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ABSTRACT

This study aims to develop a new construct, Smart University Image (SUI), as a branding strategy in
private universities. It is necessary due to the limitations of brand image theory in the context of a
Smart University (SU), which is considered inconsistent and insufficient semantically or functionally.
The research was analyzed by using Structural Equation Modeling (SEM). The respondents were 215
students from private universities, including in the SU category in West Java Province, one of the
provinces with the highest number of private universities in Indonesia. The results showed that
Technology Readiness (TR), E-Service Quality (ESQ), and E-Information Quality (EIQ) were significantly
influenced by Value Co-Creation (VCC) and SUI at private universities in West Java. VCC is able to
mediate the relationship between ESQ, EIQ, and SUL. It is concluded that SUI is an important value of
branding strategy through VCC between students and the university.
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INTRODUCTION

The new paradigm views the relationship
between universities and their students as equal
to that of commercial companies and their
consumers, so higher education institutions are
currently practicing marketing (Susilawati et al.,

2021). Marketing activities that are increasingly
prominent in the world of education, especially
in private universities around the world, cannot
be separated from the intense competition in
universities to get new students, diversification
of funding, the emergence of new providers of
educational services, and changes in basic law in
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higher education institutions (Han and Xu,
2019). Aligned with this, prior research
conducted by Schulze et al. (2017) has clarified
that higher education underwent a process of
liberalization, bolstering its market presence
through decentralized decision-making,
emphasizing independence, and preparing to
face competition, especially in light of the rising
number of private universities.

A Kkey university marketing strategy to navigate
a challenging competitive environment is
establishing a distinct brand image. A distinctive
brand image can positively affect their
reputation, substantially impacting the student’s
time at the university (Berry, 2002). A positive
reputation sends encouraging signals to
prospective  students, resulting in a
distinguishing characteristic of the university. A
blend of a positive brand image and sound
reputation will contribute to an increase in
student satisfaction, which will subsequently
result in positive word-of-mouth and brand
loyalty. Consequently, the university would have
developed a distinguishing factor contributing to
its competitive advantage.

In connection with the competitive landscape,
the Central Bureau of Statistics (2022) data
suggests that there will be a continual rise in the
number of private universities in Indonesia.
There are 3,111 private universities spread
throughout Indonesia. As many as 2,982 units, or
93.98%, are private universities; only 125 units of
the total higher education institutions are state
universities. Statistical data showed that for the
last 4 years, most private universities are located
in West Java Province, namely 401 units in 2019,
389 units in 2020, 392 units in 2021, and 388
units in 2022. This condition shows that
competition between private universities,
especially in West Java Province, is much tighter
than in other provinces in Indonesia. In
connection with this condition, Pham et al.
(2019) said that to survive the intense
competition, state universities need to develop
branding and marketing strategies.

In response to competition in the digital era,
many universities have used the SU tagline to
create a positive image and maintain a
competitive position in the higher education
market (Musselin, 2018; Spry et al., 2018).
Tikhomirov et al. (2015) describe SU as a concept,
including the overall improvement of all
educational procedures. Uskov et al. (2016)

define SU as a combination of information and
communication technology and faculties that
produce a new, better-quality level in
educational processes and outcomes from a
commercial, research, and other university
operational perspective.

The criteria for SU in Indonesia have not been
standardized (Zakir et al., 2019). Various
terminologies such as Smart University, Smart
Education, Digital University, Cyber University,
Intelligent University, and similar topics are the
main topics of various university brand image-
based strategic plans, which are often difficult to
distinguish from one another. However, as an
effort towards SU standards, the Ministry of
Education and Culture has assessed the adoption
of digitalization in state and private universities
in Indonesia through TeSCA Digital Adoption in
learning and student activities as a form of
commitment to support the progress of higher
education and education in Indonesia.

Due to the absence of standardization
regarding SU, brand image elements at the
university become difficult to measure. The idea
of a brand image is often unclear due to the lack
of a widely accepted definition, ambiguity, and
far from its original intent (Lee et al., 2014). The
lack of theoretical consensus on the concept of
brand image in SU makes it difficult to measure
the concept. This is because the SU concept was
only started a few years ago, so these principles
and concepts have not been clarified (Uskov et
al., 2017).

