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ABSTRACT

Accredited degrees represent knowledge, information, and intelligence. As institutions
compete for students, quality of service and reputation are becoming more important. Quality
helps universities compete in crowded markets. University image affects student loyalty and
retention. A university can base its work system and services on studies of service quality and
trust. Trust's role in social progress Trust between people boosts economic growth, social
cohesion, and well-being, according to research. Trust is a measure of a party's honesty,
fairness, or friendliness. Service quality influences college enrollment. Scholars need
motivation and cognitive skills to succeed, and they rely largely on educational services. Self-
directed learning works best. International college students' views of the following factors may
indicate educational quality: QU needs better service to compete in higher education. Qatar
linked high-quality corporate services to higher education. If it enhances its education services,
QU may attract overseas students. Imagery affects student happiness most. Alumni determine
a university's reputation. To compete, universities must prioritize reputation. Mutually
beneficial collaborations are most hindered by customer mistrust. The university's image most
affects student happiness. Alumni determine a university's reputation. Loyalty is evaluated by
repeat guests and those who use the hotel's unique offerings. Service quality improvement
includes improving student loyalty. Customer satisfaction doesn't guarantee loyalty. There
have been a number of studies conducted in the field of business on subjects such as customer
loyalty and student happiness. Very few people have actually made an effort to investigate this
link when they were in school. The components from the pictures that have been presented so
far can be utilized to build a conceptual framework for study that illustrates the connection
between those components. It can also be applied to university growth, both in marketing and
in order to establish an image based on the connection of trust in service in order to increase
loyalty.

Keywords: The university's image, Service quality, Customer satisfaction, Trust's role,
Loyalty

INTRODUCTION

The epidemic has created challenges not just for students but also for educational
institutions like universities. For several decades now, having a degree from an accredited
institution has been synonymous with being a source of knowledge, information, and intellect.
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Colleges will need to rethink their learning environments in such a manner that digitalization
augments rather than replaces the interactions that exist between students and professors in
order to ensure that they continue to be relevant in the future. The value of human and social
capital may be increased via education. It has been demonstrated that higher education is
beneficial to one's health as well as to political participation, volunteerism, interpersonal trust,
and other societal consequences (OECD, 2002; George N. Tzogopoulos, 2022; Standifird,
2005; Lin and Lu, 2010). When it comes to an institution's capacity to anticipate, attract, and
keep the loyalty of its student body, trust is often viewed as an essential component. This study
investigates the ways in which trust, views of the university, and overall happiness with
services all play a part in determining the level of commitment that students have to the
educational institutions that they attend. Research that is conducted over a longer period of
time would be far more successful in collecting predictor and criterion factors before and after
course participation (Samaha, Beck, & Palmatier, 2014; Caceras & Paparoidamis, 2007).

China has announced the publication of two new development plans, the primary focus of
which is to enhance the educational system in the country. The purpose of the agreement is, as
stated, to provide a framework for compulsory education throughout one's whole life,
beginning with childhood. The Chinese government has the goal of reorganising and exercising
more oversight over the private education industry, as well as assisting public schools in the
process of integrating extracurricular activities into their standard curriculum. As universities
compete with other service providers for students, variables such as the quality of the service
provided and the reputation of the institution are coming to the forefront as markers of student
loyalty. The reputation of an educational establishment in the public eye might have an impact
on the students' trust in that establishment. Trust is vital for any form of social interaction, and
most authors agree that trust and trustworthiness are at the core of social capital. The four
elements of trust are consistency, compassion, communication, and competency. Every group
and organisation operates within a range from a high level of fear to a low level of trust(Paxton,
P., 2002; IDC, 2020; Yakovleva et al., 2010; Venkateswar Meher and Rajashree Baral, 2019).
Perceived quality can help a university compete in a crowded market. Image is "the mental
picture of an actual item that operates in place of that object”. University image has a
considerable impact on student loyalty and propensity to stay in school. Service quality
includes access, competence, understanding and knowing the students, tangibles, security,
responsiveness, credibility, reliability, and courtesy. A growing number of people are returning
to university in order to update their knowledge. Loyalty among students is one of the major
goals of educational institutions. A loyal student population is a source of competitive
advantage. Students who are committed to the school and actively participate in class have a
positive impact on the overall quality of the instruction they receive

