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Abstract—The research was aimed to investigate the 

influence of the reputation of a college toward the student's 

decision in determining it as their place of study. The research 

method used in this study is descriptive and verification 

analysis. The study case was conducted in a private university 

in Bandung, The questionnaires were distributed on 100 

respondents. The quantitative method, validity, reliability and 

simple linear regression was conducted in the research.  The 

finding of the research showed that the reputation of college 

influences a decision to choose a college. The factors of good 

reputation owned by a college reflect the quality of the college. 

This research has advantages in giving recommendation to the 

college to maintain their reputation or to improve their 

reputation considering the strong relation between reputations 

with student’s decision making to choose it as their study place.  
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I. INTRODUCTION 

The decision making process to choose a college as the 
place of study certainly was determined by several factors. 
One of the crucial factor is the reputation of a college.  
Reputation representing the success in the past, present and 
in the future. Indeed reputation considering as mindset or 
psychological image of the institution [1]  According to 
reference 2, every university must be able to create 
competitive advantage, in which university reputation as one 
element in it. The good reputation can attract the student’s 
candidate to choose the university. Additionally, the good 
university reputation create good image to their graduates so 
the good company interest to recruit them [2].  

There were many previous research indicated that the 
reputation of a company has a strong relation to the positive 
image. Unfortunately, the research was performed in 
commercial firms not in the college [3,4,5]. In the education 
sector, the research found that the reputation of the college 
has significant influence toward the attitude of the 
prospective student. However, the research did not explain 
the exact percentage of the college influence [6]. A prior 
study claimed that the interest to the major has become a 
crucial factor in determining student’s decision-making. 
Unfortunately, there was not find the explanation about 
reputation factor in it [7]. 

Based on those prior researches, this study was purposed 
to analyze the influence of the reputation of a college toward 
the student's decision to determine it as their place of study 

The study case was conducted in a private university in 
Bandung, The questionnaires were distributed on 100 
respondents. The quantitative method, validity, reliability 
and simple linear regression was conducted in the research. 

II. METHOD 

 The research was conducted at a private university in 

Bandung, Universitas Komputer Indonesia. The study case 

was performed by distributing a series of questionnaires to 

the students of informatics engineering department. The 

respondents amounted 100 person and the questionnaires 

were distributed in July 10, 2018. The Likert scale was used 

to give score to the questionnaire [8]. Quantitative method 

was performed to analyze the data, validity test was 

calculated by Pearson formula. Reliability test performed on 

the data as well.  

 This study has two variables, namely the dependent 

variable, in this case the decision to choose (Y), and the 

independent variable that is reputation (X). This is illustrated 

at Thinking Framework in Figure 1. 

 

    

   

 

 

Fig. 1. Thinking Framework 

In accordance to the results from the calculation using Slovin 

formula, the research sample was rounded to 100 students. 

Each statement was tested for its validity and reliability 

level. The validity test was performed using Pearson's 

correlation analysis [8]  
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r xy  = The correlation coefficient is sought 

x    = Total item score  

y    = Amount of total score (all of item)  

n    = Number respondent  

 Furthermore, reliability testing (questionnaire’s reliability 

level) was performed using Cronbach Alpha formula [9]. 

 

   

 (2) 

 

Remarks: 

ri  = Instrument reliability 

k  = Total Question 

∑σb2 = Number of varied items 

σt2  = Total Varian 

 The criteria for decision making in reliability testing was 

achieved if the instrument reached the reliability coefficient 

of > 0, 6 (See Table 2).   

 Figure 2 showed that the research used the variable 

credibility, reliability and image as the variable of reputation.  

[10] 

 

 

 

 

 

 

 

 

 

Fig. 2. The variable of Reputation 

III. RESULTS 

 From the results of the validity test, it is known that all 

the points of the reputation variable (X) and the decision to 

choose (Y) are declared valid. This is seen from the results of 

the correlation between the results of the respondents' 

answers in each question / indicator point with a total value 

obtained by significant results [9]. 

 In terms of reliability test results obtained the results that 

the Cronbach's Alpha value of both variables is above 0.60. 

Thus it can be concluded that the reputation (X) and 

purchasing decision (Y) variables are declared reliable. This 

means that if the data is used on different objects and 

research times, it will still give the same results as those 

produced in this study. 

 The hypothesis states that reputation has a positive effect 

on the decision to choose. T-test results are significant and 

positive, which means reputation (X) has a positive and 

significant effect on the decision to choose (Y) in Unikom. 

