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ABSTRACT
Quality is an imperative in services, especially in the education sector, 
since it trains the professionals of the future who will contribute to the 
development and growth of society. In fact, the university reform is ai-
med at achieving excellence in university education through continuous 
improvement, starting with the implementation of basic quality condi-
tions controlled by the Superintendencia Nacional de Educación Superior 
Universitaria (SUNEDU). Thus, today there are universities that have de-
monstrated these conditions, but there is still much to be done. Therefore, 
this research aims to determine how service quality is related to customer 
loyalty of a private university in Lima, Peru, 2022. To this end, an applied 
non-experimental quantitative approach, with a cross-sectional descrip-
tive correlational design was carried out. The study sample consisted of 
392 undergraduate students belonging to a private university educational 
institution. The results of the research revealed a significant relationship 
between service quality and customer loyalty. Consequently, it is found 
that the higher the quality of service provided by the educational institu-
tion, the higher the loyalty of the students. This phenomenon implies that 
students could not only recommend the institution to potential clients, but 
also choose to continue their graduate studies at the same institution.
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INTRODUCTION
Quality education, especially focusing on uni-
versity students, is a challenge that universities 
want to meet, as it will allow them to strength-
en themselves in the long term and retain their 
students, even more so in a competitive and 
changing environment (Bravo, 2020). However, 
given the increase in enrollments worldwide, 
which has resulted in a significant expansion of 
university education in the last twenty years, 
there are doubts about quality, especially in pri-
vate institutions (United Nations Educational, 
Scientific and Cultural Organization [UNESCO], 
2020). In the Peruvian context, the number of 
universities has grown significantly, since in 
1959 there were only nine universities, but in 
the 1990s this number increased to 30 and lat-
er to 56. In 1996, Legislative Decree No. 882 au-
thorized the creation of more universities, both 
for-profit and non-profit (Superintendencia 
Nacional de Educación Superior Universitaria 
[SUNEDU], 2015). This measure led to an ex-
pansion of university offerings, but without the 
necessary rigor in terms of the quality of ser-
vices (Molina, 2020).

Education is essential in people’s lives 
because it contributes to their professional 
training and development in the labor market 
and in society. In this sense, the provision of 
quality services in educational institutions, 
especially at the university level, is very 
necessary (Barragán et al., 2022). In Peru, there 
have been several reforms aimed at improving 
the quality of university education. The last 
one took place in 2014 with the enactment of 
Law 30220, which aimed to ensure the quality 
of university education, with the oversight 
body being the Superintendencia Nacional de 
Educación Superior Universitaria (SUNEDU), 
an institution that regulates and monitors 
the implementation of quality in universities 
(Gallegos et al., 2022). The first step was to 
establish basic quality conditions in higher 
education institutions in order to obtain 
accreditation. However, not all institutions 
have been able to demonstrate this, with less 
than one hundred universities meeting the 
minimum quality requirements; therefore, they 
have licenses to operate for 6 to 10 years, after 
which they must apply for renewal (SUNEDU, 
2021). 

However, there is still much room for 
improvement to achieve excellence. To this end, 
it is crucial that universities implement policies 
that ensure the perfection of their services, with 
the aim of improving the quality of university 
education. The next important step is to 
achieve accreditation through the application 
of rigorous quality standards (Barragán et 
al., 2022; SUNEDU, 2015). Likewise, they will 
achieve student loyalty by retaining current 
students and attracting new ones, since good 
service strengthens relationships with them 
and is the key to long-term survival and success 
in three areas: at the level of the institution, at 
the level of society, and at the level of students’ 
professional development (Del Río-Rama et al., 
2021).

Thus, there is a need to improve the quali-
ty of service in the Peruvian university system 
in order to guarantee a competitive education 
and the training of qualified professionals, 
while universities, especially private universi-
ties, want to retain their students and encoura-
ge them to act as service promoters to attract 
other potential students. However, the ques-
tion is how service quality and loyalty are rela-
ted. Therefore, the objective of this study is to 
analyze how service quality is related to cus-
tomer loyalty in a university in Lima, Peru, in 
the year 2022. In addition, it aims to determi-
ne whether the dimensions of service quality,  
according to the SERVQUAL model, are related 
to student loyalty.

