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 This study seeks to investigate the impact of E-Service Quality, E-

Satisfaction, and the interaction between E-Service Quality and E-

Satisfaction on the formation of E-Student Word of Mouth within the 

Management Study Program at the Faculty of Economics and Business, 

Ahmad Dahlan University in Yogyakarta. The sample selection 

involved a combination of convenience sampling and purposive 

sampling methods. Data collection was accomplished by distributing 

questionnaires to respondents, addressing aspects of E-Service Quality, 

E-Satisfaction, and E-WOM. Moderator Regression Analysis (MRA) 

was employed as the analytical tool. Additionally, T-tests and F-tests 

were utilized to examine the hypotheses put forth. The results of the 

partial regression coefficient test using the T-test indicate that both E-

Service Quality and E-Satisfaction, as well as their interaction, have a 

significant influence on E-Student Word of Mouth. Furthermore, the 

regression coefficient analysis through the F-test demonstrates that the 

variables E-Service Quality, E-Satisfaction, and their interaction also 

collectively contribute to the influence on E-WOM. These variables - E-

Service Quality, E-Satisfaction, and their interaction - can explain up to 

85% of the variance in E-WOM, with the remaining 15% attributed to 

other variables not included in the research model. 
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1. INTRODUCTION  

After the COVID-19 pandemic 

occurred, several sectors experienced positive 

impacts. One institution that benefits from 

this situation is universities. So, it is important 

for universities to pay special attention to 

efforts to advance themselves. The learning 

system in the post-Covid-19 period provides 

the opportunity to implement blended 

learning which combines online and offline 

systems. Therefore, universities are required 

to organize learning effectively even though it 

is carried out from their respective homes. 

In order to carry out a blended 

learning process, universities must always 

improve the quality of online services (online 

service quality) to students. Measuring the 

quality of online services can be done by 

analyzing how students perceive the services 

they receive online. This assessment depends 

on the extent to which student expectations 

are met. If student expectations are achieved, 

then students will feel satisfied with online 
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services (Online satisfaction). On the other 

hand, if student expectations are not achieved, 

then students will be dissatisfied with the 

online service. 

Moreover, communication that takes 

place between students online (E-WOM) has a 

crucial role in creating long-term 

relationships between universities and 

students. Trust plays a very important role in 

forming relationships, especially in the 

context of services which often involve levels 

of uncertainty, risk and lack of information 

between the parties involved [1]. Superior 

quality online services will increase online 

satisfaction (online satisfaction). 

Improvements in online service quality and 

online satisfaction will have a positive effect 

on increasing E-WOM communication. 

Therefore, the level of E-WOM 

communication will depend on the quality of 

online services and the level of online 

satisfaction it generates. [2]. 

In the midst of the COVID-19 

outbreak, universities as educational 

institutions have improved the quality of 

online services, including at university, 

faculty and study program levels. Improving 

the quality of this service includes academic 

and non-academic aspects. The quality of 

academic services includes all forms of 

services related to educational services, 

teaching services, research services and study 

program services. On the other hand, this also 

includes the quality of non-academic services 

including facilities, infrastructure and other 

resources provided by universities. As one of 

the stakeholders in higher education, students 

must have their expectations met to achieve a 

better level of satisfaction in the online 

experience. Student satisfaction in the online 

context will have a positive impact on the 

communication that students carry out online 

with other parties, or what is known as E-

WOM communication. 

Given its significance, evaluation of 

the quality of online services and the level of 

student satisfaction in the online context has 

great relevance in the process of forming 

online word of mouth communication. 

Therefore, this research is important to do. 

This research was carried out by taking 

samples from the Management Study 

Program at the Faculty of Economics and 

Business, Ahmad Dahlan University.  

