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ABSTRACT
Do our university need a landmark? Is a recent question that somehow rises a discussion
in many universities in Indonesia. This mixed method study tries to determine Universitas
Lancang Kuning’s customer satisfaction based on tangibles dimension or present physical
appearance. The present challenge of massive competition among higher education institution in
Indonesia force many universities to see having a landmark as one of the solutions. The objective
of this present study is expected to give a brief perspective about a landmark strategic issue for
higher education around the globe by using Unilak as it exemplary context.
This present study found some interesting findings of tangibles dimension both from the
perception of the inner circle (students and lecturers) Unilak or the outer circle (public) who
frequently interacted with Unilak. 1982 students, 174 lecturers and 212 citizens in Riau province
participated as informants in this present study. They participated by giving feedback in a
different set of questionnaire.
This study used 3 different sets of questionnaire as the main instrument to collect data.
Every questionnaire delivered to a different group of informants exclusively. Benchmarking and
documentations also used to triangulate data to ensure the quality and quantities of data. This
present study analysis realized a massive competition among institutions in Indonesia, especially
in the province of Riau. The data reveals that the tangibles dimensions in Unilak were left behind
from its major competitor in the regions. It is supposed to forces Unilak to find the most
appropriate strategy to win the competition. The results of the analysis in this study recommend
the need for Universitas Lancang Kuning (Unilak) to have a landmark that functions as a
"lighthouse" in attracting the market and to raise the university pride in the regions.
Keywords: Tangibles, Service Excellent, Customer Satisfaction, Landmark, Unilak.
INTRODUCTION
The present challenge of massive competition among higher education institution in
Indonesia forces many universities including Universitas Lancing Kuning, Pekanbaru to see
having a landmark as one of the solutions. “Do every university need a landmark?” Is one of the
strategical issues rise and switch the debate among policy maker and academia in Indonesian
university including Universitas Lancang Kuning Pekanbaru, Indonesia (henceforth: Unilak).
Unilak is one of the famous and prestige private university in the province of Riau,
Indonesia. Initiated by the Riau Provincial Government and Riau community leaders, on June 9,
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1982. Unilak was established 36 years ago with the main objective of providing a low cost but
high-quality education for Riau people. Since its initiations, Unilak presently has nine faculties,
21 departments and two postgraduate programs and already produced thousands of alumnus
which spread around the globe.
As its tagline "The Pride of Riau" Unilak seems to have an exclusive place in the heart of
Malay community in Riau since its representing the majority of the ethnic groups. As a private
university that initiated by the local government of Riau province, Unilak is highly expected to
have a strategic role as a higher educational institutions provider in the regions. However, due to
the present competitiveness with the presence of the MEA, Unilak as one of the old universities
in Riau province, somehow facing a massive and global competition. Therefore, Unilak
Pekanbaru needs to think globally and provide excellent services to maintain its positions as a
reputable university in Riau and to capture the worldwide market needs.
Facing the massive competitions, Unilak needs to see not only the global needs but need
to see also its competitor existences as well. Since Unilak located near the country borders,
Unilak should realize that it has so many competitors. Due to its location, Unilak should force
not itself not only to see its competitor from the region but also from Malaysia and Singapore
universities (Wardi, 2017).
With the increasing number of competitors in a higher education provider, it forces
Unilak to find the most appropriate strategy to win the competition, tries to satisfy customers and
raise the university pride in based of excellent service dimensions. The main questions in this
study focusing on present Unilak's physical appearance regarding market desires. Therefore this
study tries to explore the tangibles dimension on Unilak service excellent, including finding out
necessities of “lighthouse strategy” by having a landmark for Unilak. The objective of this
present study is expected to give a brief perspective about a landmark strategic issue for higher
education around the globe by using Unilak as it exemplary context.
Having, a skyscraper building that has functioned as a landmark in many universities in
Indonesia rises significantly nowadays. The landmark for some university sees not only as
concrete but a building that can be used to attract the attention of the target market and raise the
university's pride. Therefore this study started its journey by measuring the level customer
satisfaction seeing from Unilak tangibles dimension both from the academia, i.e., students and
