 provinces throughout the nation, both in 
cities and rural areas. It reflects the university’s tagline that covers the 3T areas (“terluar, tertinggal, terdepan”, 
or “the remote, the left behind, the outermost”), which demonstrates how UT “reaches the unreachable”. 
Although the number of UT students is growing and has reached more than 346,584 (UT, 2021), this 
does not mean that UT is exempt from competing for students with other universities. With the rapid 
development of information technology, as well as the effects of the Covid-19 pandemic over the last two 
years, many public and private universities have also implemented long-distance education. This situation 
has had an impact on the number of new students who register at UT. Thus, this encourages UT and its 
regional offices to design socialisation and promotional strategies to help UT remain a top choice for the 
community. 

 
The UT regional office in Ternate (“Unit Program Belajar Jarak Jauh-UT Ternate”, or UPBJJ-UT 
Ternate) was established in 2003 in Ternate City, North Maluku, based on the UT Rector’s Decree No. 
478/J31/KEP/2003, dated 2 December 2003. The establishment of UPBJJ-UT Ternate is meant to 
provide the public and students in the North Maluku region wider access to open and distance higher 
education services. Currently, based on 2020 registration data, there are 1,768 students taking courses at 
UPBJJ-UT Ternate. However, this number is still below the target given by Central UT (“UT Pusat”), i.e., 
5,000 people. To increase the number of students in Ternate, some efforts have been made through 
socialisation and promotional activities, recruitment, registration, and collaboration with partners. 
However, these efforts have not yielded optimal results. Socialisation and promotional activities have 
been carried out in various modes but have not significantly increased the number of students. 

 
Table 1. Sources of information for UT students 
 

No 
Source of 

Information 

2018 2019 2020 Total 
Number of 

students 
% 

Number of 
students 

% 
Number of 

students 
% 

Number of 
students 

% 

1 Friends 187 40.65 362 54.85 304 62.68 853 53.15 
2 Families/ Relatives 126 27.39 130 19.70 86 17.73 342 21.31 
3 Banners 51 11.09 109 16.52 18 3.71 178 11.09 
4 UT Website 65 14.13 31 4.70 27 5.57 123 7.66 
5 Others 26 5.65 16 2.42 27 5.57 69 4.30 

6 Printed Mass 
Media 1 0.22 11 1.67 17 3.51 29 1.81 

7 Leaflets 3 0.65 0 0.00 3 0.62 6 0.37 
8 Digital Mass Media 1 0.22 1 0.15 3 0.62 5 0.31 

Total 460 100 660 100 485 100 1605 100 
Source. UPBJJ-UT Ternate (2020) 
 
Table 1 shows that from 2018 to 2020, the majority of students derived information about UT from 
friends (53.15%), families/relatives (21.31%), banners (11.09%), and UT website (7.66%), while the rest 
from other media such as newspapers, leaflets, and Internet news (lower than 10% in total). However, 
UPBJJ-UT Ternate has focused its promotional activities through print media such as newspapers, 
banners, and distribution of brochures in public areas. As such, UPBJJ-UT Ternate needs to design more 
effective promotional strategies that can better provide information to the public, especially prospective 
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students who may want to enrol in UT, as well as senior students who should be prompted to re-register 
in the following semesters. Effective promotional activities could lead to increased enrolment of new 
students and better retention of senior students.  

 
 

2.  Literature Review 
 
2.1. Marketing 
 
Marketing is one of the most important efforts in any organisation, both profit-oriented and non-profit 
organisations. Through marketing activities, the public and consumers can get to know an organisation 
and its products and services. Marketing activities are basically meant to create, communicate, and deliver 
value to customers. Baines et al. (2017) state that marketing has an organisational function and a set of 
processes for creating, communicating, and delivering value to customers and for managing customer 
relationships in ways that benefit the organisation and its stakeholders. Furthermore, Rust (2020) defines 
marketing as the process of discovering customer wants and needs, and then providing goods and 
services that meet or exceed those expectations. Therefore, it can be understood that the purpose of 
marketing is to know and understand customers well so that the products or services offered are 
compatible with their needs. Ideally, marketing should be able to engage a customer who is ‘ready to buy’. 
 
2.2. Promotional Strategies 
 
Chandler Jr (2018) says that a promotional strategy is the determination of a company’s long-term goals 
and objectives through the implementation of actions and allocation of resources needed to achieve those 
goals. Meanwhile, Chen and Li (2020) describe it as a pattern of goals, objectives, and general 
policies/plans to achieve set goals, which the latter defines what business the company is running, or 
what the company should be doing. Meanwhile, Aguilar-Barrientos et al. (2021) state that promotions are 
a communication tool between companies and consumers, as well as a tool to influence consumers to 
make purchases. From this explanation, it can be concluded that promotion is an effort to inform or offer 
products (goods or services) to the public with the aim of influencing, and attracting potential consumers 
to buy or consume them, and maintaining consumer loyalty. With promotions, companies can attract new 
customers, influence customers to try new products, encourage customers to buy more products, 
downplay promotional activities by competitors, and increase consumer purchases. 