To attract and cultivate a positive university
image from the students’ perspective, the
university employs the concept of Relationship
Marketing (RM), which enables organizations to
establish strong connections with their
consumers (Saha et al., 2022; Schlesinger et al.,
2015). This approach encourages the
development of shared values between students
and universities (Schlesinger et al., 2015; Payne
et al., 2008). Additionally, students have shown
keen interest in actively participating as partners
in their higher education experiences (Bovill,
2020; Bovill and Felten, 2016; Harrington et al.,
2014). Co-creating value allows institutions and
students to collaborate, enriching the student
experience and empowering students to
contribute as partners. Value Co-Creation (VCC)
entails integrating student and organizational
resources, facilitating diverse activities and
experiences that foster exchanges and
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interactions, ultimately leading to improved
practices and innovations (Prahalad and
Ramaswamy, 2004).

In addition, the development of TR, ESQ, and
EIQ in higher education institutes will make
services more effective and attractive to assist
universities (Ramaswamy, 2011; Indrayani and
Pardiyono, 2020) in obtaining good feedback
from their students and in turn creating good
university image. TR, ESQ, and EIQ also need to
be developed at private universities in West Java.
According to data from the Association of
Indonesian Internet Service Providers (APJII), it is
reported thatin 2021, West Java Province had the
highest number of Internet users, accounting for
16 percent of the total Internet users in Java.
Most internet users in Indonesia are aged 15 to
19 and are high school and college students who
prefer to use the internet to meet their needs,
including services and information.

Based on this background, the researchers
proposed a new SUI construct as a branding

strategy in private universities. SUI can contain
the idea of a brand image in an SU in terms of
semantics and content so that the smart
impression is attached to its branding strategy.
This is increasingly important in the intense
competition in the education market to uphold
the right brand terminology, with the same
standardization on smart and holistic university
concepts, to formulate a good branding strategy
for private universities.

METHODOLOGY

The research started from January 2023 to May
2023 using the cross-sectional method. Cross-
sectional research is carried out in one shot or
one snapshot (Muhyiddin et al., 2017). Based on
the variables studied, this study is descriptive
and verification research. The research model
can be modeled from the research background in
Figure 1.

Value Co-
Creation (VCC)

Figure 1: Research Model

This study used a population of students at
private universities in West Java Province which
included SU from the categories of large campus
(Telkom University and Binus University),
medium campus (Widyatama University and
Maranatha University), and small campus (Garut
Institute of Technology). Students selected as
respondents were 215 second and third-grade
students, with the assumption that these
students had experienced learning at their
university so they could assess and answer the

questionnaire properly and objectively. Hair et
al. (2014) recommend a sample size of 200 to
provide a solid basis for estimation.

The SEM used in this study requires basic
assumptions to be met, including the sample
size. Kelloway, E. K., and Santo, D. A., 1999
explained that the sample for the SEM model has
a size with a maximum of five latent variables
(constructs), and each latent variable described
by three or more indicators is considered to be
between 100 and 150 respondents. This research
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consists of five Ilatent variables with 24
dimensions, examining 215 respondents.
According to the basic assumptions of the SEM,
the respondents are considered adequate. In
addition, a literature study is also carried out to
collect theory or information related to research
problems and variables. The literature review
was regarding SUI and other variables in this

study.

Table 1: Measurement Model

DISCUSSION
Measurement Model Testing

This study evaluates the measurement model
using a one-level Confirmatory Factor Analysis
(CFA) approach, specifically the first-order CFA.
This approach’s first level (first order) assesses
the relationship between the indicators and the
variables. The results of the CFA test are
presented in Table 1.

Latent Variable Indicator | A X e VE CR
TR1 0.930 | 0.865 | 0.130
TR2 0.900 | 0.810 | 0.180
Technology Readiness 0.709 | 0.906
TR3 0.770 | 0.593 | 0.410
TR4 0.750 | 0.563 | 0.440
ESQ1 0.720 | 0.518 | 0.480
ESQ2 0.860 | 0.740 | 0.260
ESQ3 0.830 | 0.689 | 0.300
ESQ5 0.890 | 0.792 | 0.210
ESQ6 0.800 | 0.640 | 0.360
ESQ7 0.810 | 0.656 | 0.340
EIQ1 0.900 | 0.810 | 0.200
EIQ2 0.920 | 0.846 | 0.160
. . EIQ3 0.900 | 0.810 | 0.180
E-Information Quality EIQ4 0.900 | 0.810 [ 0.190 0.765 | 0.958
EIQ5 0.770 | 0.593 | 0.410
EIQ6 0.860 | 0.740 | 0.260
EIQ7 0.870 | 0.757 | 0.250
VCC1 0.840 | 0.706 | 0.290
VCC2 0.910 | 0.828 | 0.180
Value Co-Creation VCE3 1 0.890 | 0.792 | 0.200 | 0760 | 0.950
VCC4 0.870 | 0.757 | 0.240
VCC5 0.900 | 0.810 | 0.200
VCC6 0.820 | 0.672 | 0.330
SuIll 0.850 | 0.723 | 0.280
. . SUI2 0.930 | 0.865 | 0.140
Smart University Image 0.815 | 0.946
SuUI3 0.920 | 0.846 | 0.150
Sul4 0.910 | 0.828 | 0.170

