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 This study aimed to examine the satisfaction of information 
availability in mediating the relationship between attributes of 
and satisfaction in choosing higher education institutions for 
Universitas Khairun and IAIN Ternate. A total of 252 
students from both institutions were involved in this survey, 
with an effective rate of return of 70%. A hierarchical 
regression analysis was run by using IBM SPSS version 24. 
The results showed that for Universitas Khairun, information 
satisfaction fully mediates the relationship between attributes 
and satisfaction in choosing a university. In contrast, for IAIN 
Ternate, information satisfaction is only an independent 
variable. The implications and suggestions for further research 
are also discussed in this study. 
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1. Introduction 
Universities are interested in improving quality as part of policies to strengthen 

competitiveness (Cha & Seo, 2019). The level of competition that is increasingly competitive in 
terms of admission of prospective students has resulted in each university trying to provide 
detailed information services for decision-making based on this information. The Internet is 
considered one of the main sources of information for prospective students, highlighting the 
importance of websites for universities (Brown et al., 2009; Ismail, 2013a; Maslowsky, 2014). 
Prospective students will gather information about universities and spend a long time getting 
relevant information and choosing universities (Lubbe & Petzer, 2016), so that satisfaction with 
information will impact the choice of the college. When prospective students do not receive 
information about the lecture system at a university, it will certainly be very risky, so that the 
process of searching for further information is still carried out to minimize this risk (Brown et 
al., 2009). Identifying and measuring satisfaction can explain the aspects of the attributes that 
will greatly impact the college choice process (Verghese & Kamalanabhan, 2015).  

The study results also support the explanation above that higher education attributes 
positively affect satisfaction in choosing higher education. Higher education attributes 
positively affect information satisfaction, and information satisfaction positively affects 
satisfaction in choosing higher education (Sudarwo et al., 2018; Buamonabot et al., 2019; 
Sudarwo et al., 2019). Research that examines information satisfaction as a mediation of the 
relationship between higher education attributes and satisfaction in choosing higher education 
was first conducted. The results show information satisfaction as a partial mediation for private 
universities in Malaysia. This study aims to test information satisfaction as mediation at two 
state universities in North Maluku. This objective is also a recommendation from the research 
results (Ismail et al., 2010). 

 
2. Literature Review 
2.1. Selection Satisfaction 

Customer satisfaction is defined as a consumer’s response to meeting customer 
expectations. For this reason, long-term relationships with consumers must be maintained 
because it will impact the company’s success (Zhang et al., 2019). Consumer satisfaction is a 
popular research theme in various social and economic sectors (Ardani et al., 2019). Concerning 
higher education, ensuring that students remain loyal and satisfied is the most important thing 
for universities because satisfied students will recommend the college to others. The indicators 
of selection satisfaction are feeling comfortable with the choice, satisfied with the choice, 
accurate selection, wise choice, satisfied with preferences, and the right decision (Ismail et al., 
2010). 
 
2.2. Attributes of Higher Education Institutions 

Product attributes are product elements that are considered important by consumers and 
the basis for making purchasing decisions (Tjiptono, 2015). Product attributes also develop a 
product that offers more benefits for the product or service (Kotler & Amstrong, 2018). 
According to consumer desires, the company seeks to make product variables to hope that 
product attributes can provide benefits to all consumers to foster consumer interest (Ahmad, 
2019). In the higher education context, an attribute is something that is part or characteristic of 
the college. The attribute indicators in the higher education context are soft skill development, 
appropriate exemption, affordable education costs, internship opportunities, reasonable living 
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costs while studying in the city, financial assistance, campus atmosphere and allocations to a 
wider choice (Ismail et al., 2010). 
 