 
2.3. Service Quality 
 
Quality is a dynamic condition that affects products, services, people, processes, and the environment that 
meet or exceed expectations (Gupta & Kaushik, 2018). Thus, service quality can be defined as an effort to 
fulfil the needs and desires of consumers. Service quality can be known by means or the acquisition of the 
service actually expected by the consumers. If the service received or perceived is as expected, then the 
service quality can be considered good or satisfactory. Conversely, if the service received is poorer than 
expected, then the service quality can be considered bad or incompatible with consumer expectations. 
There are three elements closely related to customer service as a focal point. First is service strategy, 
which details how an institution can provide services of the highest quality in accordance with established 
standards (Panwar et al., 2019). The service strategy must be formulated and implemented as effectively as 
possible so that the services provided by an institution/company can be differentiated from those of its 
competitors. The second focus entails human resources that provide services. The people who are 
oriented directly or indirectly with customers must provide services that are sincere (i.e., with empathy), 
responsive, friendly and focused. They must also realise that customer satisfaction is everything (Ahrholdt 
et al., 2019). Service is not only for external customers but also internal customers too. The third focus is 
the service system, which is a service procedure for customers that covers all facilities including human 
resources (Jiménez-Zaragoza  et al., 2020). A service system redesign is required if the standard of services 
becomes no longer relevant to customer expectations. 
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2.4. Customer Value 
 
According to Abadi et al. (2020), creating loyal customers is the core of every business. The only value a 
company can create is the value that comes from the customers it has now and ones they can secure in 
the future. A business is considered successful if it manages to get, retain, and grow customers (Abadi et 
al., 2020). Customers are the only reason companies build factories, hire employees, or do business. 
Gogoi (2021) explains customer perceived value as the difference between a prospective customer’s 
assessment of all the benefits and costs of an offering against its alternatives. Another concept related to 
customer value is total customer benefit, which describes the monetary value of a collection of economic, 
functional, and psychological benefits that customers expect from a market offering caused by the 
products, services, personnel, and image involved (Ahmed & Sarma, 2018). In contrast to these two 
concepts, total customer cost is a collection of costs that customers expect to incur in evaluating, 
obtaining, using, and/or getting rid of a market offer, including monetary, time, energy, and psychological 
costs (Kusumadewi, 2019). From the description of the three concepts, it can be understood that 
customer value is well-developed when consumer expectations for goods and services can be fulfilled. In 
other words, the benefits and functions of products and services are in accordance with customer 
expectations, and commensurate with the costs, time, and effort they spend to obtain these goods and 
services. 
 
2.5. Customer Satisfaction 
 
Companies must act wisely by regularly measuring customer satisfaction, as one of the keys to retaining 
customers is maintaining customer satisfaction (Otto et al., 2020). A very satisfied customer will usually 
remain loyal for a long time, make another purchase when the company introduces a new product and/or 
updates an old product, say good things about the product and company to others, not pay too much 
attention to other companies’ brands, is unconcerned with price, and offer product or service ideas to the 
company. In this case, the service fee involving old customers is cheaper than for new customers because 
old customer transactions can become routine. 
 
According to Eckert et al. (2022), satisfaction is a person’s feelings of pleasure or disappointment arising 
from a comparison of the perceived performance of the product (or result) against his/her expectations. 
If performance fails to meet expectations, customers will be dissatisfied. If performance matches 
expectations, customers will be satisfied. And, if performance exceeds expectations, customers will be 
very satisfied and happy. In addition, Emmanuel and Priscilla (2022) explain that satisfaction is the extent 
to which the performance provided by a product is commensurate with the expectations of the buyer. If 
the product’s performance is lower than expected, the buyer will be dissatisfied. Therefore, it can be 
concluded that customer satisfaction is a feeling or emotional assessment of customers for the use of a 
product or service based on whether or not their expectations and needs are met. 
 
This research study was conducted with the aim of determining the impact of promotional strategies and 
service quality implemented by UPBJJ-UT Ternate during the period of 2018 to 2019. 
 
 
3.  Research Method 
 
This research was conducted at UPBJJ-UT Ternate for nine months from March 2021 to November 
2021. During the first three months of this study, the researcher conducted instrument testing, validation 
and refinement. Data collection and analysis were conducted in the next five months. Based on the 
research objectives, the research design utilised a mixed method (Harrison et al., 2020). 
 
The quantitative approach was carried out using an explanatory survey method by drawing a sample from 
the population using a questionnaire as a data collection tool (Wipulanusat et al., 2020). The researcher 
collected and processed data obtained from questionnaires by providing an assessment weight for each 
question using a Likert scale (Mirahmadizadeh et al., 2022). Attitudes, opinions, and perceptions of 
individuals or groups regarding social phenomena are measured using this scale. The variables to be 
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measured were translated into variable indicators, which were then used as a reference for developing 
instrument items/questions in the questionnaire. 
 