The university can use its research to come up with ways to build the institution's reputation
and image. The outcomes of the research will be beneficial to the universities, which will help
further showcase them. It can use the findings of research on the quality of service that affects
the university's trust as a model for the development of the work system and the provision of
services.
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LITERATURE & THEORY

1. Concept and Theory of Trust

Traits of a Trustworthy Person or Organization Luhmann (2000), a sociologist from
Germany, holds the belief that individuals using their own criteria to evaluate the danger posed
by external situations is an essential component of interpersonal trust. Therefore, the objective
of interpersonal trust as a mechanism is to simplify social life and social communication in
order to achieve its goal of reducing complexity. When we examine how different schools of
thought have conceptualized the idea of interpersonal trust, we can reach the conclusion that
trust is a psychological state that encompasses both the feeling of relying on the rational
expectation of others' positive intentions or behaviors as well as the willingness to accept
vulnerability. This leads us to the following conclusion: (Coleman, J.S.,1990). As a result, the
trust propensity of university students will serve as the independent variable that will be
examined throughout this particular piece of research. Trust is a notion that has been defined
and examined by a variety of scholars from a variety of angles, such as personality trait theory,
relational model theory, and rational choice theory, amongst others. Trust is both an immensely
significant and difficult idea. It is often acknowledged that trust is an essential component of
the meaningful relationships that make up social capital. The concept of networking also has a
"cognitive" and "structural™ dimension.

When thinking about social capital, it is helpful to break it down into these three categories:
structural, relational, and cognitive. This is one of the most frequent ways to think about social
capital. (Coleman, J.S., 1990) and the vast majority of scholars concur that trust and
trustworthiness are the fundamental components of social capital (Paxton, P.,2002). Trust is
defined as "the desire to subject oneself to danger in order to rely on another person, with the
hope that the other person would not take advantage of that vulnerability," according to some
theoretical frameworks. (Purdue, D., 2001). There are five components that should be taken
into consideration while addressing the shifting requirements of trust. The establishment of a
trust hierarchy is influenced in some way by each of these components. It is possible for
companies to obtain trust results that are to the organization's overall advantage if they pay
attention to all five of these components. The following are the five essential components that
build trust: The following are the five components of trust: foundational (risk): mandatory (in
terms of security and compliance): actualized; strategic (in terms of ethics and social
responsibility as well as privacy) (trust). The importance of trust to the development and well-
being of society. Even though trust is only one aspect of social capital, research (which focuses
on the many definitions and facets of social capital) demonstrates that this facet is necessary
for the maintenance of healthy social and economic relationships. It has been demonstrated that
trust between individuals as well as confidence in institutions (referred to as institutional trust)
is a critical factor in economic expansion, social cohesiveness, and well-being. In addition to
this, it has been demonstrated that they are an essential factor in the process of policy reform
as well as the legitimacy and long-term viability of any democratic system. According to the
information that has been shown up to this point, it is acceptable to draw the conclusion that
relational trust is a part of the relationship since it is related to the uniqueness of human
connections. Trust in social relationships, on the other hand, is a cognitive process since it
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focuses on general principles rather than specific individuals. In the context of personal
relationships, trustworthiness is connected with a person's reputation, while in the context of
societal trust, it is related to the values and views that are generally accepted by the majority
of people. The following are the four factors that contribute to trust: (1) consistency; (2)
compassion; (3) communication; and (4) competency. Each of these four components is
important in order to have a trustworthy connection, yet on their own, they are not enough. The
combination of these four criteria creates trust. The notion that underpins the entirety of Jack
Gibb's Trust Theory is deceptively straightforward: higher levels of trust are correlated to
higher levels of group functioning. Imagine a spectrum that runs from apprehension to
confidence. On a spectrum that ranges from high fear to high trust, every group and
organisation is working inside its own unique band along the spectrum. In the field of social
sciences, the complexities of trust are constantly being investigated by scholars. The degree to
which one party trusts another is a measurement of belief in the truthfulness, fairness, or
friendliness of another party. This concept is essential to the fields of sociology and
psychology. The premise that trust is essential to higher functioning in all human systems, from
our homes and friendships to our work teams and social institutions, is the central tenet of the
field of study known as trust theory. Imagine a range that extends from extreme fear to extreme
trust. Trust is an essential component of every aspect of human interaction, from romantic
unions and family life to the workings of businesses and political systems and the delivery of
medical care. Trust can be defined as a set of behaviors, such as acting in ways that depend on
another person; trust can also be defined as a belief in a probability that a person will behave
in certain ways; trust can be defined as an abstract mental attitude toward the proposition that
someone is dependable; trust can be defined as a feeling of confidence and security that a
partner cares; trust can be defined as a complex neural process that binds diverse
representations into a semantic pointer that includes emotions; and trust can be In partnerships
based on mutual trust, the qualities possessed by both parties are essential components to
consider. For instance, Yakovleva and colleagues (2010) discovered that trust in the trustee is
connected to kindness and honesty perceived from both sides in coworker dyads. However, the
trustor's competency was not shown to be associated to trust in the trustee in their study. Trust
is essential to every aspect of human contact, from love partnerships and families to workplaces
and governmental organisations, and even to the provision of medical treatment. An intricate
brain mechanism known as engagement brings together a wide variety of representations into
a semantic pointer that also incorporates feelings. It is a set of behaviors, such as depending on
the actions of another person, having a belief in a probability that another person will behave
in a certain way, having an abstract mental attitude toward the proposition that someone is
dependable, having a feeling of confidence and security that a partner cares, and so on. It is
also an abstract mental attitude toward the proposition that someone is caring. Lack of trust can
develop in a romantic partnership when either partner casts doubt on the veracity of the other's
statements or deeds. This results in concerns that might be referred to as trust issues. Building
a strong relationship requires trust as an essential component of the groundwork. When trust is
violated in interpersonal interactions, it can lead to feelings of despair, worry, and insecurity.
The relationship may be suffering because there is not enough closeness in it. When there is a
lack of trust in a relationship, it may lead to a whole host of additional issues, all of which, if
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they are not handled, has the potential to ruin what is still there. The Organization for Economic
Co-operation and Development (OECD) defined social capital as "networks together with
shared norms, values, and understandings that facilitate cooperation within or among groups”
(OECD, 2001). Scrivens and Smith (2013) distinguish four main aspects of social capital,
which are as follows: Scrivens and Smith (2013) (Figure 1)