2.3. Information Satisfaction 

Information is very important for management in making decisions. Information 
satisfaction is an agreement of individuals satisfied in choosing a particular university (Ismail, 
2008). Information satisfaction is a measure of the success of an information system (Machmud, 
2019). Prospective students are satisfied with the information because universities provide 
information services through websites so that without coming directly, students already have 
comprehensive knowledge related to the information needed (Verghese & Kamalanabhan, 
2015). Information satisfaction is very important in the early stages of choosing a university 
(Menon et al., 2006). Prospective students gathering information regarding a particular college 
will depend on searching and assessing, and choosing a college. Indicators of information 
satisfaction in this study are satisfaction with information from website, information from 
useful websites and better decision making based on the information obtained (Ismail et al., 
2010). 
 
2.4. Hypothesis 
2.4.1. Effect of Attributes of Higher Education Institutions on Selection Satisfaction 

Overall consumer satisfaction or dissatisfaction with a transaction depends on evaluating 
the price and quality of the product or service provided. Assessment of consumer satisfaction 
can involve more than one comparison norm (Jones & Shandiz, 2015). This includes adequate 
services concerning what is provided and obtained by consumers. Ensuring that consumers 
remain loyal and satisfied with their services is important for educational institutions so that 
educational institutions that are successful in the long period could satisfy consumers and 
generate profits. Indeed, it can be said that satisfying prospective students are the main 
obligation of higher education institutions and almost all activities, programs and policies must 
be evaluated in terms of their contribution to these prospective students. Therefore, the 
satisfaction of prospective students who will choose is very important for higher education. So 
that those who are superior must start with a comprehensive understanding of what attributes 
are the needs of prospective students who will choose a university, because the prospective 
students who are satisfied after choosing the college from time to time will return and bring 
more friends (Ismail et al., 2010; Davignon, 2015; Buamonabot et al., 2019; Sudarwo et al., 2019; 
Buamonabot et al., 2020). So the hypothesis proposed in this study is as follows. 
H1a. Attributes of Higher Education Institutions have a positive effect on the Selection 
Satisfaction of Universitas Khairun’s students. 
H1b. Attributes of Higher Education Institutions have a positive effect on the Selection 
Satisfaction of IAIN Ternate’s students. 
 
2.4.2. Effect of Attributes of Higher Education Institutions on Information Satisfaction 

Customer service always experiences difficulties related to the consequences of choosing 
that cannot be anticipated (Iglesias & Guillén, 2002). This is, of course, due to the distinctive 
nature of the service (Parasuraman & Zeithaml, 1985). Customers usually associate services that 
have a high level of risk (Murray, 1991). Therefore, education takes a long time even when 
decisions are made (undergraduate education takes more than 3.5 years). The accuracy of 
information related to the attributes of higher education is needed by prospective students 
(Verghese & Kamalanabhan, 2015; Halstead et al., 1994). The results show that college attributes 
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positively affect information satisfaction (Ismail & Leow, 2008; Ismail et al., 2010; Sudarwo et 
al., 2019; Buamonabot et al., 2019; Buamonabot et al., 2020). Therefore, the hypothesis proposed 
is as follows. 
H2a. Attributes of higher education institutions have a positive effect on the information 
satisfaction of Universitas Khairun’s students. 
H2b. Attributes of higher education institutions have a positive effect on student information 
satisfaction of IAIN Ternate’s students. 
 
2.4.3. Effect of Information Satisfaction on Selection Satisfaction 

Competition between tertiary institutions is getting tighter, and sources of information 
seeking are constantly changing, causing the importance of understanding the sources of 
information used by prospective students in choosing a university. Excessive information and 
many choices cause problems that can hinder prospective students from choosing the higher 
education institution (Ismail, 2013a; Ismail, 2013b; Lubbe & Petzer, 2016). Quality information 
determines the level of satisfaction felt after the decision is made (Ismail et al., 2012). The results 
show that information satisfaction positively affects selection satisfaction (Ismail et al., 2010; 
Sudarwo et al., 2018;  Sudarwo et al., 2019; Buamonabot et al., 2020), so the hypothesis proposed 
is as follows. 
H3a. Information satisfaction has a positive effect on the selection of information of Universitas 
Khairun’s students. 
H3b. Information satisfaction has a positive effect on the selection of information of IAIN 
Ternate’s students. 
 