The qualitative component of the research was carried out using the interview/Focus Group Discussion 
(FGD) method (O. Nyumba et al., 2018) and observation (Katz‐Buonincontro & Anderson, 2020). These 
two processes were carried out at four districts in North Maluku. The researcher made observations on 
the following activities: primary data observation from socialisation and promotional activities carried out 
by UPBJJ-UT Ternate, as well as student academic and non-academic activities. 
 
The population of this study involved students at UPBJJ-UT Ternate who registered and were active 
students for the last five years. The researcher used a probability sampling technique with the Yamane 
formula. From a total population of 1,768 students, 326 samples were obtained from 10 urban districts. 
From the samples’ responses, the researcher discovered four incomplete questionnaires, thus only 322 
questionnaires could be processed and analysed. The researcher chose 16 students as FGD informants, 
who represented different batches and city districts. The FGD was carried out in four stages in four 
districts, consisting of five students from different batches/years. 

 

 
Figure 1. The Flow of Causal Relationship Among Variables 

 
Diagram 1 shows that this research has two independent variables, i.e., promotional strategy (X1) and 
service quality (X2), and two dependent variables, i.e., customer value (Y1) and student satisfaction (Y2). 
The following are the structural equations that were constructed: 

Y1= Py1x1 X1 + Py1x2 X2 + Ɛ1 
Y2= Py2x2 X1 + Py2x2 X2 + Ɛ2 

 
To analyse the quantitative data, the researcher used multiple linear regression, which is a statistical 
method commonly used to determine the relationship between dependent and independent variables. The 
following are three statistical tests used in this study, i.e., (1) R2 test, Correlation Coefficient, (2) F-test, 
and (3) t-test. For the F-test, calculations were made by comparing the F-table and F-count; if F-count > 
F-table, then H0 is rejected. 
 
Interview/FGD data were collected, transcribed and then coded for each informant’s answers. This 
coding process is based on rhetorical propositions by considering the equivalence of words from 
variations of statements expressed by the informants (Miles et al., 2018). Subsequently, the researcher 
developed a category from a set of predefined codes/code patterns (Belgrave & Seide, 2019). 

 
 
 
 

PROMOTIONAL 
STRATEGY (X1) 

SERVICE  
QUALITY (X2) 

CUSTOMER 
VALUE (Y1) 

STUDENT 
SATISFACTION 

(Y2) 
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4.  Finding and Discussion 
 
4.1. Hypothesis Testing 
 
The following hypothesis testing was carried out to determine whether or not promotional strategy (X1), 
service quality (X2), and customer value (M) have a positive and significant effect on student satisfaction 
(M). 

 
4.1.1.  Effect of Promotional Strategy on Student Satisfaction at UPBJJ-UT Ternate 
 
Hypothesis testing based on the results of path coefficient calculations and t-count using the IBM SPSS 
statistical programme v.22 is presented in Table 2. 

 
Table 2. Results of Testing the Effect of Promotional Strategies on Student Satisfaction 
 

Sample Path Coefficient (ρyX1) t-count t-table 
(α=0,05) 

322 0.064 2.432* 1.97 

Notes. * Path coefficient is significant, t-count=2.432 > t-table=1.97. 
 
Table 2 shows the path coefficient of the promotional strategy variable on student satisfaction (ρyX1) was 
0.064, with t-count = 2.432. This is greater than the value of t-table (α=0.05) = 1.97 at a significance level 
of 0.016. Since t-count > t-table, H0 is rejected, which means that “promotional strategy has a positive 
effect on student satisfaction at UPBJJ-UT Ternate.” Promotional strategy has a direct effect of (0.064)2 
× 100% = 0.40% on student satisfaction. The results of this study provide empirical evidence that 
promotional strategies are able to create or increase student satisfaction at UPBJJ-UT Ternate. The results 
of this study are in line with the statements of Fisher et al. (2019), i.e., promotion is a marketing function 
that focuses on communicating the components of a marketing programme in a persuasive manner to the 
target audience to support exchanges between marketers and consumers, and help achieve the goals of 
both parties. This means that the results of the study can provide an overview of the current emotional 
state of students who feel satisfied with the promotions introduced by UPBJJ-UT Ternate. In other 
words, the promotions carried out by the UPBJJ-UT Ternate in North Maluku is able to provide a sense 
of satisfaction based on the students’ interests, and assist them in obtaining information according to their 
needs. 

 
4.1.2. Effect of Service Quality on Student Satisfaction at UPBJJ-UT Ternate 
 
Hypothesis testing based on the results of path coefficient calculations and t-count using the IBM SPSS 
statistical programme v.22 is presented in Table 3. 
 