Figure 1 Main aspects of social capital

Measures of civic engagement include volunteering, political involvement,
organization membership, and various forms of community service. These
activities help people contribute to civic and community life. High levels of
volunteerism and civic engagement can enhance institutional performance
and promote cooperation and trust.

Trust and co-operation. Following Coleman (1990), “an individual trusts if he or she
voluntarily places resources at the disposal of another party without any legal
commitment from the latter, but with the expectation that the act of trust will pay off”.
The different types of trust are discussed in this chapter.

Social network support is a direct outcome of the nature of people’s personal
relationships, and refers to the resources — emotional, material, practical,
financial, intellectual or professional — that are available to each individual
through their personal social networks.

Personal relationships refer to people’s networks (i.e. the people they know) and the social
behaviours that contribute to establishing and maintaining those networks, such as spending
time with others, or exchanging news. This category concerns the extent, structure, density
and components of individuals’ social networks.

2. Concept and Theory of Service Quality

Service quality helps businesses succeed by building trust, satisfaction, and loyalty. It found
that people seek university degrees for four reasons: career worries (Career), intrinsic interest
in the subject (Interest), helping others (Helping), and an easier way into higher education
(Easy) (Loafing). Service quality in higher education is the difference between students'
expectations and their views of delivery (O'Neill & Palmer, 2004). Due to expectations, this
definition requires SERVQUAL. In higher education, service quality determines the number
of students who enrol (Chen, 2016), and students prefer schools that offer high-quality service
and satisfaction (Tahir et al., 2010).