 

2. LITERATURE REVIEW  

2.1 Quality of online service 

Online service quality can be defined 

by [3] to what extent online sites are able to 

facilitate the procurement process, purchase 

transactions and product delivery in an 

optimal and economical way. Advances in 

information technology play an important 

role in service quality such as speed, 

reliability and security. In this case, service 

quality emphasizes the quality of service 

aimed at consumers or customers through 

web-based information technology. Apart 

from that, online service quality aims to 

continue and assess the quality of services 

connected to and related to the internet 

network. [2]. 

According to [4], service quality 

refers to ideal competitive advantages and the 

steps taken to manage these competitive 

advantages in order to meet customer 

expectations. The definition of customer 

satisfaction according to [4] is an attitude that 

is formed based on the experience gained by 

customers. If customer expectations exceed 

what is actually provided in the service, then 

the service will be rated as less than 

satisfactory. Conversely, if customer 

expectations are lower than what is actually 

received in service, then the service will be 

considered quality. and if the expectations 

and service received are comparable, then the 

service is considered satisfactory [5]. 

Therefore, the concept of Service Quality is a 

useful tool for evaluating the extent of the gap 

between reality and consumer expectations 

regarding the services received. [6]. 

However, in the perspective of [7], 

service quality is defined as consumers' view 

of quality as a result of performance. They 

point out that service quality depends largely 

on how the service is executed. SERVQUAL 

(Service Quality) analysis is used to assess 

service quality by involving dimensions such 
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as Physical Facilities, Reliability, 

Responsiveness, Assurance, and Empathy. 

However, in educational services, the 

application of SERVQUAL analysis is often 

unsuccessful. Research by [8] proposed the 

use of eight indicators as factors to measure 

the quality of the education sector consisting 

of 29 indicators. These indicators are: 

University Staff, Recreation Activities, 

Facilities, Campus Environment, Reputation, 

Fees, Consultations, and Schedules. The 

results of the research above confirm that 

these factors are able to guide and shape 

students' perceptions of the quality of 

educational services. 

Research conducted by [9] shows that 

the condition of service quality in higher 

education is influenced by six main things, 

namely: physical aspects, competence, server 

attitude, material content, delivery method, 

and reliability. The results of this research are 

the result of a review that strengthens the 

findings of previous studies, such as the 

research of [6], [10], [11], and [12]. 

2.2 Online satisfaction 

Online satisfaction is a customer's 

feeling related to previous transaction 

experiences with a company online (on the 

network) [13]. In addition, according to [14] 

Online satisfaction is the accumulation of 

levels of satisfaction experienced by 

consumers over time. time due to purchasing 

and experience of consuming products on 

certain online platforms. Online customer 

satisfaction has an important role in winning 

market competition for a company [2]. 

Several experts have provided 

definitions of what consumer satisfaction is. 

According to Day (in [15]), customer 

satisfaction or dissatisfaction is a consumer's 

response to comparing their initial 

expectations before making a purchase with 

the assessment of the product they feel after 

using it. According to [16] consumer 

satisfaction is the level a person feels after 

comparing the results or performance they 

experience with their expectations. Based on 

these theories, there are several similarities, 

namely involving elements of consumer 

satisfaction such as expectations and 

perceptions of performance or results 

obtained. In general, consumer expectations 

are their estimates or beliefs about what they 

will receive when they purchase or consume a 

service or product. 

Meanwhile, based on the customer 

satisfaction index parameters used in 

America, the overall level of customer 

satisfaction is determined by three main 

indicators, namely perceived value, perceived 

quality and customer expectations. Overall 

customer satisfaction then has implications 

for customer actions, such as making 

complaints or remaining loyal to the product 

or service [17]. [18] describe customer 

satisfaction as a positive achievement when a 

product or service succeeds adequately in 

achieving customer expectations, especially 

over a longer period of time. In their research, 

[18] identified a number of factors that 

influence customer satisfaction in the context 

of educational services, covering 32 different 

aspects. 