2.4.4. Information Satisfaction mediates the relationship between Attributes of Higher 

Education Institutions and Selection Satisfaction 
The information gathered about the respective tertiary institutions will form the basis for 

the main evaluation of prospective students to choose a college to study. Generally, prospective 
students will seek and evaluate information in the process of deciding whether to choose a 
higher education institution (Ismail & Leow, 2008; Ismail, 2008) defines satisfaction with 
information as individual agreement and satisfaction with information used in selecting 
services. An important problem of concern for universities is understanding and following up 
on the results of evaluations by students. Apart from satisfaction after choosing a college, it is 
also relevant to know that satisfaction with information can occur before making choices 
(Ismail, 2009). During the early stages of the decision-making process, prospective students will 
evaluate potential services through the information obtained. Prospective students’ 
expectations concerning services will depend heavily on information obtained directly from the 
source, impacting college performance assessments (Ismail et al., 2010). Based on this 
explanation, the hypothesis proposed is as follows. 
H4a. Information satisfaction mediates the relationship between attributes of higher education 
institutions and selection satisfaction of Universitas Khairun’s students 
H4b. Information satisfaction mediates the relationship between attributes of higher education 
institutions and selection satisfaction of IAIN Ternate’s students. 
 
3. Research Methodology 

The population in this study were active students at Universitas Khairun and Institut 
Agama Islam Negeri Ternate (IAIN Ternate). Determination of the sample in this study using 
purposive sampling with judgment sampling approach with the condition that students who 
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choose Universitas Khairun and IAIN Ternate do registration online. The sample in this study 
were 252 odd semester students (III, V and VII) consisting of 135 students from Universitas 
Khairun and 117 from IAIN Ternate. According to Roscoe et al. (1975), a sample size of 30-500 is 
considered appropriate for quantitative research. This study used validity and reliability tests 
with a factor loading value of ≥ 0.5 (Hair et al., 2010) and Cronbach’s Alpha ≥ 0.6 (Ghozali, 
2018). Hypothesis testing in this study uses regression analysis developed by (Baron & Kenny, 
1986). The questionnaire in this study used previous research, such as the satisfaction variable 
choosing a college using a questionnaire developed by Oliver (1997), the college attribute 
variable using a questionnaire developed by Chapman (1981), Halstead et al. (1994), Poock & 
Love, (2001), Cubillo et al., (2006), Ismail et al., (2010) and the information satisfaction 
questionnaire using a questionnaire developed by Oliver (1997) and Ismail et al. (2010). The 
questionnaire in this study used a Likert scale of 5 (strongly disagree to strongly agree). 
 
4. Results and Discussion 

The results of distributing questionnaires show that of the 360 questionnaires distributed, 
only 269 (74.72%) questionnaires were returned and declared eligible for further testing as 
many as 252 (70%) questionnaires. Hence, the response rate in this study was 71%.  

The respondents’ characteristics in this study were gender, age, and semester (see Table 1 
of the respondent profile). The characteristics of the respondents in this study indicate that the 
majority of respondents in this study were 69.6% women (91 respondents or 38.4% of 
Universitas Khairun students and 74 IAIN Ternate students or 31%), 57.5% were 19 years old 
(83 respondents or 35% of Universitas Khairun’s students and 53 students of IAIN Ternate or 
22.4%) and most of them were in the third semester, namely 62.4% (85 respondents or 35.9% of 
Universitas Khairun’s students and 63 students of IAIN Ternate or 26.6%). 

