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ABSTRACT

This study aims to examine, test, and examine the effect of
Perceived Value on Service Satisfaction. Testing the role of Brand
Image as a variable mediation influence Perceived Value on Service
Satisfaction. The research was conducted in Accounting
Department of Faculty of Economics, Surabaya State University,
Airlangga University Surabaya, State Islamic University Maulana

Malik Ibrahim Malang, Brawijaya University, and State University of
Malang. The population of this study are all students of Accounting
Department of Economics Faculty of State University in East Java
as many as 5,366 students. The sample of this research is 98
students. Data collected directly from resonden by using research
instrument in the form of questionnaire and technical data using
Path Analysis. The results show that Perceived Value has a
significant effect on brand image. Brand image mediates the
influence of Perceived Value on Service Satisfaction, where the
image of the brand image as a full mediation. Based on these
results, it can be interpreted that every member of the
organization should be able to create and maintain excellent
service provided to students, so that students feel safe and
comfortable to perform activities that are closely related to
organizational goals, and not reluctant to perform activities that
can increase the value that customers perceive to the organization.
With a good understanding of the basic concepts of service
satisfaction that are firmly rooted in the mind of a student, the
student will show the satisfaction of the various forms of service as
well. Students will tend to think that the satisfaction of the service
is received in accordance with the perceived value of the sacrifice
of the cost given to it in obtaining the service. The better the
services provided by the department to the students the better the
assessment given by the student. So that good service brings out
the brand image itself against a student in the State College.
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INTRODUCTION

In social life, organization as the main container in life can not be denied to be able to
avoid the competitive world. In order to survive and be able to get a role in the competitive
world, organizations are required to have various competitive and comparative advantages
that can provide a gap in the consumer. Consumers need perceive value, service
satisfaction, and brand image in every product they desire and need (Zeithaml et al., 1990).

In a global environment, consumers are very sensitive to the various services provided
by an organization. So also with educational institutions. Faculty as a working element of an
educational institution, especially at the university level must apply the service system is
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prime if it wants long-term survival. With the many competitions in the educational
environment, the educational institutions are required to be able to adjust. Needs and
desires of consumers as a form of customer service satisfaction (Isthiaq, 2011).

The relevance of perceived value has attracted a number of concerns in various areas
of business. Previous research has revealed that high quality of service will result in high
satisfaction and image in the eyes of customers (Subagio et al., 2012). The expected value
has a positive and significant impact on customer loyalty and customer satisfaction has a
positive and significant influence on customer loyalty (Rahab et al., 2015). As well as in the
research of Portlan, 2015 revealed that perceived value raises the added value of a better
position among competitors. Sasmiti (2010) states the dimensions of perceived value that
include functional value, want satisfaction, image, emotional value, and price / quality have
a significant effect on customer satisfaction. While 1 dimension perceived value have no
significant effect on consumer satisfaction. Although perceived value research in all fields is
growing rapidly; there is still a contradiction in how perceived value affects service
satisfaction.

Fundamentally there are two things related to the service: customer expectation on
the quality of the subscription (expected quality) and the customer's perception of the
quality of the service upon receiving the service (experienced or perceive quality). Loyal
customers value a service received by comparing the fit between expenditure and what is
expected. Consumer loyalty is the key to perfection of a company's performance (Subagio,
etal., 2012).

Consumers choose to spend their money on companies that offer the highest value
perceive value, consumers evaluate the benefits it receives with its various sacrifices to get
the product (Kotler, 2006).

A loyal customer is a customer who has characteristics such as constant purchase of
the same business entity, notifying others of the satisfactions of the company, and showing
immunity to offers from other competing companies' offers (Westbrook, 1980).

Educational institutions should understand and be able to overcome various problems
that arise within the scope of student's student's vulnerability. The success of the faculty as
an element of work in a college is determined by the quality of service provided, where
quality services can be seen through customer satisfaction, in this case the students.
Handayani, et al (2003) states that a high level of customer satisfaction can be obtained by
regularly committed development by everyone who is in the institution to meet what is
needed by consumers.

Kusmartono (2017) said, accounting study program is still a favorite study selected for
social studies majors (IPS). Accounting is still a favorite of IPS, followed by the science of
law and management that became the second and third choice applicants SNMPTN. While
the Department of Natural Sciences (IPA) Doctor Education courses still occupy the first
position of interest, followed by Agribusiness and Engineering Informatics (IT).
Agribusiness in the past two years has become a very attractive study program by
applicants of SNMPTN.