Table 3. Results of Testing the Effect of Service Quality on Student Satisfaction 
 

Sample Path Coefficient (ρyX2) t-count t-table 
(α=0,05) 

322 0.338 11.327* 1.97 

Notes. * Path coefficient is significant, t-count=11.421 > t-table=1.96. 
 

Table 3 shows the path coefficient of the service quality variable on student satisfaction (ρyX1) was 0.338, 
with t-count = 11.421. This is greater than the value of t-table (α=0.05) = 1.97 at a significance level of 
0.000. Since t-count > t table, H0 is rejected, which means that “service quality has a positive effect on 
student satisfaction at UPBJJ-UT Ternate.” Service quality has a direct effect of (0.338)2 × 100% = 
11.42% on student satisfaction. The results of this study provide empirical evidence that service quality is 
also able to create or increase student satisfaction at UPBJJ-UT Ternate. 
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The results of testing hypothesis 2 (H2) indicate that service quality (X1) has a positive and significant 
effect on student satisfaction because the t-count value was greater than that of t-table, and the 
significance value was lower than alpha (α) 0.05. The results of this study are in line with the statement by  
Gupta and Lee (2020), i.e., quality is a dynamic condition that affects products, services, people, 
processes, and the environment that meets or exceeds expectations. Thus, the results of this study can 
provide an overview of how public services at UPBJJ-UT Ternate as a whole could have a positive 
contribution, or able to serve its students well. 
 
The results show that indicators with a good level of validity and reliability are able to make a positive 
contribution to the independent and dependent variables. In other words, the implementation of 
indicators/instruments is able to form constructs of student satisfaction in relation to: (1) providing 
information clearly according to student needs, (2) facilitating the process of contracting officers at 
UPBJJ-UT Ternate, (3) responding to complaints quickly and accurately, (4) provision of service time 
according to customer expectations, and (5) accuracy of UPBJJ-UT Ternate officers in file verification. 
Furthermore, this is also in line with the statement of Biscaia et al. (2021), i.e., service quality has a 
significant effect on consumer satisfaction. Thus, it can be concluded that service quality at UPBJJ-UT 
Ternate as a whole is able to contribute to student satisfaction. 
 
4.1.3. Effect of Customer Value on Student Satisfaction at the UPBJJ-UT Ternate 
 
Hypothesis testing based on the results of path coefficient calculations and t-count using the IBM SPSS 
statistical programme v.22 is presented in Table 4. 

 
Table 4. Results of Testing the Effect of Customer Value on Student Satisfaction 
 

Sample Path Coefficient (ρyX1) t-count t-table 
(α=0,05) 

322 0.495 8.434* 1.97 
Notes. *Path coefficient is significant, t-count=8.434 > t-table=1.97. 

 
Table 4 shows the path coefficient of the promotional strategy variable on student satisfaction (ρyX1) was 
0.064 with t-count = 8.434. This is greater than the value of t-table (α=0.05) = 1.97 at a significance level 
of 0.000. Since t-count > t-table, then H0 is rejected, which means that “customer value has a positive 
effect on student satisfaction at UPBJJ-UT Ternate.” Customer value has a direct effect of (0.495)2 × 
100% = 24.50% on student satisfaction. The results prove that customer value is able to create or 
increase student satisfaction at UPBJJ-UT Ternate. 
 
The results of testing hypothesis 3 (H3) show that service quality (X1) has a positive and significant effect 
on student satisfaction because the t-count value was greater than that of t-table, and the significance 
value was lower than alpha (α) 0.05. The results of this study are in line with the statement of Abadi et al. 
(2020), i.e., creating loyal customers is at the core of every business. This means that the results can 
provide an overview of the customers’ emotional bond between students and UPBJJ-UT Ternate at this 
time, and signify that there is an opportunity for this bond to be maintained and improved. 
 
The results of this study also show that indicators with a good level of validity and reliability are able to 
make a positive contribution to the independent and dependent variables. In other words, the 
implementation of indicators/instruments is able to form constructs of student satisfaction in relation to: 
(1) choosing to study at UT as the right choice, (2) customer word-of-mouth communication, (3) 
customer satisfaction, (4) the impact of academic/lecture services, (5) UT student recruitment system, (6) 
the uniqueness of UT’s appreciation for the community, (7) lecturing system, and (8) flexibility of the 
learning system. Furthermore, the results of this study are in line with the statements of Ahmed and 
Sarma (2018) and Kusumadewi (2019), i.e., customer value has a significant effect on student satisfaction. 
Thus, it can be concluded that the customer value at UPBJJ-UT Ternate as a whole has been able to 
provide satisfaction to students. 
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4.1.4. Effect of Promotional Strategy on Customer Value at UPBJJ-UT Ternate 
 
Hypothesis testing based on the results of path coefficient calculations and t-count using the IBM SPSS 
statistical programme v.22 is presented in Table 5. 