High service quality and student loyalty will propagate knowledge by word of mouth
(Annamdevula & Bellamkonda, 2016b) (Alves & Raposo, 2009; Mansori et al., 2014). Per
Landrum et al. (1998) state that university image is one of the most valuable assets for higher
education institutions operating in the market. According to Kotler and Fox (1995), university
reputation and image are more important than service quality since students choose colleges
based on their impressions. The university's reputation also affects student contentment and
loyalty (Alves & Raposo, 2010). (Alves & Raposo, 2010). These SERQUAL five categories
are still used to measure service quality in education (Afridi et al., 2016; Kanakana, 2014;
Mansori et al., 2014), with satisfactory results. However, some academics question and
disagree with using the SERQUAL five categories to assess service quality in higher education
(Chen, 2016). Service quality (SERQUAL) was measured in five dimensions: Tangibility:
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physical facilities, equipment, and personal appearance. b. Reliability: consistent, accurate
service. c. Customer service and trustworthiness. d. Empathy: compassionate, personalised
service. e. Employee knowledge, civility, and trustworthiness. Since each higher education
stakeholder is unique, it is hard to measure them all the same (Gruber et al., 2010). Thus,
finding the finest education measurement instrument continues. However, numerous scholars
have devised innovative ideas for higher education (Abdullah, 2006; Annamdevula &
Bellamkonda, 2016a; Chen, 2016; Senthilkumar & Arulraj, 2011).

According to Heyneman (2004), educational quality concerns include the degree to which
nations are separated by educational access and academic institution quality services.
According to Petruzzellis et al., students are happy when the service matches their expectations,
highly satisfied when it surpasses them, and completely satisfied when they receive more
(2006). Customers rate service quality (Parasuraman et al., 1994). Thus, improved service
quality will enhance loyalty and attract new customers (Arima et al., 2018). Service excellence
distinguishes and positions a company's product or service (Akroush et al., 2016). In 1988,
Parasuraman et al. developed a 22-element five-dimensional service quality scale.
Measurements: (1) Tangibility is the quality of a company's tools, facilities, supplies, and
employees. (2) Service reliability means meeting expectations. (3) Responsiveness includes
acting fast and helping customers. (4) Assured staff and servers are kind and knowledgeable.

This study uses these five dimensions. Ozkan et al. (2019) state that corporate success
depends on customer loyalty. This requires the firm to improve its services. Service quality
generates customer loyalty (Izogo, 2017).

Perceived Education Quality (PEQ)

Scholars rely heavily on educational services to reach their goals, and they require
tremendous quantities of motivation and cognitive talents. Previous studies have shown that
service quality has a direct impact on happiness and an indirect impact on student retention.
International students' evaluations of the following characteristics might be used to interpret the
quality of educational services at international colleges. Internationalized curricula and efficient
academic processes may foster cultural variety. One of the most effective strategies for learning
is self-directed learning. Traditional education systems have long relied on educators and
textbooks. However, the growth of the Internet has offered an infinite number of opportunities
for individuals to study on their own. (Alves & Raposo, 2009; Mansori et al., 2014).

How to control service quality, which plays a crucial role in customer satisfaction and
loyalty, is one of the main issues in raising customer satisfaction. This empirical research
included five dimensions of service quality (SERVQUAL): reliability, responsiveness,
assurance, empathy, and tangibleness. Results confirmed that all six hypotheses and customer
satisfaction had a positive influence on customer loyalty. A case in Qatar found a link between
high-quality service provision in business and higher education. To survive in the highly
competitive higher education industry, QU must improve service delivery. Lai, Ching-Sung;
Nguyen, Minh Chi (2017). Qatar will be able to recruit more talented students who will stay
until graduation. Given the growth of globalization in recent decades, QU could attract
international students if it improves its education services. Shurair and Pokharel (2019),
Marcellia Susan, Jacinta Winarto, and Ika Gunawan (2021).
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A firm's ability to deliver on its promises is one of the most important determinants of
perceptions of service quality (Wilson et al., 2008:85). A firm's attentiveness and promptness
in dealing with customer requests, questions, complaints and problems is another important
dimension. Notion of flexibility and ability to customise the service to customer needs are also
important. The company has to seek to build trust and loyalty between key contact people and
customers. Every customer wants to feel important and understood by firms that provide a
specific service. Businesses should know their customers by name and build relationships that
reflect their personal knowledge of their requirements and preferences.

