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Abstract 

The purpose of this study is to ascertain how consumer satisfaction 

offered by educational agents is affected from the factors such as the 

service quality, cost, and trust. In this study, the total sampling 

(census) method is used, which involves the use of the entire sample 

population. The number of participants in this study is 50 Indonesian 

students studying at Karabük University. The data were analysed 

using Structural Equation Modelling (SEM) and Partial Least Squares 

(PLS) methods with SmartPLS 3.0. Using SmartPLS 3.0, it was possible 

to measure reliability, validity, and hypotheses in this study. The 

findings of this study reveal that pricing and trust have a significant 

and positive effect on customer satisfaction supplied by education 
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agents, however service quality, as measured by the SERVQUAL 

dimensions, does not have a significant impact on customer 

satisfaction offered by education agents. 

Keywords – Customer Satisfaction, Service Quality, Price, Trust, 

Education Agents. 

 

 

Türkiye'deki Endonezyalı Öğrenciler Arasında, Eğitim 

Aracılarının Hizmet Kalitesi, Fiyatı ve Güveninin Müşteri 

Memnuniyeti Üzerindeki Etkisi: Karabük Üniversitesi 

Örneği 

Özet 

Bu çalışmanın amacı, eğitim aracıları tarafından sunulan tüketici 

memnuniyetinin hizmet kalitesi, maliyet ve güven gibi faktörlerden 

nasıl etkilendiğini belirlemektir. Bu çalışmada, tam örneklem 

popülasyonunun kullanıldığı toplam örnekleme (sensus) yöntemi 

kullanilmaktadır. Bu çalışmanın katılımcı sayısı, Karabük 

Üniversitesi'nde öğrenim gören 50 Endonezyalı öğrencidir. Veriler, 

SmartPLS 3.0 ile Yapısal Denklem Modellemesi (SEM) ve Kısmi En 

Küçük Kareler (PLS) yöntemleri kullanılarak analiz edilmiştir. 

SmartPLS 3.0 kullanılarak, bu çalışmada güvenilirlik, geçerlilik ve 

hipotezlerin ölçülmesi mümkün olmuştur. Bu çalışmanın bulguları, 

fiyatlandırma ve güvenin eğitim acenteleri tarafından sağlanan 

müşteri memnuniyeti üzerinde önemli ve olumlu bir etkiye sahip 

olduğunu, ancak SERVQUAL boyutlarıyla ölçülen hizmet kalitesinin 

eğitim acenteleri tarafından sunulan müşteri memnuniyeti üzerinde 

önemli bir etkiye sahip olmadığını ortaya koymaktadır. 
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Anahtar Kelimeler – Müşteri Memnuniyeti, Hizmet Kalitesi, Fiyat, 

Güven, Eğitim Acenteleri. 

 

Introduction 

Determining higher education for students who have just 

graduated from high school is the most crucial factor for their future. 

Advances in technology today give them many options for choosing 

the universities they want to attend, both domestically and abroad. 

One option that students take to determine their universities is through 

an education agent, especially to enroll themselves in universities 

abroad. Education agents assist students who wish to enrol in foreign 

universities in terms of university registration, accommodation, and 

official residence permits. The expanding perception of students as 

consumers has sparked increased academic and professional interest 

in understanding their experiences (Ashwin et al., 2024; George, 2007; 

Gupta et al., 2025). 

Customer satisfaction is viewed as a difficult concept. It is 

moulded by past experiences, current market expectations, and how 

well a company is operating (Johnson et al., 1995). Because it is a crucial 

indicator of a company's performance, customer satisfaction is crucial 

for businesses (Susanto et al., 2023). Consumer satisfaction is identified 

as the most important characteristic that must be prioritized by 

business actors. Being able to surpass customers' needs and wants 

more effectively than rivals gives the companies a competitive edge 

(Minta, 2018). Key components in attaining customer satisfaction 

include the quality of services rendered, the pricing structures 

implemented, and the trust established between consumers and 
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business proprietors. A crucial element in assessing customer 

happiness is the quality of service (Dandotiya et al., 2020). Ratnawati 

& Kholis (2019) discovered that trust influences overall customer 

happiness, enhances the curiosity of prospective customers, and 

positively affects loyalty. Price perception develops into a consumer 

evaluation that weighs the advantages of goods and services against 

the amount of sacrifice (Kusumawati & Dyah, 2020). In this study, 

customer satisfaction of the Indonesian student education agencies in 

Türkiye, particularly in Karabük, will be measured using these 

parameters. 

