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ABSTRACT 

 

Customer satisfaction is an important and critical issue to ensure the comfort of its 

customers in an organization. Students act as a client to an educational institution has 

its own requirements that must be met by the management of the institution. The 

objective of this study was to determine the level of satisfaction with the services offered 

by the Center for Culture and Arts (PBS) among College of Business (COB) students, 

Universiti Utara Malaysia (UUM) selected based on several factors such as location, 

access, service staff and the service. The sample is COB UUM students involved in 

cultural activities and to seek the services of the Centre for culture and Arts (PBS) as 

many as 100 people. Questionnaires were distributed using sampling techniques for 

comfort (convenience sampling). While the design of this study used a quantitative 

approach. The questionnaire used as an instrument to obtain research data. Data were 

analyzed using percentage, frequency, mean and standard deviation using the 

Statistical Package for Social Sciences (SPSS). The findings of this study can be a guide 

to the management to make improvements in enhancing the quality of services provided 

to students. 
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INTRODUCTION 

 

Customer satisfaction is an important element in determining the quality of products 

and services provided by an institution. Customer satisfaction is the key to a business 

(Mustafa 2007) where satisfaction in the receipt of a service will be assessed by the 

customer. To become a premier university, customer satisfaction with the quality of 

education at the university should reach a satisfactory level. Emphasis on consumer 

satisfaction is crucial to gaining user confidence in the products and services provided 

(Johnson and Fornell 1991). Therefore, to ensure the improvement of the quality of a 

given product or service, an institution needs to consider costumer needs as the key to 

success in a business.  

 

Background of study 

 

The Center for Culture and Art (PBS) is an art organization established to produce 

UUM graduates who are not only professionals in academic but also skilled and 

knowledgeable in cultural management. Students are also indirectly important assets to 

universities and countries. Therefore, the facilities and services provided should be 
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prioritized and the quality level must be maintained to meet the needs and satisfaction 

of the students. Emphasis on consumer satisfaction is crucial to gaining user confidence 

in the products and services provided. Facilities and services in this context refer to the 

infrastructure provided as well as services directly or indirectly involving individuals 

or services that do not involve individuals. So, these two factors lead to the level of 

satisfaction of the students. The Center for Culture and Art (PBS) should maintain a 

maximum level of satisfaction for the purpose of maintaining good and always good 

quality. In order to ensure that the facilities and services provided meet high level of 

satisfaction and quality, it requires some measurement methods in determining the 

level. The main focus of the facilities and services studied is the facilities and services 

that are closely linked to the use of the students. This is because to ensure students can 

learn well and contribute towards their excellence. 

 

Research objective 

 

The aim of this study is generally to investigate the satisfaction of UUM students in 

College of Business (COB) towards Cultural and Arts Center (PBS). Specifically, the 

study aims to:  

1. To determine COB student satisfaction with services at Cultural and Arts Center 

based on location factors. 

2. To identify COB student satisfaction with services at Cultural and Arts Center 

based on access factors. 

3. To analyse COB student satisfaction with services at Cultural and Arts Center 

based on employee service factors. 

 

Problem statement 

 

The Center for Culture and Arts is one of the service organizations operating in UUM. 

With the concept of service as a core activity, the Center for Culture and Art (PBS) 

should emphasize its service system to ensure both internal and external customer 

satisfaction. Here we see the role of service in supporting activities that enhance the 

personality of the students. This is because good service will be able to meet customer 

needs and requirements. However, sometimes UUM students complain about the 

absence of staff on duty, not customer-friendly, not serving customers well and less 

efficiently in solving student queries. The main function of the Center for Culture and 

Art (PBS) is to develop the personality and skills of the students, should the Center for 

Culture and Art (PBS) provide staff with high moral values in providing services to 

students. The arrival of students to the Center for Culture and Art (PBS) is also part of 

their work to complete some of the wishes of life in UUM. Therefore, it is desirable 

that the Center for Culture and Art (PBS) is ready to serve the needs of students in 

getting services. The location of the Center for Culture and Art (PBS) located in the 

main campus can also be used as a measure of student satisfaction level on the services 

rendered. The Center for Culture and Art (PBS) is also faced with technical problems 

of lack of training among staff especially those coming from non-cultural backgrounds. 