 
Table 1. Respondents Profiles 

Respondent Characteristics Institution Frequency Percent (%) 

Gender 

 Male Universitas Khairun 44 18.6 

 Male IAIN Ternate 43 18.1 

 Female Universitas Khairun 91 38.4 

 Female IAIN Ternate 74 31 
Age 

 19 y.o. Universitas Khairun 83 35 

 19 y.o. IAIN Ternate 53 22.4 

 20 y.o. Universitas Khairun 31 13.1 

 20 y.o. IAIN Ternate 53 22.4 

 21 y.o. Universitas Khairun 16 9 

 21 y.o. IAIN Ternate 11 4.6 

Semester 

 Semester III Universitas Khairun 85 35.9 

 Semester III IAIN Ternate 63 26.6 

 Semester V Universitas Khairun 31 13.1 

 Semester V IAIN Ternate 36 15.2 

 Semester VII Universitas Khairun 19 8 
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Respondent Characteristics Institution Frequency Percent (%) 

 Semester VII IAIN Ternate 18 7.6 

Source: Processed Data (2019) 
 

The validity test results for Universitas Khairun students show that both the variable 
selection information, attributes of higher education institutions, and information satisfaction, 
no question items are discarded because they meet the factor loading ≥ 0.5. The reliability test 
results also show that both the three variables have a Cronbach alpha value of ≥ 0.6, so the three 
variables can be valid and reliable. The results of testing the validity and reliability of 
Universitas Khairun students are shown in Table 2. 
 

Table 2. Validity and Reliability Test Results (Universitas Khairun Students) 

Factor and Scale Factor 1 Factor 2 Factor 3 

Selection Satisfaction = Cronbach α 0.757 

Selection Satisfaction1 0.770   

Selection Satisfaction2 0.695   

Selection Satisfaction3 0.509   

Selection Satisfaction4 0.742   

Selection Satisfaction5 0.817   

Attributes of Higher Education Institutions = Cronbach α 0.871 

AHEI1  0.563  

AHEI2  0.655  

AHEI3  0.587  

AHEI4  0.735  

AHEI5  0.688  

Information Satisfaction = Cronbach =  α 0.804 

Information Satisfaction1   0.807 

Information Satisfaction2   0.798 

Information Satisfaction3   0.937 

Source: Processed Data (2019) 
 

In contrast to testing results of the validity of Universitas Khairun students, the validity 
testing of IAIN Ternate students for variable selection information and Attributes of Higher 
Education Institutions (AHEI) each discarded one question item, namely Selection Satisfaction3 
and Attributes of Higher Education Institutions1 (AHEI1). They were below the factor loading 
value of 0.5. The validity test was carried out twice. The second validity test shows that both the 
question items on the variable selection information and attributes of higher education 
institutions have met the factor loading ≥ 0.5. 

Furthermore, the information satisfaction variable also shows the same factor loading value 
as the other two variables. For reliability testing, it also shows the same results as Universitas 
Khairun students, namely the Cronbach Alpha value ≥ 0.6, so it can be said that the question 
items in this study are valid and reliable. The results of testing the validity and reliability of 
Universitas Khairun students are shown in Table 3. 
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Table 3. Validity and Reliability Test Results (IAIN Ternate Students) 

Factor and Scale Factor 1 Factor 2 Factor 3 

Selection Satisfaction = Cronbach α 0.757 

Selection Satisfaction1 0.760   

Selection Satisfaction2 0.674   

Selection Satisfaction3 0.739   

Selection Satisfaction4 0.822   

Selection Satisfaction5 0.760   
Attributes of Higher Education Institutions = Cronbach α 0.871 

AHEI1  0.689  

AHEI2  0.622  

AHEI3  0.692  

AHEI4  0.726  

AHEI5  0.689  

Information Satisfaction = Cronbach =  α 0.804 

Information Satisfaction1   0.802 

Information Satisfaction2   0.698 

Information Satisfaction3   0.882 

Source: Processed Data (2019) 
 

The results of the descriptive analysis of students of Universitas Khairun and IAIN Ternate 
consist of selection satisfaction, attributes of higher education institutions and information 
satisfaction. The results show that Universitas Khairun and IAIN Ternate students perceive 
selection satisfaction in high conditions and attributes of higher education institutions following 
what students want. In contrast to the two previous variables, Universitas Khairun students 
perceived information satisfaction well but were perceived as neutral by students of IAIN 
Ternate. 
 