Some students in Indonesia who wish to continue their studies 

at overseas universities, especially in Türkiye, prefer to use the services 

of education agents because the services provided make it easier for 

students when they first arrive in Türkiye in terms of registration, 

accommodation, and residence permit. Many education agencies in 

Indonesia provide a range of services to their clients, particularly those 

who wish to study in Türkiye. In this digital era, many education 

agencies have advantages that set them apart from others. In terms of 

services, some agencies have different service classifications, ranging 

from diamond classification, which provides all services to students 

who choose it, from apostille processing, student visas, and finding the 

homes desired by these students, while silver classification does not 

provide the same services as diamond classification. The prices offered 

by each education agency also vary, ranging from 20 to 40 million 

rupiah per student. In terms of trust, there are also some education 

agencies that are untrusting and neglect their students from the 

beginning of the process or in the middle of the process, both during 
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the pick-up process and the processing of official documents, causing 

many parents to distrust these education agencies. The innovative 

processes for providing the best quality service and problems that arise 

today are caused by fierce competition among businesses. 

To add to the theoretical conversation in this area, this study 

aims to illustrate how pricing, trust, and service quality affect 

consumer happiness. The useful addition is to provide education 

agents with a perspective on how important it is to prioritize service 

quality, price, and trust in the administration of a service-oriented 

business in the educational sector, with a focus on fostering customer 

satisfaction. There are several previous researchers who conducted 

studies using the same variables as this study, but research objects 

related to educational agents have not yet been carried out. This gap 

provides an opportunity to assess consumer satisfaction regarding 

service quality, price, and trust in educational agencies in this study so 

that consumers can choose the right agency and serve as a basis for 

educational agencies to improve the services they will provide in the 

future. 

1. Literature Review 

1.1 Service Quality 

Service quality is defined by how a customer evaluates the 

excellence of a service they receive. Service quality, whether it's 

obvious or not, affects how well service delivery meets, exceeds, or 

falls short of what clients expect (Cronin Jr. & Taylor, 1992; Oliver, 

1993). Service quality includes all types of infrastructure, facilities, 

equipment, hospitality provided by service providers, and service 
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products. Both internal and external customers engage in this practice 

with the providers. (Ali, 2018; Sumardi & Fernandes, 2018). 

In this study SERVQUAL is uses to examine the dimensions of 

service quality. Literature has utilized numerous service quality scales 

historically (Adi & Njo, 2024; Sanderson, 2015; Yang, 2005). 

Nevertheless, SERVQUAL is frequently utilized because of its focus on 

the characteristics of expected service versus experienced service 

(Parasuraman et al., 1988). The SERVQUAL model has been employed 

to assess service quality across many sectors, including hospitality, 

financial services, education, real estate, construction, and 

maintenance (Amankwah et al., 2022; Ismail et al., 2012; Kumar, 2024; 

Ramanathan et al., 2018). However, the universal criteria for 

evaluating service quality in most models continue to be the five 

general dimensions outlined by the SERVQUAL model (Kumar & 

Lavy, 2025). Tangible denotes the physical manifestations of any 

service delivery mechanism (Falcão et al., 2017). Assurance refers to 

the efficacy and transparency with which the service is provided 

(Kwan et al., 2019). Empathy denotes the staff’s readiness to listen, 

understand, and attention to consumers (Ahmed et al., 2017; Kumar, 

2024). Reliability pertains to the provision of error-free service and 

adherence to established standards (Adi & Njo, 2024). Responsiveness 

pertains to the rapidity with which service providers address client 

inquiries (Kwan et al., 2019). Literature has substantiated the assertion 

that service quality strongly influences customer satisfaction (Claire 

Sanderson & Mary Edwards, 2016; Zhang et al., 2021). 