lecturers and the people of Riau who interact with Unilak then decided whether Unilak needs a
landmark or not.
These three groups of informants were needed, to see from many perspectives. In the
education services industry, lecturers, students and the public who interact with the university
certainly are the customers. The customers expected to get excellent services from the university,
while on the other hand, the university should also have standards of quality in providing their
services. Regarding, consumer perception of the quality of service itself is a comprehensive
assessment of consumers on the excellence of a service (Kotler, 2007). Therefore; this study
involved their perceptions in deciding the recommendation.
The recent study about Unilak (Wardi, 2016) found that the improvement in Unilak is
already on the right track referring to its road map of development, however, in some parts needs
to enforce such as the facilities and new buildings. As a private university that initiated by the
local government, Unilak is expected to have a strategic role as a higher educational institutions
provider in the regions. As its tagline "The Pride of Riau" Unilak seems to have an exclusive
place in the heart of Malay community in Riau since its representing the majority of the ethnic
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group's expectations and pride. However, due to the present competitiveness as the presence of
the globalization, Unilak as one of the old universities in Riau province, somehow facing a
massive and strict competition. Therefore, Unilak Pekanbaru needs to think globally and provide
excellent services. As a private university in the province of Riau, Unilak continues force to
improve its services (Wardi, 2016). However, to face the massive competitions, Unilak needs to
see not only the global needs but need to see also its competitor as well especially in the region.
The excellent service dimensions in the increasingly competitive world of higher
education services put Tangibles dimension as one of its focuses. A discussion about tangibles
dimension shows that the efforts to improve administration and service to students and lecturers
as well as to look great to the community its affect the outcome significantly (Wardi, 2017).
Services improvement to the students, lecturers and the public are intended to facilitate teaching
and learning activities and their social life runs optimally in the campus. The campus life
environment should be supported by excellent service by the university to ensure sustainable
quality improvement in supporting the University such as Unilak as a humanist campus by
supporting all the positive activities of the academia.
Unilak as a university that strongly related with Riau province vision must have a
standard quality on excellent service. Therefore, Arranging, establishing and implementing
service standards especially for external communities related to anything must be examined more
seriously by all parties (Wardi, 2017). Public interest, legal certainty, equality of rights, the
balance of rights and obligations, professionalism, participatory, non-discriminatory, vivid,
accountable, on time and most importantly of public services in Unilak must be fast, easy and
affordable to be able to compete in the global competition.
Services that have prime standards (service excellent) and are oriented towards customer
satisfaction will be able to provide a positive image. Therefore, Unilak as a recognized university
in the region should design based on their customer’s satisfaction. Abdullah and Tantri (2012)
said satisfaction is the level of a person's feelings after comparing the product performance
(results) he feels with his expectations. So the level of satisfaction is a function of the difference
between perceived performance and expectations. Customers in Unilak can be interpreted as
students, lecturers and the public in Riau province which can be experienced a different level of
satisfaction. If the service exceeds their expectations, customers will be very satisfied or happy
(Ismail and Yunan, 2016). Therefore, the measurement in this study is very important to be done
so it can reveal whether the institution is already on the right track or not.
Measurement of service quality in this explanatory research tries to determine customer
satisfaction based on dimensions tangibles or physical appearance. Abdullah (2011) is in line
with a large number of empirical studies on SERVQUAL models such as: Chingang & Lukong,
2010; Rodrigues et al., 2011; Amiri-Aghdaie & Faghani, 2012; Hussain et al., 2015;
Annamdevula & Bellamkonda, 2016; Theresia & Bangun, 2017. These studies develop a
factorial analysis showing that service quality at least has three dimensions, namely
"Systemization of service delivery," "Reliable communication" and "responsiveness." However,
this study only focuses on the most prominent dimensions of physical appearance (tangibility).
Unilak's physical appearance or tangibles dimension should in line with market desires is the
basic thinking in this study. Therefore, it explores in and analyzes whether the strategy of having
a skyscraper building that functions as a “landmark” as in many universities already have, is
effective for Unilak.