Table 4. Student Perceptions about Selection Satisfaction, Attributes of Higher Education 
Institutions, and Information Satisfaction (Universitas Khairun and IAIN Ternate students) 

Variable Institution 
(%) 

Strongly 
Disagree 

(%) 
Disagree 

(%) 
Neutral 

(%) 
Agree 

(%) 
Strongly 

Agree 
Modus 

Selection Satisfaction Universitas 
Khairun - 1.48 8.89 72.59 17.04 Agree 

Selection Satisfaction IAIN 
Ternate - 1.71 16.24 68.38 13.68 Agree 

Attributes of Higher 
Education Institutions 

Universitas 
Khairun - - 7.41 70.37 22.22 Agree 

Attributes of Higher 
Education Institutions 

IAIN 
Ternate 

- 0.85% 18.80 63.25 17.09 Agree 

Information 
Satisfaction 

Universitas 
Khairun 

0.74 0.74 6.67 62.22 29.63 Agree 
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Variable Institution 
(%) 

Strongly 
Disagree 

(%) 
Disagree 

(%) 
Neutral 

(%) 
Agree 

(%) 
Strongly 

Agree 
Modus 

Information 
Satisfaction 

IAIN 
Ternate 

3.42 23.93 43.59 23.08 5.98 Neutral 

Source: Processed Data (2019) 
 

Based on the results of hypothesis testing, it shows that hypotheses 1a and 1b, namely 
attributes of higher education institutions, have a positive effect on the satisfaction selection of 
students of Universitas Khairun and IAIN Ternate (β = 0.315, t = 3,716, P <0.05) and (β = 0.325, t 
= 3,592, P <0.05), hypothesis 2a attributes of higher education institutions has a positive effect 
on the satisfaction information of Universitas Khairun students (β = 0.329, t = 3.001, P <0.05) 
and hypothesis 2b attributes of higher education institutions has no effect on IAIN Ternate 
student satisfaction information (β = 0.053, t = 0.314, P> 0.05). Finally, hypothesis 3a has a 
positive effect on information satisfaction on student satisfaction at Universitas Khairun (β = 
0.338, t = 5.496, P <0.05) and information satisfaction has a negative effect on student 
satisfaction at IAIN Ternate (β = -0.105, t = -2.031, P <0.05). The results of testing hypotheses 1a, 
1b, 2a, 2b, 3a, and 3b are shown in Table 5. 
 

Table 5. Hypothesis Testing Results 

Variable Institution 
Selection Satisfaction 

Information 
Satisfaction 

Β t Sig β t Sig 

Attributes of Higher 
Education Institutions 

Universitas 
Khairun 

0.315 3.716 0.000 0.329 3.001 0.003 

Attributes of Higher 
Education Institutions 

IAIN Ternate 0.325 3.592 0.000 0.053 0.314 0.754 

Information 
Satisfaction 

Universitas 
Khairun 

0.338 5.496 0.000 - - - 

Information 
Satisfaction 

IAIN Ternate -0.105 -2.031 0.045 - - - 

Source: Processed Data (2019) 
 

Finally, hypotheses 4a and 4b show that information satisfaction mediates the relationship 
between attributes of higher education institutions and selection satisfaction of Universitas 
Khairun students. However, information satisfaction did not mediate the relationship between 
higher education institutions’ attributes and selection satisfaction of IAIN Ternate students.  
This can be seen from the effect of direct information satisfaction, which is 0.315, with the 
mediation value increasing to 0.426, so that information satisfaction is the full mediation 
variable of Universitas Khairun students. For IAIN Ternate students, the effect of direct 
information satisfaction is 0.325, with the value mediation has decreased (-0.020). The 
information satisfaction variable has not become a mediating variable and only as an 
independent variable. The results of testing hypotheses 4a and 4b are shown in Table 6 below. 
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Table 6. Direct, Indirect and Total Effect For Information Satisfaction as Mediating Variable 