The above data is supported by TV news, for undergraduate or undergraduate level,
accounting department most sought after company in the next year, 98 companies said
they would accept this department. Computer science followed by 97. While finance or
finance in third with a value of 91. In the fourth position, there are business administration
and management of 86. While engineering machines as much as 8, quoted from Forbes,
Thursday (26/11/2015)
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Considering the above data, it is known that the prospect of a very complex level of
competition, requires an increase in services that must be done by the faculty of
economics, especially in accounting majors at public universities in East Java, which aims to
improve the image (brand image) to consumers. So that the number of consumers who
choose the faculty of economics is increasing in proportion to the increase of accounting
department of faculty of economics of state universities in East Java.

Based on the phenomena described above, then the problem formulation as follows:
(1) Does the perceive value directly affect the service satisfaction? (2) Does perceive value
affect indirectly to service satisfaction through brand image? (3) Does the brand image
mediate the effect of perceived value on service satisfaction?.

LITERATURE REVIEW
Perceived Value

The definition of customer perceived value according to Kotler (2008: 60) is:
"Customer perceived value is the difference between the perspective customer's
evaluation of all benefits and all the costs of an offer and the perceived alternatives".

Perceived value is anything that underlies the perceived quality of service, as the value
material, the quality of service, which is the result and the exchange or sale of the customer
between the quality perception with everything related to the customer's expenditure both
financially and non financially . Non-financial expenses such as time, physical or
psychological effort. The results obtained and the difference between the quality of service
and the business done by the customer will give the influence of its own assessment on
customer satisfaction (Kotler, 2006).

Syamsiah (2009), said that perceived value is an effect arising from the benefits
obtained by customers related to the total cost (including the price paid plus other costs
associated with the purchase). According to Gaston Le Blanc and Nha Nguyen, 1999)
perceived value indicators are: Functional Value (Want statisfaction); Epistemic Value;
Image; Emotional value; Functional Value (Price / Quality) and Social Value.

In the Islamic perspective, the fulfillment of expected values is a reflection of ethics.
According to Thorik and Utus (2006) in Wahyudin, 2014 says that providing good service is
very important, because good service is not only serving and delivering but trying to
understand, understand consumer desires.

Service Satisfaction

According to Kotler and Armstrong (2012) say that Quality is the totally and
characteristics of the product and service that bear on its ability to satisfy stated or implied
needs. The purpose of the definition is that quality is the whole of the privilege and
characteristic of the product or service that supports its ability to satisfy the needs directly
or indirectly. Quality of service (service quality) can be seen through the process of
benchmarking the perceptions of consumers for the services they clearly get with the
actual service they want against the attributes of a company's services. If the services
obtained (Perceive service) in accordance with what is desired, then the quality of service
perceived good and satisfactory, if the services obtained exceeded consumer desires, the
quality of service perceived prime and quality. Whereas if the service received is lower than
desired then the service quality is very poor. Service is a form of producer behavior either
before or after transaction in order to fulfill requirement and desire of consumer in the
form of tool of satisfying requirement in the form of goods / services which later expected
to purchase continuously (Phlip Kotler and Keller, 2007).
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The concept of service quality is very popular is the concept of SerQual developed by
Parasuraman, Berry and Zeithml (1988). The first time the concept of service quality
dimensions is formulated into ten dimensions, then simplified into five dimensions, namely:
Tangible (direct evidence); Reliability (reliability); responsiveness; assurance; and Empathy
(empathy).

Brand Image

Dobni and Zinkhan (1990) define the brand image is largely a subjective and perceptual
phenomenon that is formed through consumer interpretation, whether reasoned or
emotional. "The purpose of the above definition is that" brand image is largely a subjective
and perceptual phenomenon formed by interpretation consumers, whether they are
reasonable or emotional. "

Brand Image is a fundamental thing that must exist by a company or organization.
Brand Image as a determinant of purchase has been proven in research conducted by Al
Kafie, Abdul Haris, 2013 states that consumer purchases of a good is determined by brand
image or brand.

Strong Brand Image can provide opportunities and top levels among competitors,
unparalleled uniqueness, customer loyalty, and repetitive purchases that lead the company
to the best level in consumer memory. (Chandra, 2002).

In the view of sharia marketing, brand image is a good name that becomes the identity
of a person or company. For example the Prophet Muhammad. has a reputation that has
the nickname of al-amin. Building a brand image is a must, but in a way that does not
conflict with sharia principles.