This study assessed the relationship between service quality 

and student satisfaction with non-academic services using data from 
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324 students from two private institutions in Singapore (Khoo et al., 

2017). The study discovered a favourable relationship between 

perceived service quality and student happiness. However, the 

investigation solely looked at non-academic services and did not 

evaluate the special status of public universities. Customer satisfaction 

rises dramatically when service quality is improved, according to 

research findings by Amin & Isa (2008), the results show that customer 

satisfaction and service quality in Malaysian Islamic banking are 

significantly correlated.  

According to Darawong & Sandmaung (2019), student 

customer satisfaction is positively impacted by a number of service 

quality parameters. However, the Asian framework of both works 

excluded African perspectives. Furthermore, their study omitted 

traditional learning service quality as it focused exclusively on e-

learning, hence disregarding traditional learning service quality. This 

was also supported by Pasharibu et al. (2018), who found that service 

quality has a strong beneficial influence on consumer satisfaction with 

online transportation. This finding aligns with the traits of service-

oriented businesses, where service quality is a key factor in how happy 

customers are. Therefore, it is hypothesized that: 

 

H1. The service quality has a positive effect on customer 

satisfaction at educational agencies. 

 

2.2 Price  

Price is a crucial component of consumer purchases, and as 

such, it greatly affects how customers evaluate services (Herrmann et 

al., 2007). Prices reflect the values that customers assign to the 



 

 

 
Alwin GIBRAL, Oya ÖNALAN 

 

JEBM 

Ekonomi, İşletme ve Yönetim Dergisi 

Journal of Economy, Business, and Management 

ISSN: 2602-4195 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

45 

advantages of owning or utilizing a product or service. The vendor sets 

a price that is equivalent to the buyers, or the buyer and seller bargain 

to determine the worth of the good or service (Husein, 2005). Decision-

making in the service context is heavily influenced by perceived 

pricing (Kaura et al., 2025). Yieh et al. (2007) assert that a customer's 

favourable sentiments towards the service provider will incrementally 

increase when they see the given price as equitable; these feelings will 

then transform into behavioural intention. 

Anderson (1996) examines the relationship between these two 

key ideas and determines whether price acceptability, value, and 

satisfaction are positively or negatively correlated. According to his 

research, shifts in price acceptance and customer happiness are 

positively correlated. Kaura (2013) demonstrates that perceived price 

enhances customer satisfaction in both public and private sector banks. 

Ramadhaniati et al. (2020) discovered that price significantly 

and positively influences customer satisfaction. This means that as the 

service becomes more cost-effective, they will enjoy it more and be able 

to buy more. Additionally, empirical research indicates that customer 

satisfaction is elevated by the perceived fairness of pricing (Bei & 

Chiao, 2001). Susanto et al. (2021) recently looked at how the price of 

rooms at the Crown Prince Hotel affected how happy guests were. The 

data from this study included 86 respondents from consumers who 

had stayed at the Crown Prince Hotel. The research indicated that price 

construct significantly affected and positively influenced customer 

satisfaction. Therefore, it is hypothesized that:  

 

H2. The price has a positive effect on customer satisfaction at 

educational agencies. 
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2.3 Trust  

Trust develops from the combined effects of customers 

repeatedly choosing highly involved products and premium services 

(Chiou & Droge, 2006). Trust is an individual's readiness to depend on 

others, grounded in faith in their reliability (Pasharibu et al., 2018). 

According to Garbarino & Lee (2003), trust in service marketing is 

mostly based on how people feel, especially how sure the customer is 

that the services will be good and reliable. A major part of trust is how 

much the client thinks the vendor cares about getting good results for 

them and has their best interests at heart (Ganesan, 1994). 