Figure 2 below illustrates that perceived service quality is the result of the customer’s
comparison between the expected service and the perceived service.

Figure 2 Determinants of perceived service quality
Source: by Wilson et al., (2008)
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3. Concept of University Image

The image is the construct that has the largest effect on student happiness. The impact of
image on student loyalty is equally important. Students pick a university based on more than
simply the curriculum or location. They also examine the institution's principles, which are a
key part of its uniqueness. Loyalty is an important factor in explaining students' commitment
to a certain institution.

After finishing their degree, dedicated student may continue to show their school some love
by giving back monetarily. Loyalty can be quantified by asking students whether they plan to
return to the institution for further education, conferences, etc. The lack of trust between a firm
and its consumers is the biggest obstacle to mutually beneficial partnerships. Universities must
accept that they have two sides if they want to do well in the modern world. The perception of
a university by the general population is hard to gauge. We classify a university or college
based on three factors: its longevity, dependability, and service quality. Getting a college
degree significantly affects one's cognitive, affective, and volitional functioning (Merchant &
Rose, 2013). Universities are investing more in enhancing their public reputation, as reported
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by Lafuente-Ruiz-de-Sabando et al. (2018). A university's credibility and image are established
by the quality of its alumni. Musselin argues that in today's competitive higher education
environment, institutions must work harder to maintain a positive public image. Students'
mental, emotional, and behavioral health are impacted by the university's reputation. Academic
and social networks, the school's reputation and organisational history, and the employment
prospects of its graduates are all factors that contribute to a school's standing in the eyes of
experts. Universities need to make upholding their reputations a top priority in order to remain
competitive.

4. Concept of Loyalty

Loyalty is vital to the success of every bond, be it romantic, family, social, or professional.
Sincerity, help, respect, and appreciation go a long way toward fostering loyalty
(Phonthanukitithaworn et al., 2020). (Khoo et al., 2017). True loyalty isn't just counted by the
number of repeat visitors, but also by regulars who make advantage of hotel's exclusive features
and amenities. (Mellens, DeKimpe and Steenkamp, 1996). (Singh, Ehrenberg and Goodhardt,
2008). (Nobar and Rostamzadeh, 2018). Joudeh and Dandis (2018) Kang, Alejandro, and
Groza (2015), Appuhamilage and Torii (2019) (Weerasinghe & Fernando, 2018). Satisfied
students are more likely to remain committed, recommend courses to their peers, and offer
financial assistance to their schools. Universities should, therefore, identify the aspects that
significantly affect student happiness (Annamdevula & Bellamkonda, 2016; Latif et al., 2021;
Todea et al., 2022; Snijders et al., 2022; Annamdevula and Bellamkonda; 2016).

There is a robust relationship between the quality of educational services and the
satisfaction and commitment of the student body. Increasing student loyalty is one goal of
improving the service quality. Khadka and Maharjan (2017) distinguish two types of consumer
loyalty: (1) based on attitudes and emotional connection to properties and good service.
Emotional loyalty is a customer's anxiety based on past experiences and attitudes, whereas
behavioral loyalty is how often they shop at a store. (2) Happiness and fulfillment increase
consumer loyalty (Rehman et al. 2020; Heo & Lee 2016; Latif et al. 2021; Annamdevula &
Bellamkonda 2016). Dissatisfied customers can file claims or purchase elsewhere. Thus,
satisfaction doesn't ensure customer loyalty (Le et al. 2019; Zdemir et al. 2016; Dandis et al.
2021; Teeroovengadum et al. 2019).

5. Trend for China’ s Education and Universities

Recent global prosperity has hurt China's domestic economy. The world has changed. This
epidemic might spread. Positive countries interact and trade in many domains to handle global
transformations, economic and cultural issues, and international relations. Global competition
is intensifying. Talent wars are merely another type of nationalism. Innovative talent
competition boosts national innovation and expertise. China has intensified its efforts to train
and educate persons with strong ideological and political literacy, as well as the capacity to
innovate and start their own enterprises, using top-level design and a solid foundation.