Model and Hypothesis Research

Perceive Value (X) Brand Image (Z) Service Satisfaction (Y)

Figure 1. Hypothesis Model

Based on the hypothesis model above, then dis usun research hypothesis as follows:

H1: Perceive Value directly affects service satisfaction.
H2: Perceive Value indirectly affect the service satisfaction through Brand Image.
H3: Brand image mediates the influence of Percive Value on service satisfaction.

METHODS

The population is all students of the Faculty of Economics of State Universities in East
Java. The sample in this study is all students of the Faculty of Economics at the department
[ accounting program of State Universities in East Java.

Data Analysis

To know the influence of Perceived Value to Service Satisfaction with Brand Image
mediation then data is analyzed with mediation regression analysis. The mediation
regression model is a model of regression analysis to estimate the causality relationships
between variables (casual models) predetermined by theory. This analysis by path analysis
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of Path Analysis is processed by computer programming package, SPSS subprogram
(Statistical Program for Social Sciences Windows), with the provision of F test at Alpha =
0,05 or p < 0,05 as the level of significance ( Sig F) to see the significance of indirect effect
of independent variables on dependent variable is used T test at significance level Alpha =
0,05 or p < 0,05 which appear in code (Sig. T). For this hypothesis the path analysis is used,
so that estimation of the causal relationship between the number of variables and the
hierarchy of each variable in a series of causal links, either directly or indirectly (Hasan,
1996).

RESULTS

The majority of respondents in this study had the age of 16-25 years of 83.7% and the
remaining 16.3% aged 26-35 years. Overall it can be stated that the students majoring in
accounting PTN in East Java are at the productive age and still use the services provided by
the college of the country. the majority of respondents in this study is male that is equal to
55.1%, while the remaining 44.9% are women. most of the respondents in this study were at
7-8 level of 31.6%, followed by 3-4 semesters of 36.7%, semseter 1-2 of 17.3%, and semester 6-
7 of 14.3%.

Path Analysis Test
Table 1. Summary Results of Mediation Analysis Model 1, 2 and Model 3

Variables Beta T Sig Information
Z Constants

X 0.459 5.067 0.000 significant
Path a:0.05
Model 1 R:0.459

R Square : 0.211
t Count:5.067

Sig. t:0.000

Variables Beta T Sig Information
Y X 0.753 4.707 0.000 significant

A 0.922 8.316 0.000 Significant
Path a:0.05
Model 2 R:0.793

R Square: 0.629
F Count : 80.652

Sig. F: 0.000

Variable Beta T Sig Information
Y X 0.600 7.341 0.000 significant
Path a:0.05
Model 3 R:0.600

R Square: 0.360
t Count:7.341
Sig.t:0.000
Sources: Data were undertaken by researchers (Appendix 15)

The result of path analysis of direct effect of perceived value variable on service
satisfaction is 0.753. The p value is 0.000. Because p-value <5%, perceived value has direct
effect to service satisfaction. Thus it can be interpreted that perceived value has an effect
on service satisfaction.

The result of direct path analysis of variable brand image toward service satisfaction
obtained value 0.922 with sig value equal to 0.000 <5%, hence brand image have direct
effect to service satisfaction.
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The result of path analysis of direct effect of perceived value variable on brand image is
0459. The p value is 0.000. Because p-value <5%, perceived value has direct effect on brand
image. Thus it can be interpreted that perceived value affect the brand image.

The result of path analysis of indirect influence of variable perceived value to service
satisfaction is 0423 which is the result of multiplication of 0.459 x 0.922. The value of 0.459
is the path between the perceived value of the brand image; value 0.922 is the path
between brand image and service satisfaction. The p value is 0.000. Since p-value is <5%,
perceived value has an indirect effect on service satisfaction.

Table 2. Test of Mediation Path

Path A B SEA SEp t Count Sig Information

X-Z-Y 0.331 0.585 0.088 0.111 3.06160316 0.002220155 Significant

Source: Data processed, 2017

Based on Sobel test results obtained Sobel Test value of 3.06160> 1.96 and significance
0.002 <0.05; so it can be concluded that the brand image mediates service satisfaction with
perceive value (want / statisfaction). Further test results Sobel Test coefficient path indirect
influence perceived value of service satisfaction mediated by brand image obtained t value
counted 7.341> 1.96; and p value of 0.043 <0.05. Test results show t count> t table and sig
<0.05; so the brand image mediates the effect of perceived value on service satisfaction.