Ganesan (1994) analysed the correlation between customer 

happiness and trust. 52 vendors that service those stores and 124 retail 

buyers test the framework that is being described here. The findings 

show that both retail buyers' and their vendors' long-term orientations 

are significantly influenced by trust and dependency. The study 

undertaken by Susanto et al. (2023) examined the influence of price and 

trust on consumer satisfaction in online shopping. Data was collected 

from 80 individuals who had participated in online transactions. The 

findings of this study indicate a significant impact of trust on consumer 

satisfaction. Pasharibu et al. (2018) also found that trust greatly 

improves customer satisfaction. Researchers have identified that the 

primary determinant of consumer satisfaction is trust (Kim et al., 2008; 

Ribbink et al., 2004). Therefore, it is hypothesized that: 

 

H3. Trust has a positive effect on customer satisfaction educational 

agencies. 
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2. Methodology 

A quantitative design is used in this investigation (Creswell, 

2002; Saunders, 2009). This study examines the influence of service 

quality and pricing on trust in educational agents to enhance customer 

satisfaction among Indonesian students at Karabük University. 

2.1 Data Collection and Sampling 

Non-probability disregards the principles of probability theory 

and is not based on random selection (Apostolopoulos & Liargovas, 

2016). Total sampling is a technique where all members of the 

population are used as samples (Sugiyono, 2018). Total sampling is a 

subset of non-probability sampling in which all elements of a limited 

population are utilized as research samples (Sekaran & Bougie, 2016). 

The survey determines the total sampling. Because the questions were 

targeted and specialized to the entire population sampled in this study. 

To increase the effectiveness of the study, the respondents must be 

knowledgeable about the questions (Bird & Hammersley, 1996).  

The number of Indonesian students in Karabuk City in 2024 is 

150; not every Indonesian student relies on education agents, though. 

Based on data provided by PPI Karabuk, exactly 50 students rely on 

the services provided by education agents. PPI is an organization of 

Indonesian students who are studying abroad. Therefore, not all 

students meet the criteria for this study. The criteria for this study 

include students who use education agents to continue their studies in 

Turkey, particularly in Karabuk. A self-completed questionnaire that 

is provided via a link to responders on-site is used to recruit fifty 

students in total. The instrument had a series of questions utilizing a 
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five-point Likert scale (Apostolopoulos & Liargovas, 2016).  This scale 

enables the measurement of an individual's or group's perspective, 

attitude, or opinion concerning a social event phenomenon, as defined 

operationally by the researcher. 

2.2 Data Analysis 

Once the questionnaire was provided to the participants, the 

next phase was to analyze the data using the Structural Equation 

Modelling Partial Least Squares (SEM-PLS) model using SMARTPLS 

3.0 software, which was mostly built for SEM-PLS. The SMARTPLS 3.0 

program's Structural Equation Modelling (SEM) model can assess 

validity, reliability, and test study hypotheses. Utilizing structural 

equation modelling (SEM), we could concurrently estimate several 

associations, including indirect as well as direct effects, within a single 

model (Beran & Violato, 2010; Fan et al., 2016; Tarka, 2018) utilizing 

bootstrapping techniques. This approach facilitated the investigation 

of the hypotheses. This method enabled us to test the theories. In this 

study, the sample size was 50 participants. This sample size is 

relatively small for the application of SEM-PLS, as the sample size was 

indeed limited due to the criteria used in this study. However, SEM-

PLS can be used on small samples and does not require the assumption 

of normal distribution, and sample sizes can follow the 10-times rule, 

which allows sample sizes below 50 under certain conditions (Hair et 

al., 2019).   

2.3 Ethical Considerations. 

This study will use human subjects in accordance with the 

ethical standards that will be adhered to. Obtaining informed consent 

from each participant, maintaining their privacy and confidentiality 
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during the study process, and anonymizing any data gathered for use 

only for research are some of these criteria. These steps have been put 

in place to guarantee that the study is carried out honestly and that 

everyone's rights are respected. The data from this research will 

protect the privacy of respondents who are the objects of the research, 

ensuring that the data is not distributed to any party and the data is 

2.4 Research Framework. 

The research investigation is depicted in Figure I.  