This creates problems in understanding and implementing the rules set. In addition, 

service management should also be simplified in terms of process and understanding. 

 

 

 



96  

LITERATURE REVIEW 

 

Customer satisfaction 

 

Satisfaction is the feeling that one feels about a receipt (either product or service) that 

satisfies what the individual expects (Willard C. Hom 2002). The level of individual 

satisfaction differs from one another depending on the level of expectations set by the 

individual on the services received. A service is considered satisfactory when it meets 

the needs and expectations of its customers. There are several factors that customers 

can consider in assessing a service that is timely, reliable, expected capabilities, quality 

and matching prices. Based on these factors, their own customers are assessing the level 

of satisfaction they receive from the specific services provided, as well as the level of 

their confidence in the ability of the service provider.  

 

The level of customer satisfaction with the service is an important factor in developing 

a service delivery that is relevant to the needs of customers, minimizing spending and 

time and maximizing the quality of services to target populations. Customer satisfaction 

should be a priority in providing a service. Although to measure it difficult, but 

customer satisfaction can be defined more easily with perception of expectation. Both 

perceptions and expectations play an important role in determining customer 

satisfaction. Apart from the study of consumer awareness models, Hom (2002) also 

uses the customer satisfaction model in making plans as in the following figure. 

 

  
Figure 1 

Customer Satisfaction Model (Hom, 2002) 

 

According to Band (1991), customer satisfaction is a stage where customers' wishes, 

desires and expectations can be fulfilled which results in repeated purchases or loyalties 

towards products or services issued by an organization.  

 

Customer satisfaction or dissatisfaction is the customer's response to the perceived 

dissatisfaction assessment between their previous (customer) expectations or other 

expectations of implementation and actual product execution perceived after using a 

product or service. 

 

Service to customer  

  

Customer service is a very important branch in managing an organization today. There 

are some customer service definitions that have been found by western researchers. 

According to Lovelock (1992), customer service is "is a task, other than proactive 

selling, that involves interaction with customer in person or telecommunications, mail 

or automated processes. It is designed, performed and communicated with two goal in 

mind: operational productivity and customer satisfaction ". 

 

Expectations On 
Service

Experience Of 
The Services 

Received

Perception Of 
The Service

Service 
Assessment
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Meanwhile, according to Gotzami and Tsiotras (2002), for an organization that 

emphasizes quality in the service it will help improve the company's internal operations, 

improve the quality of communication between external and internal parties due to clear 

job descriptions and responsibilities, raising awareness on quality issues, increase 

productivity, increase customer satisfaction and trust in the company's products. 

 

This opinion is supported by Alias and Abdul Rahman, (2001) which states that service 

perceptions are the notion that customers have received the expected quality. It is an 

external assessment of the customer (in attitude) and the comparison results made 

between what is supposed to be given to the customer and the actual service received 

from the perception or the customer's own view. Consequently, customer perceptions 

of organizational productivity and services need to be reviewed continuously so that 

feedback on organizational performance can be obtained to enable the institution to find 

ways to improve its performance. Client is the user of an organization's services. The 

extent to which the organization can achieve quality standards is dependent on the 

perception of customer service as well as the recommended product quality customers 

(Toh, 2005). This can be further clarified by the Service Quality model popularized by 

Boone and Kurtz (1996). 

 

 
Figure 2 

Service Quality Model (Boone & Kurtz, 1996) 

 

Based on the service quality model shown in the figure above, there is a clear link 

between quality with perception and image of services offered by an organization. 

Every human being has a will and their respective needs for products or services are 

perceived to meet their needs and wants, it is based on communication with the public 

about the product and also based on past experience. 

 

The results will indirectly create a perception of the services they want to get. The 

reactions that will come after that is whether they get the service or vice versa. 