After two devastating financial crises, China's 1978 reform and opening-up program
prompted the government to prioritize developing a resilient workforce. China's success
depends on reducing crises' apparent and implicit hurdles. Since China has entered a new period
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and is trying to be imaginative, its education trend must reflect reality and future progress.
Chinese educators should quit wasting time and focus on creating citizens who can watch and
influence change. Top creative brains are needed to advance science, technology, education,
culture, and the economy in China. Thus, China can increase its global awareness and
investment. It may help Chinese students obtain transferable skills and broaden their
perspectives, as well as Belt and Road private college students succeed. The 2015 government
Implementation Opinions on Deepening the Innovation and Entrepreneurship Education
Reform in Private Colleges elevated the reform in higher education. Innovative, ethical, and
patriotic minds need government guidance. China's private colleges indoctrinate intellectuals
and politicians. Private schools in China have long stressed political and ideological education.
Since Comrade Xi Jinping's 18th Party Congress, the Party Central Committee has prioritized
doctrinal and political activities at private schools and universities. General Secretary Xi
Jinping's teaching technique emphasizes "maintaining a particular channel and building
responsibility areas in all other courses” (Qi, 2020). To educate the public, ideological and
political education must permeate all levels. CPC Central Committee and State Council
launched Education Modernization 2035 in February 2019. China's first mid- and long-term
education modernization strategy plan. It details the nation's aims, priorities, and strategies for
achieving its vision. It is a comprehensive plan to modernize education in The Times and make
the country an education powerhouse. This paper delivers China government orders to boost
talent training. Due to the Internet's rapid expansion, schools must develop strategic training
programs and pedagogical environments to foster students' creativity and entrepreneurship. In
college, using network media, recognizing group growth aspects, guiding the right use of
network resources, and leveraging network for education work will be vital.

Chinese universities now offer innovation and entrepreneurial courses and competitions.
After decades of advancement, most educational institutions are in a transitional era of
consolidation of effective institutional frameworks and integration of programs encouraging
creativity, entrepreneurship, and professional competence. Deeper development is coming
from attempts to foster creative and entrepreneurial potential and commercial and academic
ties (Ankrah, S.; Al-Tabbaa, O., 2015). Yunnan's educational models are Tsinghua, Renmin,
Heilongjiang, and Wenzhou Private Colleges. China agrees that the "demographic dividend"
must be replaced with the "talent dividend" in the future era. Integrating business and higher
education and changing talent training requires a committed effort. These publications propose
that colleges should teach more people to satisfy the needs of a contemporary industrial system,
which involves the coordinated expansion of the real economy, technical innovation, modern
finance, and human resources. Tech schools need stricter criteria.

DISCUSSION

We found several related ideas and studies, including this study's variables, in the
aforementioned literature. Most research is quantitative; however, this study uses mixed
techniques to collect data and evaluate university sub-factors rather than common
characteristics. In order to strengthen the conceptual framework, the researcher sought to
summarise the relationship between independent and dependent variables. According to
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marketing theory, students care more about the school's reputation than excellent service
(Chandra et al., 2019). According to Andreassen (2014 ), customers develop mental
representations based on information obtained through indirect communication or actual
experience. Azoury et al. (2014) suggest that university image branding is a precondition for
image branding methods in Australian institutions in this highly competitive age. Masserini et
al. (2018) found that institution reputation is a major influence on whether students would
return to a school and be satisfied with their college experience. Functional and
transformational service quality in higher education (Teeroovengadum et al., 2016)

Unlike the functional aspect of service quality, the technological portion is tied to
pedagogical reform (Teeroovengadum et al.,, 2016). Schools aim to change pupils via
instruction (Leibowitz and Bozalek, 2015). Higher education quality evaluation experts should
have addressed service quality's transformative potential. Surprisingly, this component has
been omitted from studies, making HESQUAL measurement instruments and models
ineffective and conceptually restricted. The research employs Teeroovengadum et al.'s (2016)
HESQUAL scale to split technical and functional service quality into theoretical categories and
analyze how each affects brand perception, customer loyalty, and overall satisfaction.