Table 5 indicates that all standardized factor

loading values ( A ) > 0.50 indicate good validity
for all the indicators. The reliability of the

measurement model is demonstrated by CR >
0.70 and VE > 0.50, confirming its good reliability.
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Structural Model Testing

This study will examine two structural models
following the research model. The statistical
tests on the measurements of the structural
models reveal the values of the endogenous
latent variables as follows:

VCC=0.36"TR + 0.31*ESQ + 0.34"EIQ, (1)

Errorvar.=0.26 ,R2=0.74

SUI = 0.81*VCC, (2)

Errorvar.=0.34,R2=0.66

Table 2: Model Fitment Test Results

Remarks:
VCC =Value Co-Creation
SuUI = Smart University Image

TR  =Technology Readiness
ESQ =E-Service Quality
EIQ = E-Information Quality

Before assessing the structural model, the fit
was evaluated using the goodness of fit index
approach. This was conducted to determine
whether the theoretical model aligns with the
empirical data gathered through a questionnaire
administered in the field. The outcomes of the
test are displayed in Table 2.

GOF Acceptable Match Level Model Index | Explanation
Chi- chi-square <2df (good fit), 2df < chi-square <3df 718.63<2df | Good Fit
square (marginal fit) (686.0)

P-value P>0.05 0.01 Bad Fit

GFI GFI > 0.9 (good fit), 0.8 < GFI £ 0.9 (marginal fit) 0.44 Marginal Fit

RMR RMR <£0.5 0.12 Good Fit

RMSEA 0.05 < RMSEA < 0.08 (good fit), 0.08 < RMSEA <1 0.07 Good Fit
(marginal fit)

NNFI NNFI > 0.9 (good fit), 0.8 < NNFI<0.9 (marginal fit) 0.98 Good Fit

NFI NFI > 0.9 (good fit), 0.8 < NFI < 0.9 (marginal fit) 0.99 Good Fit

AGFI AGF 1> 0.9 (good fit), 0.8 < AGFI < 0.9 (marginal 0,81 Marginal Fit
fit

RFI RF)I > 0.9 (good fit), 0.8 = RFI < 0.9 (marginal fit) 0.97 Good Fit

CHFl CFI 2 0.9 (good fit), 0.8 < CFI 0.9 (marginal fit) 0.98 Good Fit

Based on Table 2, one out of the ten fit
indicators falls under the “poor fit” category,
while the rest have either “marginal” or
“excellent” fit categories, with some not fitting
any category. The study proceeds with the
research model to validate the research
hypothesis, utilizing the re-specified version. The

initial model exhibited numerous indicators with
a “bad fit” category in the Goodness of Fit (GOF)
results. Subsequently, the research hypothesis
was tested, and the outcomes are presented in
Figures 2 and 3.
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Figure 2: T-Value Research Structural Model Diagram

Analyzing the path coefficient values enables values obtained from this investigation are
assessing the influence level between the presented in Figure 3.
resulting latent variables. The path coefficient
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Figure 3: Statistical Hypothesis Testing
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The following is the recapitulation of
hypothesis testing based on Lisrel version 8.72
calculations (see Table 3).