 

Figure 1. Research Framework 

 

3. Results and Discussion 

3.1 Results  

The current research centered around a group of 50 Indonesian 

students enrolled at Karabuk University who received services from 

educational agents. The respondents, primarily aged between 18 and 

35, displayed a notable concentration in the younger age group, with 

62 percent being between 18 and 23 years old. In terms of educational 
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pursuits, a significant majority were seeking bachelor's degrees, 

comprising 49 percent of the sample. The educational agent most 

frequently employed by these respondents was Mumtaza Edukasi, 

utilized by 22 percent of the surveyed individuals. 

Before analysing the research hypotheses, we initially 

examined the validity and reliability of the study's measurement tools. 

Validity defines the degree to which an instrument accurately assesses 

its intended construct (Kerlinger, 1966). Whereas reliability pertains to 

the consistency of measurement outcomes upon repeated 

administration of the same assessment (Kerlinger, 1966). 
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Table 1. Result of Validity Test 

Variable Reflective 

Indicators 

Outer 

Loadings 

Result 

Price (PRC) PRC 1 0.766 Valid 

PRC 2 0.854 Valid 

PRC 3 0.657 Invalid 

PRC 4 0.375 Invalid 

PRC 5 0.515 Invalid 

PRC 6 0.770 Valid 

Trust (TRS) TRS 1 0.311 Invalid 

TRS 2 0.540 Invalid 

TRS 3 0.443 Invalid 

TRS 4 0.856 Valid 

TRS 5 0.823 Valid 

Service 

Quality 

Tangible (TG) TG 1 0.393 Invalid 

TG 2 0.740 Valid 

Reliability 

(RB) 

RB 1 0.389 Invalid 

RB 2 0.344 Invalid 

Responsiveness 

(RS) 

RS 1 0.806 Valid 

RS 2 0.717 Valid 

Assurance 

(AC) 

AC 1 0.783 Valid 

AC 2 0.742 Valid 

Empathy 

(EY) 

EY 1 0.8.00 Valid 

EY 2 0.475 Invalid 

Customer Satisfaction (CS) CS 1 0.687 Invalid 

CS 2 0.796 Valid 

CS 3 0.830 Valid 

CS 4 0.912 Valid 

CS 5 0.800 Valid 

CS 6 0.844 Valid 
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Table 2. Results of Reliability Test 

No. Variable Cronbach’s Alpha Results 

1. Price 0.741 Reliable 

2. Trust 0.675 Reliable 

3. Service Quality 0.829 Reliable 

4. Customer Satisfaction 0.897 Reliable 

 

This study's validity test results indicate that the pricing 

indicators X1.3, X1.4, and X1.5; the trust indicators X2.1, X2.2, and X2.3; 

and the service quality indicators X3.1, X3.3, X3.4, and X3.10 have 

correlation values below 0.70, as shown in Table 1. In this context, "R" 

is the Pearson correlation coefficient, reflecting the strength of 

correlation between each item and the overall construct; the R-table 

specifies the minimum value necessary for an item to be deemed 

legitimate. Indicators having R-values below the R-table value of 0.279 

for 50 respondents at the 0.05 significance level were deemed invalid 

and omitted from subsequent analysis. The reliability test indicates 

that all variables possess Cronbach’s Alpha values exceeding 0.600, 

signifying that the measuring devices are consistently reliable, as 

shown in Table 2. 

Hypothesis Testing 

This study employed multiple linear regression analysis to 

examine the hypothesis of the influence of pricing, trust, and service 

quality on customer satisfaction. Hypothesis testing in multiple linear 

regression involves evaluating if the regression coefficient parameters 

(β) significantly deviate from zero, indicating that the independent 

variables exert a statistical influence on the dependent variables 

(Gujarati & Porter, 2009). Table 3 shows that the coefficient of 

determination (adjusted R-square) is 0.587, thus indicating that the 
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variables of price (X1), trust (X2), and service quality (X3) only have a 

58.7 percent influence on service quality (Y). whereas other factors 

outside the purview of this study had an impact on the remaining 

41.3%. 

