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ABSTRAK 

 

Raden Rafaida Putri Rahmania Widjajapradja (2106066) “Student Experience 

Value Mahasiswa Universitas Pendidikan Indonesia” di bawah bimbingan.  

Prof. Dr. Agus Rahayu, MP., dan Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M.  

 

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh service quality 

dan employee branding terhadap student experience value pada mahasiswa UPI 

jenjang S1. Jenis penelitian yang digunakan adalah deskriptif dan verifikatif. 

Metode yang digunakan stratified cluster sampling dengan ukuran sampel sebanyak 

200 responden. Teknik analisis penelitian ini adalah analisis Structural Equation 

Model (SEM) dengan menggunakan program AMOS for windows. Hasil temuan 

pada penelitian ini menemukan bahwa gambaran service quality dan employee 

branding berada pada kategori tinggi, sedangkan gambaran student experience 

value berada pada kategori sangat rendah. Service quality memiliki pengaruh positif 

tidak signifikan, sedangkan employee branding memiliki pengaruh positif dan 

signifikan terhadap student experience value. Temuan ini menunjukkan bahwa 

penerapan service quality dan employee branding dapat membentuk student 

experience value pada mahasiswa UPI jenjang S1. Berdasarkan hasil penelitian, 

peneliti merekomendasikan untuk meningkatkan kualitas layanan dosen terhadap 

mahasiswa sehingga mendapatkan pengalaman yang tidak terlupakan dan 

mendorong mahasiswa merasakan student experience value yang lebih tinggi. 

 

Kata kunci:  service quality, employee branding, student experience value, higher 

education 
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ABSTRACT 

 

Raden Rafaida Putri Rahmania Widjajapradja (2106066) "Student Experience Value of 

Indonesian University of Education students" under the guidance of Prof. Dr. Agus Rahayu, 

MP., and Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. 

 

This research aims to obtain an overview and the influence of service quality and employee 

branding on student experience value among undergraduate students at UPI. The research 

design used is descriptive and verification. The method employed is stratified cluster sampling 

with a sample size of 200 respondents. The analysis technique used in this study is the 

Structural Equation Model (SEM) analysis using the AMOS program for windows. The 

findings of this research reveal that the overview of service quality and employee branding is 

in the high category, while the overview of student experience value is in the very low category. 

Service quality has a non-significant positive influence, whereas employee branding has a 

significant positive influence on student experience value. These findings indicate that the 

implementation of service quality and employee branding can shape the student experience 

value among undergraduate students at UPI. Based on the research results, the researchers 

recommend improving the quality of faculty services to students to provide a memorable 

experience and encourage students to feel a higher student experience value. 

 

Keywords: service quality, employee branding, student experience value, higher education 
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