DISCUSSION
The influence of Perceived Value on Service Satisfaction

Perceived value in this research is translated into indicators of student perceived value
questions that include functional value (want statisfaction), epistemic value, image,
emotional value, functional valu (price/ quality), and social value. The best perceived
indicator is emotional value. This indicates that emotional value has the most important role
in shaping perceived value. Several factors of social value formers are students happy when
he has a friend in the class at the time the course material is delivered, the student is more
interested to learn when there is a fellow soldier accompanying him, working in the group
(discuss) gives a positive effect on the value of the respondents department.

The satisfaction of the service in this research is described in the question indicator
which includes the physical evidence given by the accounting department to the students,
the empathy practiced by the accounting department toward the students, the response
given by the accounting department to the students, the responses given by the
accounting department to the students, and the guarantee given by accounting majors
against students.

Facts in the field based on respondents' assessment of perceived value variables note
that the majority of respondents perceive is good in providing value services. This means
that if examined from the real empirical facts through the perception of students to the
state of service majors related to functional value (want statisfaction), epistemic value,
image, emotional value, functional value (price/ quality), and social value is good. Further
assessment of respondents on emotional value has a high mean value compared with other
indicators. Statement of respondents about emotional value is good. This condition can be
reflected through the attitude or response of emotional value to what has been done by
previous researchers. including to give pleasure to the department is considered good, and
create a new pleasure to the learning model on the bench lecture.
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Based on respondent perceptions emotional value is seen as a preceding indicator in
describing perceived value variables. Thus from the measurement model test of perceived
value variables, the indicator that connects the emotional value is the social value has been
implemented well according to the respondent's assessment.

Based on test model that is t test show that Perceive value have positive and
significant effect to service satisfaction. The results of the field research are inconsistent
with the findings of Sasmito's research, Haryo (2010) said that the dimension of perceived
value in the form of epistemic value has no effect on service satisfaction. The results of the
field research are in line with what Gantara, Gery et al. (2013) that perceived value has a
positive and significant effect on service satisfaction. Good service quality will provide a
good perceived value and provide customer satisfaction. Fixed perceived value will also
provide customer satisfaction.

But the results of this study support the findings of research from Christiani, Dessy
Christiani (2012) have an effect on service satisfaction. Results in this field support and
prove the theory of kotler (2000). The findings in the field are in line with what was
revealed by Subagio, Harono (2012) that customer satisfaction and corporate image
originated from the company's commitment to treat its customers well. And keep in mind
that Image or image formed in the mind of consumers through the consumer (public
relations, physical image, word of mouth communication) combined with the consumer's
own experience itself. If this is continued, it will certainly have an impact on customer
loyalty. This proves that the quality of service and corporate image is an important form
factor of satisfaction for the airline service industry.

Perceived value is not always applied and accepted at all places because under certain
conditions customer satisfaction is more necessary. The results of this study underlie that
perceived value affects service satisfaction. It also explains that service satisfaction arises
because the satisfaction factor experienced by the individual is not because it is influenced
by other factors.

Perceived value influences on the satisfaction of one of the services because the life of
a customer's transaction will take into account between the value received for what has
been issued. After what is received in accordance with what he issued, then there is formed
a mechanism of perceived value.

In general, accounting majors apply excellent service in accordance with what is
required by students. So the application of service delivery in accordance with corporate
culture on accounting majors. But this is not impossible to be done by Muslims who now
undergo various professions in the business world, especially as graduates majoring in
accounting. It just takes sincerity, discipline and confidence to continue to apply it.

The direct relationship of perceived value to service satisfaction can be interpreted
that service delivery and awareness as well as academic responsibilities will significantly
influence service satisfaction. In the scope of the state university institutions, majors as an
element in it are loaded with positive competition between the majors, because this
competition as the implementation of the products that he got after using the product. The
results of research in line with Noor, Muhammad Sembiring (2009) defines perceived value
as a form of value that a person feels about what has been issued with what he received.

When associated with the theory of kotler (2000) it can be said that perceived value
arises with a balance between the cost incurred by the consumer and reciprocity obtained.
In the world of education students require majors to be able to meet the targets set. So
even though the department has applied the maximum service, but the preferred service
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satisfaction. So to cultivate a higher service satisfaction from the majors needed a service
model that is more humane and more communicative from the department, such as the
form of service that prioritizes social principles and empathy towards students. From the
example of the above services, is expected to lead to excellent service satisfaction to the
department to students.