Table 3: Hypothesis Testing Results

Hypothesis | Variable Path t count | F count Conclusion
Coefficient | > 1.96

H1 TR --> VCC 0.36 6.21 Accepted

H2 ESQ --> VCC 0.31 3.75 Accepted

H3 EIQ --> VCC 0.34 4,58 Accepted

H4 TR, ESQ dan EIQ --> 200.18 > 2.65 | Accepted
VCC

H5 VCC -> SUI 0.81 9.75 Accepted

Mediation hypothesis

H6 TR --> VCC --> SUI 5.238 Accepted

H7 ESQ --> VCC --> SUI 3.500 Accepted

H8 EIQ --> VCC --> SUI 4.145 Accepted

The t-count value for the TR variable is 6.21, indicating that an enhancement in ESQ

exceeding the t-critical value of 1.96, as indicated
in Table 3. Given that the t-count value surpasses
the t-critical value with a 5% margin of error,
hypothesis H1 is accepted, and hypothesis HO is
rejected. Thus, TR significantly and positively
impacts VCC. The direction of the relationship
between TR and VCC is positive, meaning that an
increase in TR leads to a corresponding increase in
VCC and vice versa.

This aligns with prior research conducted by
Payne et al. (2008) and Rialti et al. (2022),
highlighting  that  technology  facilitates
collaboration and VCC. Furthermore, the
increasing value of information technology is
being actualized through the collective efforts of
various parties involved in the VCC process (Kohli
and Grover, 2008). Huang and Rust (2018) explain
that companies that want to take advantage of
digitalization readiness in services must find ways
to jointly create value with customers VCC
through market efficiency and data integration, in
line with this research. Parasuraman & Colby,
(2015) explain that digital transformation and TR
revolutionize service ecosystems and trigger
consumer feedback.

The t-value for the ESQ variable is 3.75, which
surpasses the critical t-value of 1.96. This result
leads to the acceptance of the alternative
hypothesis (H2) and the rejection of the null
hypothesis (HO) at a significance level of 5%.
Therefore, ESQ has a positive and statistically
significant impact on VCC. The relationship
between ESQ and VCC is positively oriented,

corresponds to an increase in VCC and vice versa.

This study’s findings align with Parasuraman et
al.’s (2005) research, which revealed a significant
relationship between ESQ and VCC. The study’s
results elaborate on ESQ, defining it as the extent
to which websites facilitate efficient and effective
shopping, purchasing, and delivery, thereby
creating value for customers. Rowley (2006)
further emphasizes that “e-service” refers to acts,
efforts, or performances delivered through
information technology, encompassing the Web,
information kiosks, and mobile devices.
Essentially, ESQ is centered on value creation
through web services.

The Service-Dominant Logic (SDL) theory,
proposed by Vargo and Lusch (2004), contends
that companies go beyond merely selling physical
products; they also offer solutions and benefits to
customers, which ESQs lead to shared value
creation. Additional research by Vargo and Lusch
(2008) clarifies that the benefits of ESQ are
meaningful to customers only when they can
derive value from the company. Consequently, the
customer and the company are viewed as
“endogenous in itself” value creators.

The EIQ variable exhibits a t-count value of 4.58,
surpassing the t-critical value of 1.96.
Consequently, hypothesis H3 is accepted, and
hypothesis HO is rejected at a 5% significance level.
It can be inferred that EIQ positively and
substantially impacts VCC. The relationship
between EIQ and VCC is positive, signifying that an
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increase in EIQ corresponds to an increase in VCC
and vice versa.

The research conducted by Rita et al. (2019)
corroborates the findings of this study. The
research highlights that co-creation has become a
competitive necessity. Consumers value the
quality and quantity of information and the ability
to access information freely, contributing to a
satisfying consumer experience. Prahalad and
Ramaswamy, (2000) explain that access to
information empowers consumers to make more
informed decisions, enabling companies across
various industries to gain control over value
creation and explore innovative business
approaches. The quality of information and
communication technologies, especially the
internet, is prompting companies to rethink value
creation and become more responsive to
consumer experiences (Prahalad and
Ramaswamy, 2002).

The F-count value for the variables Technology
Readiness, E-Service Quality, and EIQ on VCC is
200.18, surpassing the F-table value of 2.56.
Consequently, at a 5% error level, hypothesis H4 is
accepted, and hypothesis HO is rejected. It can be
concluded that Technology Readiness, ESQ, and
EIQ collectively positively and significantly impact
VCC. Likewise, the t-count value for the VCC
variable is 9.75, exceeding the t-critical value of
1.96. Thus, at a 5% error level, hypothesis H5 is
accepted, and hypothesis HO is rejected. This leads
to the conclusion that VCC positively and
significantly affects SUI. The relationship between
VCC and SUI is positive, indicating that an increase
in VCC results in a corresponding rise in SUI and
vice versa.