"University brand image as a competitive advantage" was examined by Panda (2019).
University image was defined as the quality of the university's history, services, and
administration, and this study examined the relationship between these criteria and student
satisfaction. In the US and India, student happiness depends on a distinct image. Higher
education service quality and loyalty were studied by Gronroos et al. (2019). This study
validated the higher education service quality (HESQUAL) measure and tested an updated
structural model that predicts student loyalty based on image, perceived value, satisfaction, and
service quality. Since the researcher wants to prove a theory concerning university reputation
and student satisfaction and loyalty, this study is relevant (Ali and colleagues, 2016).

According to studies, all five factors of service quality in higher education impact student
satisfaction, which in turn affects the institution's reputation and student loyalty. Students are
identified as a source of focus and fulfillment, and reputation and image are associated with
loyalty. Chinese undergraduates' loyalty depends on trust, service quality, and the university's
image. This study explores the direct and indirect effects of service quality on student loyalty
through the mediation function of student satisfaction to propose a mediation model that links
university image and student loyalty. Therefore, the model for this investigation is based on an
empirical study (Berry, Parasuraman, and Zeithaml, 1988; Parasuraman, Zeithaml, and Berry,
1994) of service quality, customer satisfaction, and customer loyalty as individuals'
impressions of and motivations for purchasing goods and services from for-profit and not-for-
profit enterprises. To apply the indicators to further industries, this notion must be broadened
(Ozkan, et al., 2019; Quoquab et al., 2019; Subrahmanyam, 2017). Brand trust, as described
by Lau and Lee in Rizan et al. (2012), happens when people trust a product despite its risks in
hopes that it will deliver the projected benefits (Rizan, M., Saidani, B., and Sari, Y., 2012).
Hellier et al. (2003) say this degree of happiness shows a successful product since it meets the
consumer's aspirations, expectations, and needs. Client loyalty is closely related to customer
satisfaction, according to Kotler (2003). Kotler (2003); Karsono (2008); Gecti (F.); and Zengin
(H.) (2013). Still, customer loyalty is important in marketing since it describes a customer's
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purchasing frequency. A school's performance depends on student satisfaction with its
operations and techniques. Panda, Teeroovengadum, Gronroos, and Ali all included these
criteria in their conceptual frameworks, but not functional trust, service quality, or university
image. Panda et al. (2019) say that a university's image is how the public thinks about it based
on their thoughts, feelings, experiences, and facts.

This includes creating results that both the supplier and the customer agreed on in a service
transaction (Teeroovengadum et al., 2019).

The notion is that one will keep using one's favorite service no matter how much others
protest or how hard the competition tries to convince one to switch (Annamdevula &
Bellamkonda, 2016b). Productivity rises with student trust. Situational engagement Increased
altruism is a potential customer's assessment of a product's strengths and trustworthiness rather
than its apparent alternatives (Gronroos, 2019).

Important data identified five criteria that characterize loyal students: 1) promote this
institution; 2) recommend it; 3) encourage friends and family to attend this university; 4)
consider this institution a top choice for an overseas education provider that offers a degree in
the topic of interest; and 5) enroll in more courses at this university in the coming years (Le et
al., 2019; zdemir, 2016; Dandis, 2021; Teeroovengadum et Marcellia Susan; Jacint Winart,
2021). Descriptive research evaluated private bank services. Bank performance and variables
are studied. Hypothesis testing reveals banking performance depends on dependability,
responsiveness, assurance, and tangibles. The study suggests private banks can boost
performance by maintaining or increasing service quality.

The conceptual framework of the study is depicted in Figure 3.; it draws heavily from
research model 1 and assumes relationships between trust, service quality, university
reputation, and student loyalty.

Figure 3 Relationship between trust, service quality, university reputation, and student
loyalty.
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There have been a number of studies conducted in the field of business on subjects such as
customer loyalty and student happiness. Very few people have actually made an effort to
investigate this link when they were in school. The components from the pictures that have
been presented so far can be utilized to build a conceptual framework for study that illustrates
the connection between those components. It can also be applied to university growth, both in
marketing and in order to establish an image based on the connection of trust in service in order
to increase loyalty.
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