 

Table 3. Statistics Hypothesis Testing 
Description Adjusted 

R Square 

Coefficient 

Value β 

Sig. 

(<0.05) 
Results 

Coefficient of 

Determination 

Predictors: Price, 

Trust, ServQual 

Dependent: 

Customer 

Satisfaction 

0.587   

Predictors have 

a 58.7% impact 

on dependents. 

Hypothesis 1:  

Price towards 

Customer 

Satisfaction 

 0.458 0.000 Significant 

Hypothesis 2:  

Trust towards 

Customer 

Satisfaction 

 0.300 0.047 Significant 

Hypothesis 3: 

Service Quality 

towards Customer 

Satisfaction 

 0.180 0.143 Insignificant 

 

The results of each hypothesis test for each independent 

variable in relation to the dependent variable are shown in the table 

above. To determine how much each independent component 

contributes to the variation in the dependent variable, the T-test is 

used. Table 3 illustrates that two criteria, pricing and trust, have a 

substantial positive effect on consumer satisfaction. The significant 

values for both are 0.000 and 0.047, which are both below α = 0.05. The 

service quality variable was shown to have no significant impact on 
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customer satisfaction, as indicated by a significance value of 0.143, 

exceeding α = 0.05. 

3.2 Discussion 

• Relationship Between Price and Customer Satisfaction  

The first hypothesis, which addressed the connection between 

pricing and consumer happiness, produced significant favorable 

findings. The price variable's significant value is 0.000, which is less 

than 0.05, according to Table 3's results. Thus, the first hypothesis says 

that pricing and consumer happiness are positively connected. 

This study is corroborated by the findings of Ronasih & 

Hardani Widhiastuti (2021), which indicate that pricing perception 

positively and significantly influences consumer satisfaction with 

umrah travel agents among umrah pilgrims in Indonesia. These results 

align with the studies conducted by Chen et al. (2018) and Matzler et 

al. (2006). Customers are delighted with the pricing that Islamic banks 

offer because they think they are competitive with those of other banks. 

This belief makes them behave well. Martín‐Consuegra et al. (2007) 

back up this study even more. It reveals that customers are more likely 

to be happy with the service they get if they think the charges are fair. 

The results support the claim that views of pricing justice are linked to 

customer satisfaction, since the estimated parameters between the two 

constructs are both positive and significant. Previous research aligns 

with this study, which examines companies in the service sector, 

specifically highlighting the significant impact of price on customer 

satisfaction. Price is one of the key factors in attracting consumers to 

choose the services offered and serves as a differentiator from 

competitors.  
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• Relationship Between Trust and Customer Satisfaction 

In line with the analysis completed by the researcher, the 

second hypothesis addressing the connection between trust and 

customer satisfaction shows considerable beneficial outcomes. Table 

3's results demonstrate that the trust variable's significant value is 

0.047, which is less than 0.05.  

Thus, the second hypothesis asserts that consumer satisfaction 

and trust have a positive relationship. The results of this study are 

corroborated by other preceding investigations. Kundu (2025) 

suggests there is a strong link between customer contentment and 

trust, and that trust acts as a partial mediator in the link between 

service quality and satisfaction. To attract new customers and keep the 

ones they already have, banks need to understand these five things. 

Dehghanpouri's (2025) study shows that trust affects how happy 

customers are. This study demonstrates that trust exerts a substantially 

bigger influence on customer satisfaction than privacy and service 

excellence. Research by Venkatakrishnan & Alagiriswamy (2025) 

indicates that trust positively influences and is essential for customer 

satisfaction. Consequently, trust is an essential component in 

cultivating consumer satisfaction (McKnight & Chervany, 2001). The 

findings of previous studies are consistent with this study; consumers 

become loyal because businesses can build trust by providing products 

and services that meet their expectations.  
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• Relationship Between Service Quality and Customer 

Satisfaction  

The researcher's examination indicated that the third 

hypothesis concerning the correlation between service quality and 

customer satisfaction yielded insignificant results and exerted no 

influence. Table 3 shows that the service quality variable has a 

significant value of 0.143, which is higher than the threshold of 0.05. 