The SERVQUAL model is of fundamental 
importance to educational institutions because 
it provides a student-centered methodology for 
improving service quality in higher education. 
By focusing on the gap between student expec-
tations and perceptions, this model provides a 
valuable tool for identifying areas for improve-
ment and prioritizing corrective actions, which 
is critical for institutions committed to service 
excellence and student satisfaction. In addition, 
its ability to facilitate the implementation of 
continuous improvement strategies contribu-
tes significantly to raising quality standards 
and enhancing institutional reputation, under-
scoring its undeniable relevance in the field of 
education (Barragán et al., 2022).
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Service quality
It is defined as the degree to which a servi-
ce meets the needs, wants, and expectations 
of customers. It can also be understood as the 
participants’ perception of the service’s ability 
to meet or exceed their expectations. Only tho-
se who need, request and experience the ser-
vice can evaluate its quality (Jiminián, 2013). 
Similarly, in the literature related to this topic, 
the concept of quality is linked to perceived 
quality, which implies the consumer’s evalua-
tion of the excellence and superiority of a pro-
duct (Duque, 2005).

In a competitive context, service quality 
is recognized as a critical factor for growth, 
survival and business success. It is also defi-
ned as the difference between what consumers 
perceive about the service provided by a com-
pany and their expectations of the company 
providing that service (Yesitadewi and Widodo, 
2023). However, the evaluation of service qua-
lity is intended to contribute to the establish-
ment of a quality management system within 
an organization (Mejías, 2005).

Quality and education
In education, quality plays a crucial role and 
is presented as a highly effective strategy to 
strengthen universities, since its analysis is 
directly linked to curricular processes, acade-
mic accreditation and the collaboration of uni-
versity institutions (Pérez and Pinto, 2020). 
The main service is focused on learning, while 
others cover areas such as psychology, nutri-
tion, primary health care, library, recreational 
and sports activities, community and parental 
services. Schools offer a variety of services that 
have the potential to generate transformations 
and improvements in service value creation, 
enabling them to exceed customer expecta-
tions. As in any service organization, in schools 
it is possible to identify internal and external 
supplier-customer relationships and various 
interrelated processes that work effectively 
and efficiently to deliver educational services 
(Ropa, 2014).

According to SUNEDU (2015), quality at 
the university level is related to the degree of 
alignment between the actions carried out 
by the university or academic program to 

implement the guidelines established in the 
institutional mission and objectives, and the 
results obtained through these actions, a level 
of quality that should be based on both inter-
nal and external considerations. Furthermore, 
in order to guarantee quality, it is necessary to 
have control by the public authority, which is 
materialized through the accreditation process 
to ensure compliance with minimum quality 
conditions. Subsequently, appropriate proces-
ses must be implemented to ensure excellence 
in service through accreditation. This last pro-
cess will promote a culture of quality improve-
ment in which institutions demonstrate their 
ability to implement appropriate quality assu-
rance mechanisms.

Models 
The models propose to use the measurement of 
service quality as a tool that supports control 
and facilitates decision-making (Mejías, 2005). 
Over the years, many models have been develo-
ped, among which the SERVQUAL model stands 
out, which, despite its age, is a reference for the 
development of many studies. It corresponds to 
the North American school and was developed 
by Parasuraman and colleagues, and is also ba-
sed on customer expectations and perceptions 
(Torres and Vasquez, 2018). This model propo-
ses five dimensions: tangible elements, relia-
bility, responsiveness, security and empathy 
(Paredes and Santos, 2022).

Another model that considers dimensions 
similar to SERVQUAL, with the exception of 
those related to expectations, is the SERVPERF 
model. This scale is less ambiguous when it 
comes to evaluating perceptions of service 
quality, where perception is the only determi-
ning element for evaluating the quality of any 
service. It was created by Cronin and Taylor 
in 1994 (Ibarra and Casas, 2015). For his part, 
Christian Grönroos proposed a Nordic model in 
1984, which emphasizes the link between qua-
lity and the image of the organization. In this 
model, the relationship between the quality 
perceived by the customer, which includes both 
technical quality (physical aspects) and func-
tional quality (customer treatment), is crucial. 
In short, the customer experience is influenced 
not only by the result of the service, but also by 
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the way it is delivered and the image of the or-
ganization (Duque, 2005).