Previous studies supporting this research
include the work of Simoes and Soares (2010),
which highlights that the internet has significantly
transformed how both domestic and international
students acquire knowledge, information, and
experiences related to the current university
image. The internet shapes Value VCC and the
university image. Elsharnouby (2015) further
explains that involving students in co-creating
their university education allows for adapting
educational services to meet students’ needs and
preferences. Therefore, student co-creation can be
vital in providing a distinctive and fulfilling higher
education experience, ultimately contributing to
building a positive university image. Oh et al.
(2015) reinforced this notion by stating that
engaging in shared value behavior can

significantly contribute to individual students and
the university’s overall image.

Based on the results of the Sobel test, which
calculated the mediation hypothesis for the
relationship between TR and SUI through VCC, the
t-value obtained was 5.238. Considering a
significance level (a) of 0.05, the critical t-table
value is 1.96. As the calculated t-value (5.238) is
greater than the t-table value (1.96), it can be
concluded that VCC effectively mediates the
relationship between TR and SUI, confirming
hypothesis 6. Similarly, for hypotheses 7 and 8, the
results of the Sobel test show t-values greater than
1.96, leading to the acceptance of these
hypotheses. In other words, VCC effectively
mediates the relationships between ESQ, SUI, and
EIQ and SUL.

The findings of this study support the
acceptance of hypothesis 15, indicating that VCC
can effectively mediate the relationship between
TR and SUI These results align with the Service-
Dominant Logic theory proposed by Vargo and
Lusch (2008), emphasizing the importance of
interaction with service providers and active
participation in co-creation (Prebensen et al.,
2013). The VCC process starts with consumer
interaction with experience elements such as
physical environment dimensions, including
office equipment and technology infrastructure,
and interpersonal dimensions, for example,
interactions with lecturers or instructors (Pizam
and Tasci, 2019). These two dimensions, namely
the availability of technological infrastructure and
good interaction with instructors, from TR.
Creating shared value that is good and in the right
“portion” will form a good image for an
organization. In this case, a good TR will affect
good SUI by creating shared value VCC in the right
portion.

The findings of this study support the
acceptance of hypothesis 16, indicating that VCC
effectively mediates the relationship between ESQ
and SUIL These results are consistent with previous
research by Tariq, Z. et al. (2022), which also
highlighted the mediating role of VCC in shaping
university images. The active participation and
collaboration of students with institutions
through continuous interactive activities enhance
the university’s brand image (Hatch and Schultz,
2010). VCC is viewed as an open innovation
approach that involves customers in the co-
creation process, particularly in the service
industry (Kumar & Kandoi, 2018).
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The study’s findings indicate that VCC plays a
mediating role between EIQ and SUI. These results
are supported by the Theory of Reasoned Action
(TRA) proposed by Fishbein and Ajzen (1975). TRA
offers insights into understanding and predicting
human behavior, suggesting that individuals make
decisions based on their awareness of the
consequences of their actions and the available
information. In the digital era, this theory
motivates EIQ to enhance consumer feedback,
improve a company’s image, and increase
consumer satisfaction (Rao et al, 2021).
Additionally, the importance of innovation in
management decisions is highlighted (Pavlenchyk
et al.,, 2023). In the context of a smart university,
technological innovation becomes essential to
enable better decision-making for university
management, leading to improved student
feedback and creating a positive SUI.

CONCLUSION AND RECOMMENDATION

TR, ESQ, and EIQ positively and significantly
affect VCC in private universities in West Java,
which are SU. This study demonstrates that higher
TR, ESQ, and EIQ levels improve shared value
creation between private universities and
students. Value Co-Creation effectively mediates
the relationships between ESQ, EIQ, and SUI. The
findings have practical implications for private

universities aiming to develop an SUI by
identifying areas for improvement and
implementing effective branding strategies.

Additionally, other researchers can utilize the
study’s results as a valuable reference in
furthering their understanding of marketing
concepts, specifically in TR, ESQ, EIQ, VCC, and SUI.

ACKNOWLEDGMENT

The authors sincerely thank the Ministry of
Education, Culture, Research, and Technology for
providing the research grant, which was
instrumental in supporting and enabling the
successful completion of this research paper.