 
Table 5. Results of Testing the Effect of Promotion Strategy on Customer Value 
 

Sample Path Coefficient (ρyM) t-count t-table 
(α=0,05) 

322 0.065 2.634* 1.97 

Notes. *Path coefficient is significant, t-count=2.634 > t-table=1.97. 
 

Table 5 shows the path coefficient of the promotional strategy variable to customer value (ρyM) was 
0.065 with t-count = 2.634. This is greater than the t-table value (α=0.05) = 1.97 at a significance level of 
0.016. Since t-count > t-table, H0 is rejected, which means that “promotional strategy has a positive effect 
on customer value at UPBJJ-UT Ternate.” Promotional strategy has a direct effect of (0.065)2 × 100% = 
0.42% on customer value. The results of this study provide empirical evidence that promotional strategies 
were able to create or increase customer value at UPBJJ-UT Ternate. 
 
The results of testing hypothesis 4 (H4) indicate that promotional strategy (X1) has a positive and 
significant effect on customer value because the t-count value was greater than that of t-table, and the 
significance value was lower than alpha (α) 0.05. The results of this study are in line with the statement of 
Chandler Jr. (2018), i.e., a promotion strategy is a controlled and integrated programme of 
communication methods and materials designed to present the company and its products to potential 
consumers, conveying product characteristics that satisfy the need to drive sales, which in turn ultimately 
contribute to long-term earnings performance. This means that the results of this study can provide an 
overview that the promotional strategy introduced by UPBJJ-UT Ternate has been able to influence the 
purchasing decision of customers (students) through customer value. This means that the current benefits 
felt by UPBJJ-UT Ternate students are overall an objective assessment of UT from its customers. 
 
4.1.5. Effect of Service Quality on Customer Value at the UPBJJ-UT Ternate 
 
Hypothesis testing based on the results of path coefficient calculations and t-count using the IBM SPSS 
statistical programme v.22 is presented in Table 6: 

 
Table 6. Results of Testing the Effect of Service Quality on Customer Value 
 

Sample Path Coefficient (ρyX2) t-count t-table 
(α=0,05) 

322 0.240 9.572* 1.97 

Notes. *Path coefficient is significant, t-count=9.572 > t-table=1.96. 
 

Table 6 shows the path coefficient of the service quality variable on student satisfaction (ρyX1) was 0.240 
with t-count = 9.572. This is greater than the value of t-table (α=0.05) = 1.97 at a significance level of 
0.000. Since t-count > t-table, then H0 is rejected, which means that “service quality has a positive effect 
on customer value at UPBJJ-UT Ternate.” Service quality has a direct effect of (0.240)2 × 100% = 5.76% 
on student satisfaction. The results of this study provide empirical evidence that service quality was also 
able to create or increase customer value at UPBJJ-UT Ternate. 
 
The results of testing hypothesis 5 (H5) indicate that service quality (X2) has a positive and significant 
effect on customer value because the t-count value was greater than that of t-table, and the significance 
value was lower than alpha (α) 0.05. This means that officers or employees at UPBJJ-UT Ternate are able 
to provide consistent academic services to customers (students) so that the former are able to obtain 
positive perception or assessment from the students. This is also emphasised by Panwar et al. (2019), who 
stated that the provision of services and support to customers describes the ability of employees to carry 
out their duties to provide service and support with full commitment and the ability to solve problems 
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when the service delivery takes place. This also means that service quality is related to the company’s 
ability to provide the best quality service in comparison to that of its competitors. 
 
4.2  Results and Discussion of Qualitative Data 
 
This section focuses on promotional strategies and service quality provided by UPBJJ-UT Ternate for 
students in North Maluku. Through interviews conducted with 16 informants, the researcher found that 
customer value and student satisfaction are influenced by UPBJJ-UT Ternate’s selection of strategies in 
conducting institutional publicity, as well as the quality of service provided by UT staff in collaboration 
with supporting partners. In this section, the researcher describes the findings in several categories based 
on these two dimensions. 
 
4.2.1. Promoting UT by Publishing Information in Various Media 
 
UPBJJ-UT Ternate advertises through various types of media. This advertising strategy has yielded a 
positive impact on the number of people who have expressed interest in continuing their studies at UT. 
In this context, the people of North Maluku are consumers of various media, both print and online. 
However, there were three major types of media that turned out to be the most influential, i.e., 
banners/print media, Facebook/online media, and door-to-door promotion carried out by learning 
groups (“Kelompok Belajar”, or POKJAR). 
 