Concept of perceived value influence on service satisfaction within Islam itself has
been described in Qs. Al-bagarah: 267. That Islam teaches people to do good business in
goods [ services should provide a form of quality service. This is when implemented in
Kotler's (2006) and Syamsiah (2009) theories are appropriate or not contradictory.
Because, perceived value is the result and the exchange or sale of customers between the
perception of quality with all matters relating to customer spending both in terms of
financial and non finansial. In the Islamic perspective, the fulfillment of expected values is a
reflection of ethics. When associated with the faculty of economics in the Accounting
Department of East Java include University of Surabaya, Airlangga University Surabaya,
State Islamic University Maulana Malik Ibrahim Malang, Brawijaya University and Malang
State University. So the five universities are supposed to make improvements to the service
to the students. So with it will cause a good perceived value increase as well.

Influence Perceive Value indirectly to service satisfaction through Brand Image

Perceived value in this research is translated into indicators of student perceived value
questions that include functional value (want statisfaction), epistemic value, image,
emotional value, functional valu (price/ quality), and social value. The best perceived
indicator is emotional value. This indicates that emotional value has the most important role
in shaping perceived value. Several factors of social value formers are students happy when
he has a friend in the class at the time the course material is delivered, the student is more
interested to learn when there is a fellow soldier accompanying him, working in the group
(discuss) gives a positive effect on the value of the respondents department.

The satisfaction of the service in this research is described in the question indicator
which includes the physical evidence given by the accounting department to the students,
the empathy practiced by the accounting department toward the students, the response
given by the accounting department to the students, the responses given by the
accounting department to the students, and the guarantee given by accounting majors
against students.

Facts in the field based on respondents’ assessment of perceived value variables note
that the majority of respondents perceive is good in providing value services. This means
that if examined from the real empirical facts through the perception of students to the
state of service majors related to functional value (want statisfaction), epistemic value,
image, emotional value, functional value (price/ quality), and social value is good. Further
assessment of respondents on emotional value has a high mean value compared with other
indicators. Statement of respondents about emotional value is good. This condition can be
reflected through the attitude or response of emotional value to what has been done by
previous researchers. including to give pleasure to the department is considered good, and
create a new pleasure to the learning model on the bench lecture.

Based on respondent perceptions emotional value is seen as a preceding indicator in
describing perceived value variables. Thus from the measurement model test of perceived
value variables, the indicator that connects the emotional value is the social value has been
implemented well according to the respondent's assessment.
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Based on test model that is t test show that Perceive value have positive and
significant effect to service satisfaction. The direct relationship of perceived value to service
satisfaction can be interpreted that service delivery and awareness as well as academic
responsibilities will significantly influence service satisfaction. In the scope of the state
university institutions, majors as an element in it are loaded with positive competition
between the majors, because this competition as the implementation of the products that
he got after using the product. The results of research in line with Noor, Muhammad
Sembiring (2009) defines perceived value as a form of value that a person feels about what
has been issued with what he received.

One of the reasons a person purchases a product is because of the brand image. Brand
Image here serves as a benefit owned by a consumer when he is able to use a product that
has a brand iamge (Park, 1986). In this case, the researcher wanted to know the indirect
influence of perceived value to the satisfaction of service through iamge brand.

If associated with the concept of Islam, the reason someone makes a purchase of the
product is because of brand image. Brand image in the view of Islam is as a good name that
becomes the identity of a person. That is in accordance with the theory Syakir (2006) said
that a good brand is a strong brand, has a character that is not contrary to the principles of
sharia namely honesty, justice, ta'awun, and responsibility.

Therefore, accounting majors located in Surabaya State University, Airlangga
University Surabaya, State Islamic University Maulana Malik Ibrahim Malang, Brawijaya
University and Malang State University already have a good brand image and not contrary
to the concept of Islamic sharia. Because, from the indicators submitted to the respondents
(students) all respondents give good response on the brand image of the accounting
department itself.

Brand Image to Mediator influence perceived value to Service Satisfaction

Perceived value on the consumer itself is influenced by brand image and perceived
quality perceived by consumers. Brand Image by Kotler and Keller (2007: p.346) are
perceptions and beliefs made by consumers as reflected in associations that occur in
consumer memory. According to Kotler (2005), an effective Brand Image reflects three
things:

a) Build product character and provide value proposition.

b) Deliver unique product characters so different from their competitors.
) Give emotional power of rational power.