The HEDPERF model is more specific be-
cause it was designed to assess the quality of 
services in higher education institutions and 
was developed by Firdaus Abdullah in 2005 
(Duque and Diosa, 2014). This model consists 
of six dimensions designed to analyze the per-
ception of educational services, which inclu-
de academic aspects, non-academic aspects, 
reputation, access, programs and understan-
ding (Álvarez, 2021). This category also inclu-
des the SERVQUALING model, adapted from 
SERVQUAL, which focuses only on perceptions 
(Balderrábano et al., 2023). It involves placing 
the student, among other customers, at the 
center of considerations, projects and inputs in 
efforts to improve service quality. In essence, 
it is a profound transformation of perspectives 
and practices (Mejías, 2005).

However, this research will focus on the 
SERVQUAL model, since it is characterized by 
providing companies with a systematic and 
measurable structure for the continuous analy-
sis and improvement of their services. This 
approach helps to strengthen customer loyalty 
and maintain competitiveness in the market 
(Cañón Cárdenas and Rubio Rodríguez, 2018). 
These findings reinforce the importance of 
maintaining and constantly improving the qua-
lity of educational services as a key element to 
foster student loyalty and, therefore, contribu-
te to sustainable development and academic 
excellence. In this sense, the objective is to de-
termine the relationship between service qua-
lity and customer loyalty.

Dimensions of Service Quality according 
to the SERVQUAL Model

• Tangible elements. It refers to the 
evaluation that customers make about 
the appearance of a company’s facili-
ties, personnel, equipment used, mate-
rials, and communications (Challenges 
in Supply Chain, 2023). That is, it focu-
ses on tangible physical aspects such 
as infrastructure and other elements 
that can be perceived through the sen-
se of touch (Matsumoto, 2014).

• Reliability. This is the customer’s 
assessment of a company’s ability to 
provide products or services that are 
reliable, of high quality, and delivered 
on time (Challenges in Supply Chain, 
2021). In this sense, it means accura-
tely and reliably delivering the promi-
sed service to the customer in accor-
dance with what has been established 
(Contreras, 2021).

• Responsiveness. This refers to the 
ability to perform multiple tasks wi-
thout causing delays (Yarlequé et al., 
2022). Similarly, it refers to the wi-
llingness at both the corporate and 
individual levels to assist customers, 
ensure timely delivery of services, and 
respond quickly to customer requests 
(Silador et al., 2022).

• Safety. This refers to the ability and 
skills of the personnel to ensure con-
fidence in the service provided to the 
customer, thus seeking to achieve cre-
dibility (Dolors, 2004). To this end, the 
employee shows willingness to assist 
the customer and provide prompt and 
appropriate service, including the ti-
mely fulfillment of the necessary re-
quirements. In addition, the accessibi-
lity of the organization or company to 
the customer is evaluated (Salvador et 
al., 2008).  

• Empathy. It is the emotional affinity, 
usually charged with emotionality, 
that an individual experiences toward 
another’s reality. It refers to the le-
vel of understanding and connection 
with another person’s feelings. It con-
sists of the ability to put oneself in 
someone else’s shoes, to adopt their 
point of view, and to objectively un-
derstand their emotions and behavior 
(Varo, 1994). The customer can form 
an opinion about a particular service 
based on the interaction, treatment, 
and communication, aspects that are 
provided through empathy (Tumino 
and Poitevin, 2014). In education, ser-
vice quality refers to the ability of 
an institution to meet the needs and 
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expectations of its students, both in 
academic terms and in their overall  
learning experience (Reyes et al., 
2020).To understand how students 
perceive this service quality and its 
relationship in loyalty (Barragán et 
al., 2022). Therefore, it is essential to 
determine the relationship between 
service quality and student loyalty, 
using dimensions such as tangible as-
pects (conditions of facilities, availa-
ble educational resources), reliability 
(timeliness and quality of teaching), 
responsiveness (accessibility of tea-
ching and administrative staff), safety 
(perception of physical and emotional 
safety on campus) and empathy (staff  
attitude and support towards stu-
dents). In summary, the evaluation of 
these specific dimensions provides a 
way to measure the quality of service 
in the educational environment, the 
improvement of which can significant-
ly optimize the student experience and 
student retention in the educational 
institution, based on the degree of re-
lationship that these dimensions have 
with student loyalty.