3

1528-2678-22-4-179

Academy of Marketing Studies Journal

Volume 22, Issue 4, 2018

METHOD
The purpose of this present study tried to obtain customer satisfaction perceptions and
then recommend whether or not Universitas Lancang Kuning (Unilak) as an educational service
provider in Pekanbaru Riau has a landmark that functions as a "lighthouse" in attracting and
directing new students to study at Unilak. The method used in this research is mixed methods
since this study combine two forms of research namely quantitative and qualitative to ensure a
valid, reliable and objective of the research study is obtained. This study believed that using
different types of procedures for collecting data and obtaining that information through different
sources can augment the validity and reliability of the data and their interpretation.
Generally, there are various procedures of collecting data. The main instruments used in
this mixed method researches consist of closed-ended questionnaires (online and offline),
observations, library research. These different ways of gathering information can supplement
each other and hence boost the validity and dependability of the data. In the main, the
quantitative data are obtained through closed-ended questionnaires and the qualitative data
through observations and library research of documents and internet search. The items of the
questionnaires are mainly developed based on the research objectives and research questions.
Therefore, these various ways of data collection, tries to boosting the validity and reliability of
the data and instruments are seems delineated at length. It is believed that the method employ in
this study can be useful and beneficial to the researchers who use mixed method approach and
in particular who want to start or are involved in the process of conducting research in
perceptions.
The explanatory sequential design in mixed method research employ based on Creswell
(2014) recommendations in line with several recent studies on services such as RamseookMunhurrun et al. (2010); Gudlaugsson (2010); Hawrysz (2016); Annamdevula and
Bellamkonda (2016); Ali et al. (2016) as the theoretical basis for seeing tangibles dimension in
public service excellence. It is chosen to help in explaining services cape and service quality
regarding tangibles dimension and it necessary needs. Steps and the design are reflected in the
picture below (Figure 1).

FIGURE 1
EXPLANATORY SEQUENTIAL DESIGN
In this method the first stage is to collect and analyze quantitative data and then to be
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followed by the collection and analysis of qualitative data that is built based on the initial
quantitative results. The instruments used in collecting data in this study are three types,
namely: 3 sets questionnaire (online and offline), documentation (archive, picture, etc.), as well
as benchmarking results to an A-accredited university or those that have adopted ISO standards.
In general, quantitative data analysis in this study is used to calculate scores and percentages
contained in the online/offline questionnaire sheet and then the data is interpreted by looking at
the answer patterns then triangulated with data from other instruments. The other instruments
will help as well as well to distinguish a proper solutions based on the findings in this study.
RESULTS AND DISCUSSION
This study is designed to focus on the tangibles dimension as a part of service and
service excellent at Unilak Pekanbaru in Riau province Indonesia. Unilak being selected in this
study due to its location, unique history with the local government and the research fund
orientation. The tangible dimension in this study not only covers the concrete building
assessment. Nevertheless, it is also assessed the equipment, employee appearance, building
facilities and others. To find out whether it needs and improvement or not regarding on the
customer needs and believes.
This study based its data from an online questionnaire that was opened from 25 October
2017 to 25 February 2018 (4 months). Three sets of questionnaires were designed for each
group of respondents. It was recorded responses from 1982 students, 174 lecturers and 212
citizens of Riau (outer perspective) which are willing to share their time as a respondent in this
study. These groups of respondents were believed can give inner-outer perspectives regarding it.
Therefore, to reach these respondents the social media, i.e., WhatsApp group and Facebook
were used. However, to ensure the reliability of data three open access questionnaires were
designed distributed massively.
Moreover, the data are taken from the three types of the questionnaire used as the
quantitative data collection then linked and triangulated with documentaries results and
benchmarking activities to the university with A-accreditation as it qualitative data collection.
Universitas Hasanuddin (Henceforth: Unhas) in the province of South Sulawesi was selected as
a benchmarking place due to its location which an A-accredited university outside of Java island
of Indonesia similar with Unilak.
The data are taken from the three types of the questionnaire used as the quantitative data
collection then linked and triangulated with documentaries results and benchmarking activities
to the university with A-accreditation as it qualitative data collection. Universitas Hasanuddin
(Henceforth: Unhas) in the province of South Sulawesi was selected as a benchmarking place
due to its location which an A-accredited university outside of Java island of Indonesia similar
with Unilak.
This study used three types of instruments to gain the data namely: questionnaire
(online), documentation (archive, picture, etc.), as well as the benchmarking results from
Universitas Hasanuddin (Unhas). The quantitative data in this section showing the pattern from
3 groups of respondents and percentages from the online questionnaire and then the data
interpreted as well as triangulated with the data from other instruments. Below are the general
perceptions from three groups of respondents regarding Unilak tangibility dimension.
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FIGURE 2
TANGIBLES DIMENSION BASED ON STUDENT’S PERCEPTION
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FIGURE 3
TANGIBLE DIMENSIONS BASED ON LECTURER’S PERCEPTION