In the history of observing the real conditions of the field, the average consumer
spends his money to buy a pleasure that is just the familiarity of a product that is booming
in the ears of consumers. Similarly, the way the student consumption of a department that
will be the choice is from campus introduction information from the point of view of his
hearing. This is consistent with research conducted by Alfiyan, Muhammad Najib, Soesanto,
Harry, and Made, | Sukresna (2016) and Yee and San (2012) research indicate that the
research also shows that Perceived Value is a factor affecting consumers of concern about
when they want to buy. which perceived by consumers have a positive relationship with
purchasing decisions, the results also show that Perceived Value is a factor that affects
consumers will concern about when they want to buy.Thus the presence of connecting
influence perceived value of service satisfaction is the brand image variable. Because, brand
image and perceived value are interrelated, namely as a consumer decision-makers in
spending their wealth. This is a concept that does not conflict with the word of Allah swt.
contained in Qs. Ali-lmron verse 159 on the advice of providing services in accordance with

Management and Economics Journal (MEC-J) | 31
Vol 1 (1) December 2017



The Effect of Perceived Value on Service Satisfaction in Brand Image ...

his expertise. In this case the accounting department at Surabaya State University,
Airlangga University Surabaya, State Islamic University Maulana Malik Ibrahim Malang,
Brawijaya University and Malang State University has provided services in accordance with
the expected by students, so that students feel satisfied with the services provided and
finally bring the brand image itself against the students.

CONCLUSION

The findings of this study indicate that perceived value affects directly the service
satisfaction through brand image mediation. Findings from the results of this study prove
that the brand image as a variable mediate the relationship between perceived value and
service satisfaction is considered able to build a more dynamic image service. Through this
process, it is expected that the faculty / department will increase the service satisfaction
toward the students so that they can maximize the maximum perceived value value in the
faculty development area.

The findings of this study provide a positive impact for state universities in seeking and
striving for an efficient and efficient service condition climate condition. It is supported by
Gantara, Gery et. al (2013) that perceived value has a positive and significant impact on
service satisfaction.

1. Accounting can utilize the implications of the results of this study by utilizing a
combination of brand image in improving student satisfaction. The role of Dean in
the faculty is as a determinant of policy, and role model in implementing and
maintaining the values of sharia. Therefore, perceived value in the faculty /
department can be improved through brand image so as to lead to the satisfaction
of services that will be perceived by the students.

2. Based on the results of the study note that perceived value affects service
satisfaction. Therefore, the faculty / majors need to pay attention and provide
support to students such as creating comfortable learning conditions, providing
good service to students both in terms of learning, interaction, and administration
administration.

3. Emotional value becomes the most influential indicator of perceived value.
Perceived value can increase the satisfaction of the layaanan. So it is necessary for
the parties concerned to pay more attention to the satisfaction of existing services
in the faculty / department. Because it is the embodiment of the growth of brand
image in the faculty / department.

Based on the results of data analysis and discussion, theoretical and empirical studies,
then the findings of this study as follows: Provide the basis for developing the perceived
value relationship modeling of service satisfaction by incorporating brand image variables
as mediation relationships among variables in the previous research done separately.

If associated with educational institutions, faculty or campus that serves as an element
in it is required to provide excellent service for students who do learning activities in it
increasingly feel gained place and main concern in the environment of the institution.

Various limitations are found so that these findings have not been able to provide a
comprehensive picture. These limitations can be described as follows:

1. The variables studied in this study are limited to perceived value variables, service
satisfaction, and brand image.

2. Thisresearchis limited to accounting department in PTN East Java.

32 | Management and Economics Journal (MEC-J)
Vol 1 (1) December 2017



Choiriyah, Ekowati, and Oktaviana

Research result shows the organization organizational commitment quite high but it
does not affect on performance. The phenomena today are the performance of a company
that has been so good can be damaged either directly or indirectly due to various employee
behaviors that very difficult to prevent. One form is turnover intentions that led to
employee decisions to leave the job. it can be seen from the mean for item of feel loss if
leave the organization in lowest position. Employees who work in this organization are very
satisfied with salary given by organization. But it also become a trigger for employees to
resign and for employees who work for 1-5 years (54.7%) and employees who are classified
as young of 26-33 years (47.7%), they still have low commitment but hard work. Therefore
the high turnover rate in company will increasingly lead to various potential costs as
training cost invested to employees, lower performance and recruitment and retraining
cost.
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