• Customer Loyalty. It involves the ac-
tive participation of an engaged con-
sumer who has the willingness or 
intention to continue using the pro-
ducts or services offered by a com-
pany, which arose from their positive 
experiences with the company, which 
materializes with frequent repurcha-
se for a period of time (Widodo and 
Jauhari, 2023), since customer loyalty 
can be described as the inclination or 
desire of customers to make repeated 
purchases from a company over time, 
thus generating benefits and advanta-
ges for the company (Venkatakrishnan 
et al., 2023). However, a better unders-
tanding of the elements that influence 
customer loyalty can increase long-
term revenues and broaden the un-
derstanding of sustainable competiti-
ve advantage (Mansouri et al., 2022).

• Dimensions of loyalty. For compa-
nies, frequent purchases are important 

because they generate long-term pro-
fitability. Consequently, it is important 
to build customer loyalty, which is the 
willingness or intention of customers 
to continue using the products or ser-
vices offered by a company because 
of their good experience (Kalia et al., 
2021). In this sense, given the high 
competition in the market, companies 
have to focus on certain elements to 
reach their customers (Mazzini, 2020). 
In this sense, the loyalty cloverleaf is 
born, in the center of which is the qua-
lity of service, surrounded by five di-
mensions as petals, namely: 

 Ԡ Customer Information. Derived 
from CRM, it is essential and 
should be focused on achieving 
customer satisfaction through per-
sonalization. Data-driven custo-
mer management focuses on pre-
venting and anticipating customer 
churn. 

 Ԡ Effective implementation of inter-
nal marketing. This is the only way 
to achieve the active, determined 
and voluntary participation of all 
employees, especially in services 
where human intervention plays a 
crucial role. 

 Ԡ Communication with the client. It 
must be clear and detailed, adap-
ted to their individual needs, ca-
pable of creating emotional bonds 
and providing practical and useful 
information (Alcaide, 2010a).

 Ԡ Experiential marketing. It genera-
tes different experiences, sensa-
tions and emotions in the custo-
mer; this is achieved by creating 
experiences related to perception, 
feelings, thoughts, actions and re-
lationships. Marketing is approa-
ched in a holistic way, from the 
construction of the brand to the 
individual behavior of employees.

 Ԡ Incentives and privileges. It is es-
sential to recognize and value lo-
yal customers, rewarding them for 
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their commitment to the company 
and, in some cases, sharing some 
of the benefits generated by their 
business with the organization 
through incentives and privileges.

Loyal customers represent a significant 
source of profitability and benefits for compa-
nies that manage to build a loyal customer base 
(Alcaide, 2010b).

METHODS 
The research used an applied methodology 
of descriptive and correlational scope, with a 
non-experimental cross-sectional design be-
cause the data and information collection was 
done at a single point in time. The population 
for this study was 16,932 undergraduate stu-
dents enrolled in the 2022-II semester from the 
first to the tenth cycle of the 16 undergraduate 
programs offered by the institution. Students 
who were not enrolled in that semester were 
excluded, as were graduates and administrati-
ve or managerial personnel.

The sample was selected using probabili-
ty sampling, since each element of the popula-
tion has an equal chance of being selected for 
the sample. The selection is made by defining 
the characteristics of the population and the 
sample size, using a random selection process 
(Hernández-Sampieri and Mendoza, 2018). 
Then, the formula for infinite populations was 
applied. 

𝑛𝑛 = 𝑁𝑁 𝑥𝑥 𝑍𝑍2𝑥𝑥 𝑝𝑝 𝑥𝑥 𝑞𝑞
(𝑁𝑁 − 1)𝑥𝑥 𝑒𝑒2 +  𝑍𝑍2 𝑥𝑥 𝑝𝑝 𝑥𝑥 𝑞𝑞 

Where

n = Sample size.

N = Total population.

Z = Value determined by the confidence level 
chosen.

e = Sampling error (allowable error 5%).

p = Proportion of elements having a characte-
ristic to be studied.

q = Proportion of elements that do not have a 
certain characteristic, p + q = 1.