Referring to various explanations 

about customer satisfaction that have been 

presented by experts, it can be explained that 

customer satisfaction has a significant role in 

determining the long-term success of a 

business entity. To achieve and maintain 

consistent levels of customer satisfaction, 

companies need to allocate significant 

resources and commit them over the long 

term. This is because customer satisfaction is 

basically a long-term strategy, and the 

positive impact can last in the long term. So it 

is important to continue efforts to generate 

customer happiness and build customer 

loyalty. This fact indicates that the level of 

customer satisfaction should be able to 

produce an increase in sales volume, better 

asset productivity, and a higher rate of return 

on investment for the company (Tjiptono, 

2019). 

2.3 Electronic Word of Mouth 

Conversation 

According to [19] defines electronic 

word of mouth as opinions that can be 

positive or negative expressed by potential 

consumers, existing consumers and former 

consumers regarding the products and 
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services of various business entities through 

various platforms on the internet. On the 

other hand, Kotler and Keller (2016) define E-

WOM as a form of marketing that utilizes the 

internet to create a word-of-mouth 

conversation effect with the aim of achieving 

targets in a marketing strategy. 

E-WOM has an important role in 

efforts to fulfill the needs and desires of 

quality products, thereby reducing the risk of 

uncertainty in purchasing a product. Apart 

from that, consumers will have more 

confidence in the products they buy based on 

recommendations from other people who 

have bought the product (Malik et. Al., 2013). 

According to [19], E-WOM can be 

defined in three main aspects: 

1. Intensity, refers to the large or small 

number of opinions or reviews shared 

by consumers on social networking 

platforms. 

2. Opinion Valence, refers to the nature 

of consumer opinion, whether 

positive or negative, regarding a 

particular product or brand. 

3. Content, refers to the content of 

information contained in reviews or 

comments relating to products and 

services on social networking 

platforms. 

2.4 Previous Research Results 

A study conducted by [19] indicated 

that there was a very significant impact on 

service quality by word of mouth 

communication in the context of higher 

education in Singapore. 

The results of [20] also confirm that 

there is a correlation between service quality 

and influence on student word-of-mouth 

communication. Meanwhile, [21] study shows 

that online service quality has an impact on 

electronic word of mouth conversations. 

The results of [21] show that online 

satisfaction influences electronic word of 

mouth (E-WOM). Meanwhile, the results of 

[22] indicate the fact that online service 

quality influences E-WOM, online service 

quality influences online satisfaction and 

online satisfaction influences E-WOM. The 

results of studies by [23] and [24] which show 

that online satisfaction has an impact on E-

WOM. 

HYPOTHESIS 

H1: Found a significant real influence of online 

service quality on student E-WOM. 

H2: Found a significant influence of online 

satisfaction on student E-WOM. 

H3: The interaction between online service quality 

and online satisfaction better describes variations 

in student E-WOM than the effects of each 

variable. 

 

 FRAMEWORK OF THINKING 

 



West Science Business and Management                                                                                              513 

  

Vol. 1, No. 05, December 2023: pp. 509-520 

3. METHODS  

3.1 Population and Sample 

Population refers to the entire unit of 

analysis that has the characteristics to be 

identified [25]. In the context of this research, 

the population is all students who are 

currently active in the Management Study 

Program at the Faculty of Economics and 

Business, Ahmad Dahlan University, 

Yogyakarta, who are writing a thesis. 

The sample object of this research was 

determined using two methods, namely 

practical sampling technique (Convenience 

sampling) and planned sampling technique 

(Purposive sampling). Convenience sampling 

is an approach used to select members of the 

population who are easiest to reach and find 

to request information [26]. Meanwhile, 

purposive sampling is a sample selection 

method that is based on certain criteria or 

requirements [27], [28]. The sample selection 

criteria are as follows: 

a. The respondents in this research were 

students from the Management Study 

Program at the Faculty of Economics 

and Business who were registered as 

students in the odd semester of the 

2021/2022 academic year. 

b. The sample consists of students who 

have experienced online (online) 

services during 2021. 

In this study, the minimum sample 

size has been set at 100 respondents. 