FIGURE 4
TANGIBLE DIMENSIONS BASED ON CITIZENS OF RIA’U PERCEPTION
Data at Figures 2-4 shows a very interesting pattern. It seems from the inner perspective,
Unilak's physical appearance showing positive results. The majority of students somehow think
their campus physical appearance is already good (53%) and sufficient (27.5%). This is also
quite similar with the answers from the majority of lecturers which are giving a good (45.9%)
response and sufficient (42.4%) in their answer. However, when the same question delivered to
the public (outer circle perspective) “How do you think on Unilak physical appearance
presently". Only a small number of them selected good (15.25%) as their answer. The majority
of the citizen who became respondents in this study selected sufficient enough (45.5%) as their
answer.
Another point that needs to emphasize is the significant numbers of worst and bad answer
from these three groups respondents i.e. students (6.8%), lecturers (5.9%) and Riau citizen
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(36.7%). As revealed by the number of these percentages, one thing that should be highlighted
also from this study is the response from the public who seems responded skeptically (36.7%). It
seems many of them were not impressed with Unilak physical appearance. Consequently, they
responded with bad (32%) and worst (4.5%) answers for Unilak's the Tangibles dimension or
Unilak's physical appearance. In other words, it revealed that there is a quite serious problem on
Unilak physical appearance presently according to the respondents especially the public.
The data found in this study also showed the same perception that the inner circle’s views
in Unilak such as students and lecturers who were respondents in this study showed a pattern of
answers that tended to very positive in seeing the appearance of building, infrastructure and
landscape of Unilak. However, when compared to responses from the general public based on
the results of their questionnaire, a slightly different answer was found, the general public still
showed the significance of skeptical and negative responses. The data might be seen below.

FIGURE 5
THE PUBLIC RESPONSE REGARDING BUILDING APPEARANCE IN UNILAK
The data above (Figure 5) showed that there were still quite high skeptical responses
about the external building appearance of Universitas Lancang Kuning (Tangibles dimension).
The percentage of disagreeing was 19.2% and strongly disagree 11.5%. If those percentages
were totaled, there would be 30.7% skeptical responses towards the external building appearance
of Universitas Lancang Kuning. However, by using the same questionnaire, the slightly different
data were found on Universitas Lancang Kuning inner-circle’s perspective. The data might be
seen below.
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FIGURE 6
UNILAK STUDENT’S VIEWS ABOUT BUILDING THE APPEARANCE OF UNILAK
The student’s responses on the Figure 6 above showed that the majority of Unilak
students had confidence perception about the university building appearance which had given a
superior, advanced and competitive impression. The percentage of agreement was 40.6%,
strongly agree was 6%, disagree was 9.7% and strongly disagree was 1.8%.
Almost similar perceptions were also given by Unilak lecturers. From 174 lecturers who
were respondents in this study, most of them gave positive responses than skeptical responses
about the building appearance of Unilak. The percentage of agree was 32.1%, strongly agree was
8%, disagree was 29.5% and strongly disagree was 4.5% with total comparison of those
percentages were 40.1% (agree and strongly agree) versus 34% (disagree and strongly disagree).
The data were illustrated on the Figures 7 & 8.

FIGURE 7
UNILAK LECTURER’S VIEWS ABOUT BUILDING THE APPEARANCE OF UNILAK
The data of perception about Unilak landscape also showed the same pattern result
(Figure 7). The answers from inner circles tended to positive, but outer circle still tended to quite
high skeptical answers as illustrated below.
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FIGURE 8
THE LANDSCAPE OF UNILAK BASED ON PUBLIC AND LECTURERS
PERSPECTIVES
This study also found that the inner circle's answers between students and lecturers were
almost the same. But, student’s answers significantly contributed many positive points than the
lecturer’s answers. It meant that the perception of students towards their university was quite
confident about their university (Figure 8).
On the other hand, the data also showed that the responses from lecturers were quite
diverse regarding the building appearance of Unilak. It might indicate deeper observations. The
data might be seen on the Figure 9