In an era of great disruption in education, many institutions have chosen online media as the main 
approach in their promotional strategy. However, in archipelagic locations like Indonesia where Internet 
networks are generally unstable, the reality is that print media in the form of banners or billboards are 
likely to still provide the best impact. This has been described by Siqin et al. (2022) and Barik et al. (2019) 
who stated that print advertisements in the form of banners and billboards are still needed in remote 
areas as a form of promotion because these have better reach, especially if they are located in key places 
in such remote areas. In addition, the use of cellular phones with Internet connectivity by people in 
remote areas is still minimal. Moreover, the Internet network infrastructure is not well established, and 
this in turn encourages the use of print media in the form of banners and billboards as a major 
promotional option. 
 

P2.Q1.5 I saw last year or if I’m not mistaken at the beginning of this year that there were 
banners installed in the southern Weda sub-district. There is information on the admission 
of prospective new students. Besides, I have also seen stickers/brochures in the Veda 
harbour area. In my view, the use of social media only allows certain people to see these 
things, not everyone, especially children who have just graduated from high school. Thus, I 
think banners are the right option as an UT promotion media that is displayed in crowded 
places. 

 
One promotional strategy that is considered quite effective and efficient in terms of cost and reach 
involves using social media such as Facebook. This seems contradictory to the previous description, but 
can be explained by the varying levels of economic and educational progress in different regions of North 
Maluku. A number of informants stated that they chose to study at UT because of the information they 
obtained through online media. Upon further examination, these informants constitute those who live in 
urban districts with excellent welfare in comparison to other less developed areas. Thus, this reason has 
implications for the availability of facilities and infrastructure to access the Internet that is quite 
supportive (Amin, 2018; Praditya, 2014). In addition, some of these informants are students who have 
worked and are accustomed to using information technology in their field of employment (Manca & 
Whitworth, 2018). 
 
In contrast to the two strategies described above, several informants revealed that they had an interest in 
continuing their education at UT after receiving a visit from the POKJAR in their area. These face-to-face 
meetings were considered satisfactory because in addition to obtaining information on UT, people also 
had the opportunity to have their questions answered by the POKJAR. The expansion of POKJAR into 
each district and city has become a fairly successful strategy because its members are able to provide 
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explanation that cannot be derived directly from print and online promotions. 
 
From the variety of strategies that have been described, the researcher understands that it is necessary to 
present information about UT through various types of media. This consideration is intended to ensure 
that the information conveyed can reach people from different educational, economic, and regional 
backgrounds and interests (Bilro & Loureiro, 2020; Wu, 2020). However, as a matter of note, the three 
promotional strategies mentioned can be used as a reference point in disseminating information. 
 
4.2.2. Alteration of Implementation of Learning Modes with Good Quality and Accompanying 

Academic Achievements 
 
UT provides four study modes, i.e., Face-to-Face Tutorials (“Tutorial Tatap Muka”, TTM), Online 
Tutorials (“Tutorial Online”, TUTON), Webinar Tutorials (“Tutorial Webinar”, TUWEB), and Course 
Assignments (“Tugas Mata Kuliah”, TMK) (Meylina et al., 2021; Sugilar, 2020; Yustika & Iswati, 2020). 
Students can choose between the four modes. TTM are lectures presented in a meeting room/location 
designated by POKJAR and UT, and involves tutors and students. TUTON comprises asynchronous 
online lectures using Moodle as a learning medium. TUWEB comprises synchronous online lectures 
during which students and tutors can communicate directly using applications and links that are provided 
by UT. Finally, TMK comprises assignments, which are given to students three times every semester. The 
assignments are usually in the form of questions related to the registered course material. The time 
duration starts from the beginning of the lecture to TMK 1, then from TMK 1 to TMK 2, and so on. 
During this time, students are free to study independently utilising printed teaching materials (“Bahan Ajar 
Cetak”, BAC) or modules. The students’ preferred learning mode is usually based on the time they have, 
technological skills, and facilities and infrastructure that support the learning process.  
 
The interview results show that students who choose TUTON do so because the time given to attend 
lectures is more flexible. The use of Moodle and asynchronous mode give students the flexibility to access 
their learning at any time, 24 hours a day. This makes it easy for them to set the best time to study the 
material, respond to discussions, and complete assignments. Another reason for the popularity of 
TUTON is that a tutor is assigned to answer questions that the students may have when they do not 
understand what has been learnt in the module. Additionally, some students admitted that the reason for 
their choice is that the contribution of TUTON scores is quite high, i.e., 40% of the final grade of the 
course (a combination of study aid scores and take-home exam scores). 
 

P14.Q4.4 I have opted for TUTON’s study assistance service, because I feel that TUTON 
can help me in studying. For example, if there is something that I can’t understand in the 
module, I can directly ask the tutor of the subject. TUTON’s value distribution is also very 
high, i.e., 40%, so this is the reason I have chosen TUTON. The schedule is well-structured 
and goes smoothly, but sometimes there are network problems when the electricity goes out, 
but after that the network will be back to normal. If the tutorial service is ready, we just need 
to log in and follow the material. The material in the tutorial is very easy for us to 
understand, one problem for us is that sometimes we have finished with the material, but 
the assessment is not yet available. 