Determination of sample size refers to the 

views explained by Roscoe, as contained in 

the explanation of [29], which states that in 

several studies, sample sizes ranging from 30 

to 500 respondents are sufficient as a 

representation of the population. 

3.2 Method of collecting data 

This research uses primary data 

which functions as basic material for 

calculating research variables. The primary 

data collection process was carried out by 

administering a list of questions to 

respondents. The list of questions covers 

various aspects, such as students' perceptions 

of the quality of online services they receive, 

the level of student satisfaction, and its impact 

on student E-WOM. 

3.3 Measuring Instruments and 

Measurement Scales 

This research includes independent 

variables, namely online service quality 

(Online Service Quality) and online 

satisfaction (Student Satisfaction), as well as 

the dependent variable, namely Student E-

WOM (Student Word of Mouth 

Communication). Online service quality was 

measured using an instrument developed by 

[9] and [30], which has 12 indicators. Each 

indicator is measured on a 7-point scale, with 

a score of 1 meaning "disagree", a score of 2 

meaning "do not agree", a score of 3 meaning 

"agree", and so on up to a score of 7 meaning 

"strongly agree." 

Meanwhile, the online satisfaction 

variable was measured using an instrument 

developed from the research results of [31] 

and [14], where there are 7 items. The 

measurement scale is a 7-point scale, where a 

score of 1 represents “disagree” and a score of 

7 represents “strongly agree.” The Student E-

WOM variable (Student electronic word-of-

mouth communication) was calculated using 

an instrument developed based on previous 

research, namely [32], [30], and [19]. This 

instrument has 10 items and uses a 7-point 

scale when measuring. 

The research instruments used have 

gone through validity and reliability tests to 

ensure the quality of the data produced. The 

validity test aims to ensure that the 

instrument really measures what is intended 

in this research. Validity testing was carried 

out using the Pearson Product Moment 

correlation test method. Meanwhile, 

reliability tests are carried out to assess the 

extent to which the same measurement can be 

relied on. Reliability testing uses the 

Cronbach Alpha method. 

3.4 Analysis Method 

In order to test the proposed 

hypothesis, this research utilizes statistical 

analysis methods. Statistical analysis is used 

to test the relationship between online service 

quality, online satisfaction, and student E-

WOM. The model adopted in this research 

follows the framework developed by Taylor 

and Baker (1994), namely Moderator 

Regression Analysis (MRA). Thus, the model 



West Science Business and Management                                                                                              514

   

Vol. 1, No. 05, December 2023: pp. 509-520 

 

used in this research can be formulated as 

follows: 

Y =  + 1 X + 2 Z + 3 XZ 

Where : 

Y = Dependent variable (E-WOM) 

 = Constant 

1, 2, 3 = Regression Coefficients 

X = Independent variable (Online service 

quality) 

Z = Moderator variable (Online satisfaction) 

XZ = Interaction between online service 

quality and online satisfaction 

In order to test the hypothesis that has 

been proposed, the t test and F test are used. 

The t test aims to assess the influence of the 

independent variable significantly on the 

dependent variable individually. Meanwhile, 

the F test is used to determine whether all of 

the independent variables together can 

explain the dependent variable. 

 

4. RESULTS AND DISCUSSION  

4.1 Research Instrument Validation 

Test 

Quality data is important in this 

research. To ensure quality data, tests were 

carried out on the validity and reliability of 

the instruments used. The validity test aims to 

verify whether the instrument used 

appropriately measures the concept to be 

studied. The validity of the instrument was 

tested using the Product Moment Test 

method. Meanwhile, the reliability test is used 

to measure the level of reliability or 

consistency of the instrument in measuring 

the same variable. Instrument reliability 

testing was carried out using the Cronbach 

Alpha method. 