REFERENCES
Badan Pusat Statistik (2021)
https://www.bps.go.id/indikator/indikator/vi
ew_data_pub/0000/api_pub/cmdTdG5vUOIw
KzBFR20rQnpuZEYzdz09/da_04/1

Berry, L. L. (2002). Relationship marketing of
services perspectives from 1983 and

2000. fournal of relationship marketing, 1(1),
59-77. https://doi.org/10.1300/1366v01n01_05

Bovill, C. (2020). Co-creation in learning and
teaching: The case for a whole-class approach
in higher education. Higher education, 796),
1023-1037. https://doi.org/10.1007/s10734-
019-00453-w

Bovill, C., & Felten, P. (2016). Cultivating student-
staff partnerships through research and
practice. /nternational Journal for Academic
Development, 21(1), 1-3.
https://doi.org/10.1080/1360144X.2016.1124
965

Elsharnouby, T. H. (2015). Student co-creation
behavior in higher education: the role of
satisfaction with the university experience,
Journal of Marketing for Higher Education,
25(2), 238-262.
https://doi.org/10.1080/08841241.2015.1059
919

Hair, ]. F., Gabriel, M., & Patel, V. (2014). AMOS
covariance-based structural equation
modeling (CB-SEM): Guidelines on its
application as a marketing research
tool. Brazilian Journal of Marketing, 13(2).
https://doi.org/10.5585/remark.v13i2.2718

Han, S., & Xu, X. (2019). How far has the state
‘stepped back’: An exploratory study of the
changing governance of higher education in
China (1978-2018). Higher Education, 78, 931-
946. https://doi.org/10.1007/s10734-019-
00378-4

Harrington, K., Flint, A., & Healey, M. (2014).
Engagement through partnership: Students
as partners in learning and teaching in higher
education.

Hatch, M., & Schultz, M. (2010). Toward a theory
of brand co-creation with implications for
brand governance. Journal of Brand
Management.

Huang, M. H., & Rust, R. T. (2018). Artificial
intelligence in service. Journal of service
research, 21(2), 155-172.
https://doi.org/10.1177/109467051775245

Kelloway, E. K., & Santor, D. A. (1999). Using
LISREL for structural equation modelling: a
researcher’s guide. Canadian
Psychology, 40(4), 381.

Kohli, R., & Grover, V. (2008). Business value of IT:
An essay on expanding research directions to
keep up with the times. Journal of the

www.ieeca.org/journal

937


https://www.bps.go.id/indikator/indikator/view_data_pub/0000/api_pub/cmdTdG5vU0IwKzBFR20rQnpuZEYzdz09/da_04/1
https://www.bps.go.id/indikator/indikator/view_data_pub/0000/api_pub/cmdTdG5vU0IwKzBFR20rQnpuZEYzdz09/da_04/1
https://www.bps.go.id/indikator/indikator/view_data_pub/0000/api_pub/cmdTdG5vU0IwKzBFR20rQnpuZEYzdz09/da_04/1
https://doi.org/10.1080/1360144X.2016.1124965
https://doi.org/10.1080/1360144X.2016.1124965
https://doi.org/10.1080/08841241.2015.1059919
https://doi.org/10.1080/08841241.2015.1059919
https://doi.org/10.1177/1094670517752459

Smart University image: Branding strategy in private universities

Senny Luckyardi et al.

association for information systems, 1), 1.
https://doi.org/10.17705/1jais.00147

Kumar, S., & Kandoi, M. (2018). Co-Creation A
New Method of Building Brand Loyalty &
Innovation. /nternational Journal of
Management. 46), 13-23

Lee,]. L, James, ]. D., & Kim, Y. K. (2014). A
reconceptualization of brand
image. /nternational journal of business
administration, 54), 1.
https://doi.org/10.5430/ijba.v5n4p1

Muhyiddin, N. T., Tarmizi, M. 1., & Yulianita, A.
(2017). Metodologi Penelitian Ekonomi dan
Sosial: Teori, Konsep, dan Rencana
Proposal. Jakarta: Salemba Fmpat.