 
The most common cause of student dissatisfaction with UT services while participating in online tutorials 
is the tutors’ lack of responsiveness in replying to messages, and assessing discussions and assignments 
that the students have completed. This is often revealed through the students’ semesterly evaluation. 
Unlike online tutorials, TUWEB is designed to create interaction between students and tutors. TUWEB 
has been implemented since the start of the pandemic; courses that should be held face-to-face have 
turned into meetings through webinars, especially practical/practice/practice courses (Sugilar, 2020). 
Through the Microsoft Teams application, which provides a platform for online face-to-face sessions, 
students can listen to material delivered by tutors, conduct discussions, and ask questions directly. 
Problems commonly faced during TUWEB are outside UT’s influence or control, such as limited 
infrastructure in supporting online learning in students’ residential areas. In addition, students’ digital 
skills in utilising online applications can also be a problem given that currently TUWEB is accompanied 
by activities in a learning management system (LMS) that is full of technology-based activities. 



Promotion Strategy and Service Quality of Universitas Terbuka ASEAN Journal of Open and Distance Learning  
in Increasing Student Satisfaction through Customer Value  Vol. 14, No. 1, 2022, pp. 74 – 88 
in the North Maluku Regional Office 

-84- 

 
P6.Q4.3 Yesterday, for our fourth semester, we had civil law and criminal law subjects. We 
had materials, said the lecturer from Universitas Khairun. We study using TUWEB because 
of the pandemic. The schedule must be on Saturday and Sunday. 

 
UT’s image is that of a higher education institution carrying out online learning. However, UT actually 
also provides a face-to-face tutorial mode (TTM) through eight weeks of meetings. As previously 
explained, UT utilises offices or schools as locations for TTM. These facilities and infrastructure are 
assessed every semester. According to several informants, the provision of facilities for the 
implementation of TTM has been appropriate and adequate. Similar to TUTON and TUWEB, students’ 
expectations of TTM not only concern facilities for the venue, but also the quality of teaching from 
tutors. They expect the course tutors to be disciplined in terms of attendance based on the TTM 
schedule, use teaching methods that are student-centred, and able to stimulate communication, critical 
thinking, and student creativity. Thus, the tutorial process is expected to achieve not only academic 
achievement, but also meaningful learning. 
 
Unlike the other three learning modes, TMK is not accompanied by an eight-week class schedule or 
tutors. TMK is a learning mode that has been used during the pandemic, and usually chosen by students 
who are less skilled in the more sophisticated technology needed for TUTON and TUWEB. This is 
because the TMK is assignment-based, consisting of four to five questions over three terms. Students 
who choose this learning mode are those who before the pandemic had chosen to study independently, 
namely those not engaged in TUTON, TUWEB, or TTM, but only relied on the UT learning modules. 
Since they live in areas without adequate Internet access, they often have problems downloading 
questions and uploading answers. As such, UT looks for ways to help both processes through a Teaching 
Material Services Learning Assistance (“Bantuan Belajar dan Layanan Bahan Ajar”, or BBLBA) manager, 
who directs each of the Regional Responsible Persons.  
 
However, one problem for which no solution has been found so far is that the website for uploading 
assignment answers (https://tmk.ut.ac.id/) often experiences problems when it is accessed 
simultaneously by students throughout Indonesia during peak periods, i.e., when assignments are due. 
 
4.2.3. Teaching Materials that Support the Independent Learning Process 
 
Since establishment, UT has provided teaching materials to students in the form of learning resources 
consisting of BAC and non-printed teaching materials (“Bahan Ajar Non Cetak”, or BANC) (Utami & 
Hermawati, 2018). Some courses are designed with both BAC and BANC as teaching materials that are 
related and can support each other, while other courses provide the BAC and BANC separately so that 
each can be used individually. Students, whether they choose TUTON, TUWEB and TMK learning 
modes, automatically receive teaching materials based on their registered courses every semester. UT 
strives to develop teaching materials with the most interactive language possible to support students in 
the independent learning process, even without any learning assistance or guidance by tutors. Thus, UT 
teaching materials can be used by students wherever they are, whether they are in cities with adequate 
technological infrastructure, or in 3T areas where the Internet network is often unstable. 
 

P11.Q5.3 The contents of the teaching materials that I studied really helped me face the 
semester exams, because the materials all came out in the semester exam items. In my 
opinion, the materials are easy to understand and digest. 