Variable Components in Research 

The independent variables in this research 

consist of two aspects, namely online service 

quality and online satisfaction (Student 

Satisfaction). Online service quality is 

measured using instruments based on 

previous research findings, namely the results 

of the study by [9] and [30]. This instrument 

consists of 12 indicators used to assess online 

service quality. Online service quality 

assessment is carried out using a 7-point scale, 

where a score of 1 means "disagrees" and a 

score of 7 reflects "strongly agree." 

In addition, the online satisfaction 

variable was calculated using an instrument 

developed based on research by Naumann 

and [31] and [14]. This instrument has 7 

indicators which are used to measure the level 

of student satisfaction with online services. 

Like online service quality, online satisfaction 

measurements also use a 7-point scale, with a 

score of 1 representing "disagree" and a score 

of 7 representing "strongly agree." 

Meanwhile, the dependent variable in 

this research is Student Word of Mouth 

Electronic Conversation (Word of Mouth 

Communication). This variable was measured 

using an instrument developed based on the 

findings of a number of previous studies, 

including [32], [30], and [19]. This instrument 

consists of 10 indicators which are used to 

measure student electronic word-of-mouth 

conversations. Scoring is done on a 7-point 

scale, where a score of 1 means “disagrees” 

and a score of 7 means “strongly agree.” 

The research instruments tested for 

validity and reliability can be explained 

through the test results as follows: 

4.1.1 Validity Test Results 

The validity test of the variables 

online service quality, online satisfaction and 

electronic word of mouth conversations with 

30 respondents is shown in the following 

table: 

Table 1. Validity test results for online service quality 

Variable Item R-Hitung R-Tabel Status 

Quality of online service 

 

1 0,864 0,361 legitimate 

 

 2 0,840 0,361 legitimate 

 3 0,918 0,361 legitimate 

 4 0,937 0,361 legitimate 

 5 0,915 0,361 legitimate 
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Table 2. Online Satisfaction Validity Test Results 

Variable Item R-Hitung R-Tabel Information 

Online satisfaction 

 

1 0,707 0,361 legitimate 

 2 0,934 0,361  

 3 0,917 0,361 legitimate 

 4 0,936 0,361 legitimate 

 5 0,948 0,361 legitimate 

 6 0,891 0,361 legitimate 

 7 0,932 0,361 legitimate 

 

Table 3. Validity Test Results of Electronic Word of Mouth Conversation 

Variable Item R-Hitung R-Tabel Information 

Electronic Word of Mouth 

Conversation 

 

1 0,877 0,361 legitimate 

 2 0,726 0,361  

 3 0,634 0,361 legitimate 

 4 0,766 0,361 legitimate 

 5 0,855 0,361 legitimate 

 6 0,857 0,361 legitimate 

 7 0,866 0,361 legitimate 

 8 0,865 0,361 legitimate 

 9 0,602 0,361 legitimate 

 10 0,869 0,361 legitimate 

The results of the validity test indicate 

that the items in the instrument for measuring 

the variables Online Service Quality, Online 

Satisfaction, and Electronic Word of Mouth 

Conversation obtained a calculated R-value 

that was greater than the R-table value. This 

confirms that the items in this research can be 

considered valid or valid. 

4.1.2 Reliability Test  

The reliability test for the variables 

Online Service Quality, Online Satisfaction 

and Electronic Word of Mouth Conversation 

with Cronbach Alpha is shown in the 

following table: 

 

 

Table 4. Reliability Test Results 

Variable Alpha Information 

Quality of online 

service 

 

0,981 Reliable 

 

Online 

satisfaction 

 

0,970 Reliable 

 

Electronic Word 

of Mouth 

Conversation 

 

0,948 Reliable 

 

 

The results of the reliability test on the 

variables Online Service Quality, Online 

 6 0,915 0,361 legitimate 

 7 0,904 0,361 legitimate 

 8 0,884 0,361 legitimate 

 9 0,933 0,361 legitimate 

 10 0,892 0,361 legitimate 

 11 0,911 0,361 legitimate 

 12 0,792 0,361 legitimate 
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Satisfaction, and Electronic Word of Mouth 

Conversation show that the reliability value 

obtained is greater than 0.50. This indicates 

that the variables online service quality, 

online satisfaction, and electronic word of 

mouth conversations between students can be 

relied upon or are considered reliable. 