Variable Institution Direct Indirect Total Effect 

Attributes of Higher Education 
Institutions - Selection Satisfaction 

Universitas Khairun 0.315 0.111 0.426 

Attributes of Higher Education 
Institutions - Selection Satisfaction 

IAIN Ternate 0.325 -0.010 -0.020 

Source: Processed Data (2019) 
 

The results of hypothesis testing show that hypotheses 1a and 1b are significant positives. 
This shows that the satisfaction obtained by students from the attributes offered by higher 
education institutions, namely Universitas Khairun and IAIN Ternate, is considered to be as 
expected. This result is also supported by the research results of Ismail et al. (2010), Davignon 
(2015), Buamonabot et al. (2019), Sudarwo et al. (2019) and Buamonabot et al. (2020) that 
student satisfaction in choosing a college is very much determined by the attributes attached to 
the university.  

The results of testing hypotheses 2a and 2b show a significant and insignificant positive. 
This shows that the attributes offered by Universitas Khairun have been listed in official fields, 
so this will make it easier for prospective students who want to get the information needed. 
This result is following the research of Ismail & Leow (2008), Ismail et al. (2010), Sudarwo et al. 
(2019), Buamonabot et al. (2019), Buamonabot et al. (2020). This result is different from the IAIN 
Ternate, which is not significant. This is because the information related to attributes is not on 
the official website of IAIN Ternate, so that new student candidates must come directly to the 
college.  

In contrast to the results of testing hypotheses 1a, 1b, 2a, and 2b, hypotheses 3a and 3b in 
their testing show conflicting results, namely significant positive and negative. This shows that 
the information from the official website of Universitas Khairun received and used by 
prospective students is one of the main factors in choosing a university. The information 
provides satisfaction for the prospective student. These results are also following the research of 
Ismail et al. (2010), Sudarwo et al. (2018), Sudarwo et al. (2019), and Buamonabot et al. (2020). 
The information obtained by prospective students received information that was not in detail 
from the official website of IAIN Ternate. When prospective students continued to choose the 
college, the consequences of dissatisfaction were received.  

Hypotheses 4a and 4b provide surprising results that the information satisfaction variable 
mediates the full relationship between attributes of higher education institutions and selection 
satisfaction. This means that when the attributes offered are following what is desired. It will 
certainly impact the satisfaction of prospective students, especially if these attributes are also 
available at the official site of Universitas Khairun. A different result is precisely the students of 
IAIN Ternate, where the information satisfaction variable does not mediate the relationship 
between attributes of higher education institutions and selection satisfaction. This means that 
information satisfaction is not a mediating variable but an independent variable. The results of 
this study are also inconsistent with Ismail et al. (2010) research that the satisfaction information 
mediates partially. 
 
5. Conclusion 

Based on the research results above, it can be concluded that first, attributes of higher 
education institutions positively affect selection satisfaction for both students of Universitas 

https://creativecommons.org/licenses/by-nc-sa/4.0/
https://creativecommons.org/licenses/by-nc-sa/4.0/


Selection Satisfaction and Attributes of Higher Education Institutions:  
Mediation of Information Satisfaction 

 

 

Copyright © 2021. Owned by Author(s), published by Society. This is an open-access article under the CC-BY-NC-SA license.  

https://doi.org/10.33019/society.v9i1.292  237 
 

Khairun and IAIN Ternate. Second, attributes of higher education institutions have a positive 
effect on information satisfaction at Universitas Khairun and are not significant for IAIN 
Ternate students. Third, the findings are quite surprising because information satisfaction 
positively affects selection satisfaction on Universitas Khairun and IAIN Ternate students. 
Fourth, it provides new findings that the information satisfaction variable is partial mediation 
and full mediation and independent variables. 
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