Musselin, C. (2018). New forms of competition in
higher education. Socio-Economic
Review, 163), 657-683.
https://doi.org/10.1093/ser/mwy033

Oh, E. T., Chen, K. M., Wang, L. M. and Liu, R. ].
(2015). Value creation in regional innovation
systems: The case of Taiwan’s machine tool
enterprises. 7echnological Forecasting and
Social Change, 100, 118-129.
https://doi.org/10.1016/j.techfore.2015.09.026

Parasuraman, A., & Colby, C. L. (2015). An updated
and streamlined technology readiness index:
TRI 2.0. Journal of service research, 181), 59-
74.
https://doi.org/10.1177/1094670514539730

Parasuraman, A., Zeithaml, V. A., & Malhotra, A.
(2005). ESQUAL: A multiple-item scale for
assessing electronic service quality. Journal of
Service Research, 73),213-233.
https://doi.org/10.1177/1094670504271156

Payne, J. (2008). Using wikis and blogs to improve

collaboration and knowledge sharing. Strategic

HR Review, 73), 5-12.
https://doi.org/10.1108/14754390810865757

Pizam, A., & Tasci, A. D. (2019). Experienscape:
expanding the concept of servicescape with a
multi-stakeholder and multi-disciplinary
approach (invited paper for ‘luminaries’
special issue of International Journal of
Hospitality Management). /nternational
Journal of Hospitality Management, 76, 25-
37.
https://doi.org/10.1016/j.ijhm.2018.06.010

Prahalad, C. K., & Ramaswamy, V. (2002). The co-
creation connection. Strategy and business,
50-61.

Prahalad, C. K., & Ramaswamy, V. (2004). Co-
creation experiences: The next practice in
value creation. Journal of interactive
marketing, 183), 5-14.
https://doi.org/10.1002/dir.20015

Prebensen, N. K., Vitterso, ]., & Dahl, T. 1. (2013).
Value co-creation significance of tourist
resources. Annals of Tourism Research, 426),
240-261. 10.1016/j.annals.2013.01.012

Ramaswamy, V. (2011), “It’s about human
experiences and beyond, to co-creation”.
Industrial Marketing Management, 402),
195-196
https://doi.org/10.1016/j.indmarman.2010.06
.030

Rao, K. S., Rao, B., & Acharyulu, G. V.R. K. (2021).
Examining ePWOM-purchase intention link in
Facebook brand fan pages: trust beliefs, value
co-creation and brand image as
mediators. //IMB Management Review, 334),
309-321.
https://doi.org/10.1016/j.iimb.2021.11.002

Rialti, R., Marrucci, A., Zollo, L., & Ciappei, C.
(2022). Digital technologies, sustainable open
innovation and shared value creation:
evidence from an Italian agritech
business. British Food Journal.
https://doi.org/10.1108/BF]-03-2021-0327

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact
of e-service quality and customer satisfaction
on customer behavior in online
shopping. Heliyon, 510).
https://doi.org/10.1016/j.heliyon.2019.e02690

Rowley, J. (2006), “An analysis of the e-service
literature: towards a research agenda”,
Internet Research, 143), 339-359
https://doi.org/10.1108/10662240610673736

Saha, V., Goyal, P., & Jebarajakirthy, C. (2022).
Value co-creation: a review of literature and
future research agenda. Journal of Business &
Industrial Marketing, 373), 612-628.
https://doi.org/10.1108/JBIM-01-2020-0017

Schlesinger, W., Cervera, A., & Iniesta, M. A.
(2015). Key elements in building
relationships in the higher education services
context. Journal of Promotion
Management, 21(4), 475-491.
https://doi.org/10.1080/10496491.2015.1051
403

Schulze-Cleven, Tobias, and Jennifer R. Olson.
2017. “Worlds of Higher Education
Transformed: Toward Varieties of Academic

www.ieeca.org/journal

938


http://dx.doi.org/10.1016/j.ijhm.2018.06.010
http://dx.doi.org/10.1002/dir.20015
http://dx.doi.org/10.1016/j.indmarman.2010.06.030
http://dx.doi.org/10.1016/j.indmarman.2010.06.030
http://dx.doi.org/10.1016/j.iimb.2021.11.002
http://dx.doi.org/10.1108/BFJ-03-2021-0327
http://dx.doi.org/10.1108/10662240610673736
http://dx.doi.org/10.1108/JBIM-01-2020-0017%5d
http://dx.doi.org/10.1080/10496491.2015.1051403
http://dx.doi.org/10.1080/10496491.2015.1051403

Smart University image: Branding strategy in private universities

Senny Luckyardi et al.