 
To ensure that the teaching materials can be used properly and help the lecture process, UT introduced a 
speed-reading strategy (teaching materials) during the orientation period for new students. This is known 
as Student Learning Skills Education (“Edukasi Keterampilan Belajar Mahasiswa”, or EKBM). It is common 
knowledge that BAC provided by UT have many pages and appear as physically thick books. In EKBM 
training, instructors from UT or UT partners provide tips and tricks to read the BAC effectively and 
efficiently, so that students only need to plan according to their time and reading habits. However, based 
on the activity records at UPBJJ-UT Ternate, not all students attend the EKBM training. 
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The problem related to the availability of teaching materials is the distribution from UT Pusat in Pondok 
Cabe to students in each region of this archipelagic country. UT provides a dedicated webpage for 
students to locate the teaching materials during the distribution process. Some students can track the 
materials independently; others are assisted by UT. Delays are rarely due to delivery from UT Pusat, but 
from the delivery service provider to students’ residential locations. This may be especially problematic if 
the students’ addresses are incomplete or difficult to find. This can interfere with learning because 
students may not receive the teaching materials in time before lectures begin. However, students with 
complete addresses in the UT database or those who live in easily accessible areas do not suffer this 
problem. For those who do, as a solution to overcome delays in teaching material delivery as well as part 
of UT’s effort to innovate in the digital era, UT has developed the Virtual Reading Room (“Ruang Baca 
Virtual”, or RBV), which comprises teaching materials that can be accessed online. As long as students 
can access the Internet, they can use the RBV at any time with their laptop/tablet/mobile phone. 
 
4.2.4. Good Customer Value as a Consequence of Excellent Service from UT and its Partners 
 
Customer value (reflected in every student’s value of UT as a higher education institution) is created when 
an individual receives a promotional presentation about UT, decides to enrol in one of the study 
programmes, and subsequently receives various academic services at UT. This value can be a form of 
student loyalty to UT so that the students persist and maintain a positive attitude until they complete their 
lectures (He et al., 2021; Simpson, 2021). Good value will not develop without good relations and 
treatment from UT towards its students and partners. UT’s sensitivity in maintaining customer value 
involves creating a good image of the institution to the public. This includes public trust in the quality of 
UT as a long-distance state university that can compete with conventional universities in Indonesia in 
general, and in Ternate particularly. 
 

P6.Q7.4 If I say there is no UT campus, or it doesn’t exist, I have to argue. I do not agree 
with that because we are accredited: some are accredited A, some are accredited B, and none 
is accredited C. Indeed, we have been recognised, by the world and the state. Thus, people 
shouldn’t say that we don’t have a campus, we don’t have this or that, because the state 
alone has recognised us. 

 
UT’s image, which has been described previously, is more or less supported by the availability of various 
modes of learning that can be utilised by students from various educational backgrounds, professions, and 
areas of residence. The informants also acknowledged that the learning modes are up-to-date, especially 
for the current digital era (Pregowska et al., 2021). Another UT feature that has turned out to be quite 
attractive to prospective students is the acceptance of those who opt for credit transfer, are transferring 
from another campus, or continuing studies from their previous education level. 
 
In addition, the costs that must be paid by students at UT in comparison with the costs involved at other 
state universities are very different. UT is known for its affordable campuses (Li & Wong, 2021; Neupane, 
2021) and inexpensive registration fees. The money deposited by students during registration covers costs 
for teaching materials and the right to participate in the various learning modes. 
 
The series of promotional activities carried out by UT within the community supports students in 
recommending UT to relatives and colleagues as the choice university to continue their studies. 
 
 
5.  Conclusion  
 
The conclusions to be drawn from this study are as follows. (1) Promotional strategy has a positive and 
significant effect on student satisfaction at UPBJJ-UT Ternate. This means that the promotional strategy 
at UPBJJ-UT in Ternate as a whole has been able to provide satisfaction to students. (2) Service quality 
has a positive and significant effect on student satisfaction at UPBJJ-UT Ternate. This means that the 
quality of service at UPBJJ-UT in Ternate as a whole has been able to provide satisfaction to students. (3) 
Customer value has a positive and significant effect on student satisfaction at UPBJJ-UT Ternate. This 
means that the customer value at UPBJJ-UT Ternate as a whole has been able to provide satisfaction to 
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students. (4) Promotional strategy has a positive and significant impact on customer value at UPBJJ-UT 
Ternate. This means that the promotion strategy at UPBJJ-UT in Ternate as a whole has been able to 
provide or shape customer value. Finally, (5) service quality has a positive and significant effect on 
customer value at UPBJJ-UT Ternate. This means that the quality of service at UPBJJ-UT in Ternate as a 
whole has been able to provide or form customer value. Suggestions made are as follows.  (1) Consistent 
information could be provided through printed media such as brochures, leaflets, posters and catalogues. 
(2) Leaflets, posters and catalogues could be redesigned. (3) Short videos related to the registration 
process of new students could be created. (4) Clear information could be provided according to student 
needs. (5) Workshops on strengthening UT academic administrative staff in the context of “Motivating 
Employees to Provide Excellent Service”, as well as socialising opportunities could be organised. (6) 
Complaints need to be handled quickly and accurately, service could be more flexible in terms of time, 
and a more flexible learning system could be introduced in the context of online learning information 
system service performance.  
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