4.2 Model for Forming Electronic 

Conversation from Word of Mouth to 

Students Through Online Service Quality and 

Student Online Satisfaction. 

In this research, the model for 

forming electronic word of mouth 

conversations through online service quality 

or online student satisfaction is analyzed 

using Moderator Regression Analysis (MRA) 

developed by [33]. This study aims to explore 

how electronic word of mouth can be 

influenced by online service quality, student 

online satisfaction, and the interaction 

between online service quality and student 

online satisfaction. 

The model for the formation of 

Electronic Word of Mouth Conversation can 

be explored by analyzing three regression 

equations which involve calculating R2 for 

each of these equations. To assess the type of 

moderator effect, the relevant R2 value is 

sought. In this study, analysis using 

Moderator Regression Analysis (MRA) 

describes three equation models as follows: 

(1) The first model considers online service 

quality as an independent variable, (2) The 

second model describes online service quality 

and online student satisfaction as variables. 

independent, and (3) The third model 

includes online service quality, online 

satisfaction, and the interaction between 

online service quality and online satisfaction 

as independent variables. 

The model equation can be shown 

through the following equation: 

Y =  + 1 X + 2 Z + 3 XZ 

Where : 

Y = Electronic Word of Mouth Conversation 

 = Constant 

1, 2, 3 = Regression Coefficients 

X = E- Service Quality 

Z = Online satisfaction 

XZ = Interaction between online service 

quality and online satisfaction. 

In this research, the sample 

population consisted of 100 students of the 

Management Study Program, Faculty of 

Economics and Business, Ahmad Dahlan 

University (FEB-UAD). The results of the 

regression analysis can be presented in the 

following table: 

Table 5. Regression Analysis Results 

Model Variable   Value t Prob R2 Value E 

1 Quality of online service 

 

0,958 0,786 15,484 0,000 0,710 239,741 

2 Quality of online service 

(X) 

0,275 0,476 8,952 0,000 0,834 243,314 

 Online satisfaction(Z)  0,470 8,506 0,000   

3 Quality of online service 

(X) 

 0,261 3,123 0,002 0,850 181,390 

 Online satisfaction(Z)  0,271 3,331 0,001   

 Interaction 

 (XZ) 

 0,053 3,224 0,002   

 

Based on the data above, the 

regression analysis can be explained as 

follows: 

4.2.1 First Model Equation (1) 

In the first model equation, there is a 

constant of 0.958 and a regression coefficient 

of 0.786. The first model formula can be 

described as follows: 

Y = 0.958 + 0.786 

In this first model, it can be stated that 

when the quality of online service is zero, then 

the value of the student's Word of Mouth 

Electronic Conversation is 0.958. 
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Furthermore, if the quality of online service 

increases by 1, then student electronic word-

of-mouth conversations will increase by 0.786. 

The results of the t test with a significance 

level of α = 5% show that the calculated t value 

is 15.484 with a probability of 0.000, which is 

less than 0.05. From these results, it can be 

concluded that the t test provides evidence 

that online service quality has a significant 

influence on Word of Mouth. Apart from that, 

the results of the F test with α = 5% show an F 

value of 239.741 with a probability of 0.000, 

which is also less than 0.05. This indicates that 

online service quality has a significant 

influence on students' electronic word of 

mouth conversations. 

The R2 value of 0.710 reveals that 

around 71% of the variance in student 

electronic word-of-mouth conversations can 

be explained by variance in online service 

quality. Meanwhile, around 29% of the 

remainder can be explained by other factors 

not included in this first research model. 