Capitalism.” Higher Fducation, 73(6): 813-
831. https://doi.org/10.1007/s10734-017-
0123-3

Spry, L., Poorrezaei, M., & Pich, C. (2018).
Investigating corporate brand values in
higher education.
https://doi.org/10.1007/978-3-030-02568-
792

Susilawati, E., Khaira, I., & Pratama, I. (2021).
Antecedents to student loyalty in Indonesian
higher education institutions: the mediating
role of technology innovation. Educational
Sciences. Theory & Practice, 21(3), 40-56.

TARIQ, Z., NOOR, N., & RAUF, M. (2022). Role of
traditional marketing activities in creating
university brand image and reputation:
Mediating role of customer value co-creation
behavior.
https://doi.org/10.1109/ICICT47744.2019.900
1927

Tikhomirov, V., Dneprovskaya, N., & Yankovskaya,
E. (2015). Three dimensions of smart
education. In Smart Education and Smart e-
Learning (pp. 47-56). Springer International
Publishing. https://doi.org/10.1007/978-3-
319-19875-0_5

Uskov, V. L., Bakken, ]. P., Karri, S., Uskov, A. V.,
Heinemann, C., & Rachakonda, R. (2017, June).
Smart university: conceptual modeling and
systems’ design. In /nternational conference
on smart education and smart E-learning (pp.
49-86). Springer, Cham.
https://doi.org/10.1007/978-3-319-59454-
53

Uskov, V. L, Bakken, ]. P., Pandey, A., Singh, U.,
Yalamanchili, M., & Penumatsa, A. (2016).
Smart university taxonomy: features,

components, systems. In Smart education and

e-learning 2016 (pp. 3-14). Springer
International Publishing.
https://doi.org/10.1007/978-3-319-39690-
3.1

Vargo, S. L., & Lusch, R. F. (2008). Service-dominant

logic: Continuing the evolution. Journal of the
Academy of Marketing Science, 361), 1-10.
https://doi.org/10.1007/s11747-007-0069-6

Zakir, S., Defit, S., & Vitriani, V. (2019). Indeks
Kesiapan Perguruan Tinggi dalam
Mengimplementasikan Smart Campus. jurnal
Teknologi Informasi dan Ilmu Komputer, &3),
267-276.
http://dx.doi.org/10.25126/jtiik.201963986

NataliiaPavlenchyk, AnatoliiPavlenchyk., & Ruslan
Skrynkovskyy &, Svyatoslav Tsyuh (2023). The
Influence of Management Creativity on the
Optimality of Management Decisions Over
Time: an Innovative Aspect. Journal of Eastern
FEuropean and Central Asian Research. 103)
(2023) 498-514.
https://doi.org/10.15549/jeecar.v10i3.1318

ABOUT THE AUTHORS
Senny Luckyardi, email: sennyluckyardi@upi.edu

Senny Luckyardi, School of Post Graduate,
Universitas Pendidikan Indonesia, Bandung,
West Java, Indonesia. Department of
Management, Universitas Komputer
Indonesia, Bandung, West Java, Indonesia

Ratih Hurriyati, School of Post Graduate,
Universitas Pendidikan Indonesia, Bandung,
West Java, Indonesia.

Disman Disman, School of Post Graduate,
Universitas Pendidikan Indonesia, Bandung,
West Java, Indonesia.

Puspo Dewi Dirgantari, School of Post Graduate,
Universitas Pendidikan Indonesia, Bandung,
West Java, Indonesia.

www.ieeca.org/journal

939


http://dx.doi.org/10.1007/s10734-017-0123-3
http://dx.doi.org/10.1007/s10734-017-0123-3
http://dx.doi.org/10.1109/ICICT47744.2019.9001927
http://dx.doi.org/10.1109/ICICT47744.2019.9001927
http://dx.doi.org/10.1007/978-3-319-19875-0_5
http://dx.doi.org/10.1007/978-3-319-19875-0_5
http://dx.doi.org/10.1007/978-3-319-59454-5_3
http://dx.doi.org/10.1007/978-3-319-59454-5_3
http://dx.doi.org/10.1007/978-3-319-39690-3_1
http://dx.doi.org/10.1007/978-3-319-39690-3_1
http://dx.doi.org/10.25126/jtiik.201963986
https://doi.org/10.15549/jeecar.v10i3.1318
mailto:sennyluckyardi@upi.edu