However, based on the model above, there is a gap that exists between the service 

received with the service that was previously anticipated. This gap is caused by 

dissatisfaction with what has been received. Therefore, the service provider should 

ensure that this gap is not too broad, directly indicating inefficiency in providing 

services. 
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Previous studies on the customer satisfaction level of service at the university 

 

Customer satisfaction can also be seen in various fields of education. In the education 

sector, students are clients of institutions. As a customer they are entitled to a good and 

satisfactory service and they also expect the services they provide will give them 

satisfaction and enjoyment. The organization also needs to provide services that can 

provide customers with satisfaction and loyalty to survive in the market. This is because 

when customers are satisfied with the services provided, they will come again. But 

when customers are dissatisfied they will go to another place. Pariseau and McDaniel 

(1997) conducted research at the business faculty at two universities in the United 

States. Where the main purpose of this study is to determine whether the quality of 

services offered meets the needs of the students and to know the differences between 

the faculty and the expectations of students as well as their perceptions of the quality 

of service offered. They also want to know what the quality of service is required by 

each student. This study involves the faculty to find out what the quality of services 

offered at the faculty and the faculty list what their priorities are in carrying out the 

services they offer. 

 

  
 

Figure 3 

Theoretical framework 

 

 

RESEARCH METHODOLOGY 

 

The research method obtains the sources from collects quantitative data. The 100 UUM 

students who are from College of Business (COB) become the sampling frame to 

answer the proposed research question. The diverse group of respondents will be select 

by school of study. The questionnaire consists of gender, school, race, age, 

transportation and often visit the Cultural and Arts Center. The research design 

classifies to determine the condition, collect data and evaluate the results. The result of 

the research will be collected from each of the respondent via online google form, then 

evaluated and interpreted using SPSS statistical analysis to get overview of this 

research.  

 

 

 

Independent Variable Dependent Variable 

Location 

Access 

Staff service  

Customer Satisfaction 
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DATA ANALYSIS AND DISCUSSION 

 

Demographic profile 

 

The study involved respondents from College of Business (COB) UUM students only. 

Based on Figure 4, the results showed that the respondents involved in this study were 

42 men (42%) and 58 women (58%). This is in line with the number of female students 

more than male students in UUM. 

 
Figure 4 

Gender demography 

 

In terms of race, most of the respondents were Malay people that is 81 (81%) compared 

to the Chinese, 5 (5%), India 6 (6%) and 8 people from other nations (8%). Figure 5 

shows a clearer percentage of respondents' race. 

 
Figure 5 

Race demography 

 

For transportation, most respondents are using bus as their transport were 66 (66%), car 

19 (19%) and motorcycles 15 (15%).  

 
Figure 6 

Transportation demography 
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Respondents satisfaction with location 

 

Table 1 shows the mean of each item mentioned in the questionnaire. The analysis 

shows that the mean mean of the location factor is 3.62. This illustrates that students' 

perceptions of PBS locations are at moderate level. Of the 5 statements that measure 

student perceptions of PBS's location, two of them are at a high level. The highest min 

is at item 1 which is 3.87. This indicates that respondents agreed that the location of 

PBS is located at the appropriate location. This is followed by item 2 with mean 3.79, 

of which agree that there is a facility to go to PBS and for item 2 with mean value of 

3.38, respondents agree that to PBS there is appropriate transportation. While for item 

3, the data indicate that the respondents disagree with the statement that they had to 

take a long time to PBS with a mean value of 3.29. Findings the same is true of item 4 

which respondents are with the statement that it is very difficult to place a vehicle in 

the PBS area. 

 

Table 1 

Mean score for location aspect 

 

No. Item  Mean  

1 PBS is located in the appropriate location 3.87 

2 There is a facility to go to PBS 3.79 

3 You have to take a long time to go to PBS 3.29 

4 It is very difficult to put a vehicle in PBS area 3.43 

5 Directions to PBS are placed at a place suitable and easy to see 3.72  
Total 3.62 

 

Respondents satisfaction with access 

 

Based on Table 2, it is found out that 5 statements that measure student perceptions on 

access to PBS, one of which are at high levels. The highest point is at item 9 which is 

3.73. This finding shows that respondents agreed that Cultural and Arts Center (PBS) 

environment conditions make them comfortable. This is followed by item 6 with mean  

3.62, of which agree that the set time from 8.00 a.m. to 5.00 p.m. makes it easy for 

customers to get the services. 