FIGURE 9
THE CAMPUS LOCATION BASED ON STUDENTS AND LECTURER’S
PERSPECTIVES
The strategic location is also considered in the competition among educational service
institutions. The location sometimes determines the student’s choice when choosing a university
(Wardi, 2017). The findings in this study indicated that several higher education service
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providers in Pekanbaru were located in strategic locations. This study found the location of
Unilak was quite strategic. For the question on the questionnaire "Unilak has a strategic
location," 41.9% of them answered agree. However, 42.4% of them still answered neutrally. This
study also found that only a few students (6.45%) answered that the location of Unilak was not
strategic. The location of Unilak was strategic as an educational premise. But, when compared
with several private universities in Pekanbaru such as Muhammadiyah University of Riau
(UMRI) and Riau Islamic University (UIR) which were in the center of Pekanbaru where the
location of the trade center and the density of settlements were the benchmarks, so Unilak
premise was less profitable (Wardi, 2017) than the competitors.
The location and buildings appearance are the important elements in attracting
prospective students. Therefore, it should be one of the main focuses in the competition for the
educational services market. Regarding the importance of having a display that makes people
interested in using Universitas Lancang Kuning as an educational service provider institution, it
is necessary to have a building that becomes a "lighthouse" or landmark of Universitas Lancang
Kuning. A lighthouse or landmark used must be visible buildings which have the function as a
differentiator of "class" with other education service providers in the region.
Therefore, benchmark on this study refers to an interesting example, namely the
University Hospital or Teaching Hospital (a.k.a: Rumah Sakit Pendidikan) building located in
University of Hasanuddin (Unhas) South Sulawesi which is a landmark and a distinctive building
of high-rise invisible buildings that can be seen clearly from distant visibility in Makassar. The
University Hospital is also intentionally designed in the side of a big road which is access of free
promotion to the Makassar people in South Sulawesi who pass either to the Airport or other
districts, vice versa.

FIGURE 10
UNIVERSITY HOSPITAL UNHAS, INDONESIA
The location of Universty Hospital (Figure 10) is very appropriate by placing it on one
side of the premise of Hasanuddin University which is directly adjacent to highway access which
is accessed by thousands of people every day. The University Hospital is also located in front of
South Sulawesi provincial referral hospital. It is not only to facilitate medical staff to swift and
refer patients to minimize the budget, but the placement also makes Hasanuddin University get
free promotions every day to patients and visitors of hospitals in South Sulawesi. The University
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Hospital as a landmark is also has functioned as a differentiator of this university with several
well-known universities in Makassar which also have high-rise visible buildings such as "Phinisi
Tower" from the State University of Makassar and "Iqra Tower" of the Muhammadiyah
University of Makassar (Figure 11).

FIGURE 11
PHINISI TOWER AND IQRA TOWER
CONCLUSION
The present challenge of massive competition among higher education institution in
Indonesia forces many universities to see having a landmark as one of the solutions. Therefore,
this mixed method study tries to determine Universitas Lancang Kuning from its tangibles
dimension. This present study analysis realized a massive competition among institutions in
Indonesia, especially in the province of Riau. The data reveals as well that Unilak seeing from
the tangibles dimension was left behind from its major competitor in the regions. It is supposed
to forces Unilak to find the most appropriate strategy to win the competition. Do Unilak need a
landmark or high rise visible building? Therefore the answer is yes. Unilak needs a landmark.
The results of the analysis in this study recommend the need for Universitas Lancang Kuning
(Unilak) to have a “landmark” that functions as a "lighthouse" in attracting the market and to
raise the university pride in the regions.
Referring to the importance of the tangibles dimension that makes people interested in
choosing Unilak as an educational service provider institution, it needs a building that becomes a
lighthouse as well as the landmark of Unilak. The landmark in Unilak should be placed in a spot
that is widely accessed by the community so that it can provide free promotion effects. The
landmark must also provide a distinguishing feel compared to other similar institutions in Riau.
The landmark is not an only visible building but also has a function as a distinguish Unilak level
with other providers of education services.
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