The third hypothesis posits that service quality does not influence 

customer satisfaction. 

Numerous prior research studies indicate that service quality 

does not significantly impact customer satisfaction.  A study by Asheq 

(2025) indicates that the dimension of service quality, specifically 

reliability, does not significantly impact customer satisfaction.  This 

results from substandard quality in the banking management system 

and insufficient access to financial services for clients. The research 

undertaken by Diwayanti (2025) shows that service quality does not 

always have a big effect on how happy customers are. Bolton & Drew 

(1991) elucidated the absence of a link between satisfaction and service 

quality, highlighting the increasing ambiguity in distinguishing 

satisfaction from quality in service delivery. Zeithaml et al. (1990) 

characterize quality as the meeting or exceeding of consumer 

expectations. Thus, the study by Rosen & Surprenant (2025) 

demonstrates that service quality does not consistently have a 

substantial effect on satisfaction. A study on the relationship between 

service quality and customer satisfaction and loyalty shows that 

service quality should be looked at from many angles. It also shows 
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that meeting needs has a big effect on satisfaction and loyalty, while 

system accessibility does not. 

4. Conclusion and Recommendation 

4.1 Conclusion 

This study's conclusions are derived from examining price, 

trust, and service quality, with customer satisfaction as the 

independent variable. Initially, price and trust exert a substantial and 

favourable influence on customer satisfaction; therefore, educational 

institutions must uphold these variables, as they are critical 

determinants of customer satisfaction. The service quality variable 

does not significantly impact customer satisfaction. This study 

determined that service quality should be assessed from multiple 

perspectives, particularly regarding the services offered by 

educational institutions. An assessment is required, particularly 

regarding the "SERVQUAL" dimension of service quality. This study 

has several deficiencies. The sample gathered in this study remains 

comparatively limited due to resource constraints. Consequently, 

additional enhancements are requisite in subsequent research. 

4.2 Recommendation 

The researcher can offer the following suggestions considering the 

previously mentioned conclusions: 

• For Education Agents 

This study recommends that trust and price be upheld by all 

stakeholders involved in educational agencies. The prices presented 

align with consumer expectations, hence affecting purchasing interest 

and customer satisfaction. Trust is a crucial determinant of consumer 

pleasure. Educational agents can operate with integrity, dependability, 
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and meet their duties as anticipated. A significant degree of trust will 

result in client happiness and loyalty. 

Nonetheless, service quality does not substantially influence 

customer satisfaction. This study advocates that service providers 

enhance service quality by focusing on the dimensions of service 

quality, sometimes referred to as “SERVQUAL.” First, Tangibles: 

Education agents must provide an educational website that is 

accessible and informative and has a consultation forum for students 

who want to study abroad. Second is reliability. Education agents 

should provide realistic cost estimates and not exaggerate the 

information provided. Third is responsiveness. Education agents must 

always be responsive and maintain excellent communication from the 

beginning to the end of the process, such as: live chat box. The fourth 

is Assurance. Education agents must possess official certification, 

accreditation, and deliver all services as promised beforehand. Fifth is 

empathy, where education agents accompany students until they are 

truly ready to depart and are willing to listen to students’ complaints 

patiently and wisely. 

• For future researchers 

This study is intended to serve as a reference and a basis for 

further exploration of the topic by incorporating additional variables 

in future research. The subsequent recommendation for future 

research is to incorporate consumer loyalty into educational agents, as 

it is essential to ascertain whether customers will persist in utilizing 

the services provided by the same company following the 

establishment of customer satisfaction, thereby allowing loyalty 
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variables to emerge as new constructs mediated by other factors. Thus, 

it can serve as both a complement and a benchmark for researchers. 
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