 

Table 2 

Mean response for access aspect 

 

No. Item Mean 

6 The set time makes it easy for customers to get the service. 3.62 

7 It's hard to get immediately services at PBS 3.47 

8 You have to wait a long time to get the services at PBS. 3.34 

9 PBS environment conditions make you comfortable 3.73 

10 Student facilities here are limited 3.34  
Total 3.50 

 

For items 8 with a mean of 3.34, respondents disagreed that have to wait a long time to 

get the service at PBS. Similar findings also occurred in item 10 where respondents also 

disagreed with the statement that student’s facility at PBS are limited. This situation 

shows that the services provided by PBS are very satisfying for the students because 
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they do not have to waste time and energy to get services. Overall analysis shows that 

the overall mean of access factor to PBS is 3.50. This illustrates that the perception of 

students towards PBS access is at a moderate level. 

 

Respondents satisfaction with staff service 

 

Friendly services from PBS staff to entertain students with friendly play an important 

role in ensuring students continue to get their services in the future. This is because the 

average mean value of item 12 is high at 3.88. This statement supported or recorded a 

high acceptance of respondents. 

 

Table 3 

Mean score for staff service aspect 

 

No. Item Mean 

11 PBS staff treat you with friendly 3.79 

12 PBS staff treat you kindly 3.88 

13 PBS staff look down on you 2.22 

14 PBS staff respects your feelings 3.80 

15 You feel very appreciated when you go to PBS 3.83  
Total 3.50 

 

In addition, items 14 and 15 also show the mean value at a high level of 3.80 and 3.83 

where respondents agree that PBS staff understands and respects their feelings and is 

appreciated every time they come to PBS. The respondents also disagreed with the 

statement of PBS staff who looked down on them. The mean of disagreed is 2.22. 

Overall, the analysis shows that the overall mean of staffing factor is 3.50. This 

illustrates that the perception of students towards PBS staff service is at a moderate 

level. 

 

Respondents with Customer Satisfaction 

 

The respondents' perceptions of the overall services provided after receiving services 

at PBS are at a high level. This situation shows the respondents who are very satisfied 

with the service provided. This statement is supported by a high consensus value on 4 

items (17, 18, 19 and 20) with a high mean of agreements. Item 20 recorded the highest 

mean value of 3.81 of respondents agreed that they will visit PBS again to get service. 

 

Table 4 

Mean score for customer satisfaction aspect 

 

No. Item Mean 

16 The services provided can reduce your problem 3.54 

17 The services provided are effective 3.77 

18 Services provided are appropriate 3.76 

19 PBS staff are always willing to offer the services 3.71 

20 I will come to PBS again to get the services 3.81  
Total 3.72 

 

From the overall analysis found that the level of satisfaction of students towards the 
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services provided by the Center for Culture and Art (PBS) is at a moderate level. 

However, it was found that the items of overall service provided in high satisfaction 

among COB UUM students. 

 

 

CONCLUSION 

 

The key of this research is generally being identified by this study in regard to COB 

student’s satisfaction towards Cultural and Arts Center (PBS) in Universiti Utara 

Malaysia (UUM). The research is in the perspectives of four variables, location, access, 

staff services and student’s satisfaction. By using sampling technique to get students’ 

acceptance data and analyzed it by SPSS, the findings show the different opinion about 

Cultural and Arts Center (PBS) based location, service access, and staff service.  

 

The findings show that the services provided by PBS are at a moderate level. PBS can 

not only be a cultural organization that leads various art events in UUM but contributes 

to the level of student satisfaction at UUM. In view of this, to further enhance the 

effectiveness of these services, various improvements should be made so that the 

services provided to the students reach a high level in the future. 
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