4.2.2 Second Model Equation (2) 

In the second model, the results of the 

regression analysis produce the following 

equation: Y = 0.275 + 0.476 X + 0.470 Z 

The constant in the second model is 

0.275. This means that, in a situation where 

online service quality and online satisfaction 

have a value of zero, students' Word of Mouth 

Electronic Conversation has an average value 

of 0.275. 

The regression coefficient for online 

service quality of 0.476 explains that, holding 

other factors constant (ceteris paribus), a one 

unit increase in online service quality will 

result in an increase in student electronic 

word-of-mouth conversations of 0.476. 

Meanwhile, the regression coefficient 

value of student online satisfaction of 0.470 

explains that, holding other factors constant 

(ceteris paribus), a one unit increase in online 

satisfaction will have an impact on increasing 

student electronic word-of-mouth 

conversations by 0.470. 

The results of the t test show that the 

online service quality variable has a calculated 

t value of 8.952 with a probability of 0.000 (less 

than 0.05), which indicates that online service 

quality has a significant influence on students' 

electronic word of mouth conversations. In 

addition, the results of the t test for student 

online satisfaction produced a calculated t 

value of 8.506 with a probability of 0.000 (also 

less than 0.05), which shows that student 

online satisfaction has a significant influence 

on student electronic word of mouth 

conversations. 

The results of the F test with a 

calculated F value of 243.314 explain that 

together, the variables Online Service Quality 

and Student Online Satisfaction have a 

significant effect on students' Word of Mouth 

Electronic Conversation. 

Finally, the R2 value of 0.834 indicates 

that around 83.4% of the variance in students' 

Word of Mouth Electronic Conversations can 

be explained by the variance in online service 

quality and students' online satisfaction. The 

remainder, around 16.6%, can be attributed to 

other factors not included in this second 

research model. 

4.2.3 Third Model Equation (3) 

In the third model, regression 

analysis produces the following equation: Y = 

1.037 + 0.261 X + 0.271 Z + 0.053 XZ 

In this equation, the variables online 

service quality, student online satisfaction, 

and the interaction between online service 

quality and student online satisfaction are 

included as independent variables. 

The constant in this model is 1.037, 

which shows that when the variables Online 

Service Quality, Student Online Satisfaction, 

and interaction between the two have a value 

of zero, Student Electronic Word of Mouth 

Conversation has an average value of 1.037. 

The online service quality regression 

coefficient of 0.261 explains that if the online 

service quality variable increases by one unit, 

with all other factors remaining constant 

(ceteris paribus), then student electronic 

word-of-mouth conversations will increase by 

0.261. 

The regression coefficient for student 

online satisfaction of 0.271 explains that if the 

student online satisfaction variable increases 

by one unit, with other factors remaining 

constant (ceteris paribus), then student 
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electronic word of mouth conversations will 

increase by 0.271. 

In addition, the regression coefficient 

for the interaction between online service 

quality and student online satisfaction is 

0.053, indicating that if the interaction 

between the two increases by one unit, with 

other factors remaining constant (ceteris 

paribus), then student electronic word-of-

mouth conversations will increase by 0.053. 

The t test results show that the online service 

quality variable has a calculated t value of 

3.123 with a probability of 0.002 (less than 

0.05), which indicates that online service 

quality partially has a significant effect on 

students' electronic word of mouth 

conversations. 

The results of the t test for the student 

online satisfaction variable produced a 

calculated t value of 3.331 with a probability 

of 0.001 (also less than 0.05), indicating that 

student online satisfaction partially has a 

significant effect on student electronic word of 

mouth conversations. 

Furthermore, the results of the t test 

for the interaction between online service 

quality and online student satisfaction 

produced a calculated t value of 3.224 with a 

probability of 0.002 (also less than 0.05), which 

shows that the interaction between these two 

variables partially has a significant effect on 

Electronic Conversation. from word of mouth 

of students. 

The results of the F test show that the 

calculated F value is 181.390 with a 

probability of 0.000 (less than 0.05), which 

indicates that together, the variables online 

service quality, online student satisfaction, 

and the interaction between the two have a 

significant effect on electronic conversations. 