 Figure 3 shows what percentage of influence on each 

variable of reputation on student decisions. From the figure, 

it can be seen that the credibility variable has the greatest 

influence. A credibility was built to convince potential 

customers to instill trust in their minds Table I. 

 

 

TABLE I. THE INFLUENCE TOWARD LEVEL OF THE VARIABLE 

Reputation 

The Variable 
The Influence 

toward level 
Student 

Choice 
Credibility 80% 

Reliability 60% 

Good image 70% 

 

 Any signal will be evaluated by the receiver by, among 

other factors, the credibility of the source. The higher the 

credibility, the more persuasive the source. Credibility must 

be before the message or action to have any significant effect 

[11]. 

 Once a reputation is built and being established, the firm 

has to maintain that reputation with as much as possible. A 

firm that fails to follow through loses its credibility; to 

rebuild credibility, it must repaid the high costs of reputation 

building. 

The point is, credibility is a trust of the current will and a 

historical idea based on behaviors in the past. Credibility is 

dynamic and also reputation, they are usually always 

changing. To build reputation and credibility are processes. 

 Corporate image and reputation are two important things 

to developing and maintaining a loyalty relationship of 

consumer [12]. In educational sector, these thought is used  

extensively as positioning instruments in influencing 

student’s choice of his higher education college [13]. The 

meaning of the role between corporate image and reputation 

will lead the management in using both of them more 

effectively in strategy of communication that aim in 

enhancing corporate positioning.  

 Corporate image is illustrated as the impression in overall 

that created in the public’s mind about it corporate [14]. 

Corporate image is the result of an aggregate process so that 

consumer can compare and show the real differences 

between various attributes of corporate. 

 Learn whether the effect of changes in the provision of 

information about the intention of a potential consumer in 

buying a product or service is often overlooked. 

 The phenomenon that occurs in UNIKOM is the high 

reputation that was successfully built by Unikom, has 

increased the number of students each year tend to be stable. 

But in the 2017-2018 academic year there was a decrease in 

the number of students accepted. This is where research is 

done, how it can happen. 

 Judging from the results of data analysis that has been 

carried out on all data obtained, it can be concluded that 

there is a positive and significant influence on reputation (X) 

variables on the decision to choose (Y). In addition, if the 

reputation variable rises, then the decision decision variable 

also increases, and vice versa if the reputation variable falls, 

there will be a decrease in the decision variable to choose. 

 Before deciding to choose a product / service, consumers 

are often faced with several choices from similar products 

before deciding to choose. For this reason, the strength of a 

reputation is needed to influence the decision to choose from 

a consumer. In reputation variables, the indicators used are 

credibility, company reliability, and good name [10].   

 From the figure 2, it was indicated that the credibility has 

significant influence on student decision to choose a college. 

It was in line with the prior research of Goldsmith and 

Newell (2000) that used Path analysis to confirmed that 

endorser credibility had its strongest impact on advertisement 

while corporate credibility had its strongest impact on 
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consumer reaction. The findings suggest that corporate 

credibility plays an important role in consumers' reactions to 

advertisements and brands, independent of the equally 

important role of endorser credibility [15]. 

 The credibility of an organization is determined by the 

consistency between action and the message in the 

advertising or logo. Linking reputation with the credibility, 

reputation is a result of a series of credible action. Reputation 

usually build in a long period. If the organization repeatedly 

succeeds to fulfill the commitment ad its promises, it will 

creates the good reputation of the organization [16]. 

 According to reference [17], the emotional component of 

institutional image and institutional reputation may share a 

close relationship because of the psychological dimensions. 

The psychological image contribute to the satisfaction of 

costumers. These dimensions are manifested by the 

consumer's attitudes and beliefs which rely on past actions of 

the organization or previous experiences. The organization. 

image and reputation can both be used as effective means of 

predicting the future outcome of the service production 

process and, perhaps, considered as the most reliable cues to 

signal the ability of a service organization to satisfy the 

customer's desires.  

 Types of Data and Sources Data in this study are primary 

data and secondary data. Data collection method in this study 

uses observation, questionnaires, interviews and literature 

studies. 

IV. CONCLUSION 

The finding of the research showed that the reputation of 

college influences a decision to choose a college. The 

research contributed to provide literature concerning the 

reputation of the college. Considering the strong relation 

between reputation and the students decision to choose a 

college as their place of study, it was hoped that through 

finding of the research, the college will maintain its 

reputation through the three variable such as credibility, 

reliability and image. Further research on other variable on 

reputation need to be conducted in the future.   
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