Word of mouth of students. Finally, an R2 

value of 0.850 indicates that approximately 

85% of the variance in students' Word of 

Mouth Electronic Conversations can be 

explained by the variance in online service 

quality, students' online satisfaction, and the 

interaction between the two. The remainder, 

around 15%, can be attributed to other factors 

not included in this third research model. 

 

DISCUSSION 

By utilizing Moderator Regression 

Analysis (MRA) which was developed by 

[33], this research reveals that the variable 

online student satisfaction plays a role as a 

moderator in influencing the relationship 

between online service quality and electronic 

word of mouth conversations among students 

in the study program. Management, Faculty 

of Economics and Business, Ahmad Dahlan 

University (FEB-UAD). The function of the 

moderator variable: Student online 

satisfaction in this study can be identified 

through the increase in the R2 value seen in 

three different equation models. 

In the first model equation (1), there is 

an R2 value of 71%. When we look at the 

second model equation (2), we can observe 

that the R2 value reaches about 83.4%. 

Furthermore, the third model equation (3) 

produces an R2 value of around 85%. These 

results confirm that in the three model 

equations, the R2 value continues to increase 

sequentially. Furthermore, the R2 value in the 

third model equation turns out to be higher 

than the R2 value contained in the second 

model equation. Likewise, the second model 

equation has a higher R2 value than the first 

model equation. From these results, we can 

see that there is an increase in the R2 value 

from the first model equation to the second 

model equation, and then to the third model 

equation. Therefore, we can illustrate that in 

the third model equation, which includes the 

variables online service quality, online 

satisfaction, and the interaction between 

online service quality and online student 

satisfaction as independent variables, 

produces the highest R2 value. Thus, these 

findings indicate that this research provides 

support and reinforcement for the MRA 

model that was developed by [33]. 

 

5. CONCLUSION 

a. The research results confirm that 

online service quality has a significant 

influence on electronic word-of-

mouth conversations among students 

in the Management Study Program, 



West Science Business and Management                                                                                              519

   

Vol. 1, No. 05, December 2023: pp. 509-520 

 

Faculty of Economics and Business, 

Ahmad Dahlan University. 

b. The findings from this research also 

confirm that online satisfaction has a 

significant influence on electronic 

word-of-mouth conversations among 

students in the Management Study 

Program, Faculty of Economics, 

Ahmad Dahlan University. 

c. The research results confirm that the 

interaction between online service 

quality and online satisfaction is more 

in-depth in explaining variations in 

student electronic word-of-mouth 

conversations compared to each of 

these variables separately. 

d. Online satisfaction, which functions 

as a moderator variable, plays a 

significant role in influencing 

students' Electronic Word of Mouth. 

e. In the entire research, the variable 

Word of Mouth Electronic 

Conversation among students can be 

explained by 85% by the variables 

Online Service Quality, Online 

Satisfaction, as well as the interaction 

between Online Service Quality and 

Online Satisfaction. The remainder, 

around 15%, can be attributed to 

other factors not included in the 

research model 

Suggestions 

a. The Management Study Program at 

the Faculty of Economics and 

Business, Ahmad Dahlan University 

needs to improve the quality of online 

services (Online service quality) and 

the level of satisfaction (Online 

satisfaction) of students. It is hoped 

that this can contribute positively to 

student electronic word-of-mouth 

communication, so that students will 

be more likely to recommend this 

Management Study Program to other 

parties to continue their studies at the 

same university. These efforts can be 

strengthened through the use of 

various online platforms to build 

trust and obtain recommendations 

from students. 

b. In further research, it is 

recommended to consider the 

existence of additional moderator 

variables that can have a positive 

influence on the electronic word-of-

mouth communication of students in 

the Management Study Program, 

Faculty of Economics and Business, 

Ahmad Dahlan University. It is 

hoped that this will produce a deeper 

understanding of the factors that 

influence student electronic word-of-

mouth communication. 
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