The following data were assigned to each 
of these elements:

𝑛𝑛 =  16932 ∗ 1.962 ∗ 0.5 ∗ 0.5
(16932 − 1) ∗ 0.052 + 1.962 ∗ 0.5 ∗ 0.5 

 

𝑛𝑛 = 16261.4928
43.2879 = 375.659083 

This resulted in a total of 376 students  
being contacted; however, after the informa-
tion was collected, 392 students chose to par-
ticipate. Therefore, they were included in the 
study.

Questionnaires and surveys were used 
as data collection tools, highlighting their im-
portance in the research due to their ease of 
access, uniformity, confidentiality, and adapta-
bility. These methods offer an efficient and eco-
nomical way to obtain direct information from 
participants (Hurtado, 2000, cited in Arias et 
al., 2022), making it possible to evaluate ser-
vice quality and measure student loyalty, and 
their use provides valuable information that 
can be used to improve the customer expe-
rience and strengthen the company-customer 
relationship. It is important to note that in this 
type of instrument, there are no right or wrong 
answers; all are acceptable for the purpose of 
the study (Carhuancho et al., 2019). For this 
study, a survey was considered for each va-
riable. For the first variable, a survey with 22 
questions was considered, which addressed 
the dimensions of the SERVQUAL model; on the 
other hand, for the second variable, the model 
proposed by Juan Carlos Alcaide, called Loyalty 
Clover, was considered, which consisted of 
19 questions. Both have been duly validated 
by experts, who validated them with 97%. 
Similarly, the instruments showed good relia-
bility (Cronbach’s alpha = 0.986 for the variable 
of service quality and Cronbach’s alpha = 0.981 
for the variable of customer loyalty). 

On the other hand, the surveys were 
applied by mail and institutional intranet 
through a Google form in December 2022, and 
to ensure voluntary participation an informed 
consent was applied. Then, data processing 
was carried out with the support of Excel 2016 
and SPSS version 26. 
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RESULTS
The data were then processed using the 
Spearman coefficient. This coefficient was con-
sidered because it is a statistical test designed 
to evaluate the presence of a linear relationship 
between two quantitative variables when the 
data do not follow a normal distribution. If a re-
sult close to 1 is obtained, it indicates a strong 
correlation between the variables, while a re-
sult close to 0 indicates the absence of a signi-
ficant relationship (Mendivelso, 2021). From 
the same, the level of significance was conside-
red for the respective analysis (if it is less than 
0.05, the null hypothesis is rejected) of the fo-
llowing hypotheses:

The results obtained in the present re-
search provide a clear view of the relationship 
between the study variables. By analyzing the 
data, it was found that service quality and stu-
dent loyalty are related. 

According to Table 1, it can be seen that 
both variables obtained a Spearman’s coeffi-
cient of 0.935, which shows that service quali-
ty and student loyalty have a very strong po-
sitive correlation. This means that if students 
perceive that they receive a high level of qua-
lity in the services offered by the university, 
they are more likely to decide to continue their 
education at that institution instead of looking 
for other options. Therefore, service quality 
plays an important role in student retention. 
Consequently, focusing on improving service 
quality can be an effective strategy to ensure 
student retention. 

Table 2 shows that the Spearman’s coeffi-
cient between the service quality and loyalty 

dimensions exceeds 0.866, with a significance 
level of 0.00 in all cases. There is a very strong 
and positive relationship between reliability 
and security, as evidenced by coefficients close 
to 1 (Spearman’s Rho: 0.900 and 0.927), which 
suggests that students perceive an institution 
that offers them a high level of reliability in 
services, as well as a secure environment and 
transactions; therefore, they are more likely to 
be loyal to it.

However, the tangible elements (empathy 
and responsiveness) show slightly lower re-
sults (Spearman’s Rho: 0.867; 0.898 and 0.887, 
respectively), all with a significance level be-
low 0.05. This indicates that aspects such as 
the quality of the facilities, the attention and 
understanding of the management, adminis-
trative and teaching staff towards the needs 
of the students, as well as the promptness in 
responding to their concerns are important be-
cause they are related to their decision to stay 
in the university. 

Therefore, all null hypotheses are rejec-
ted, indicating a significant positive correlation 
between these dimensions and student reten-
tion in a private university educational institu-
tion. These findings support that improvement 
in these specific areas can have a positive re-
lationship with student satisfaction and loyal-
ty. Consequently, they provide a solid basis for 
implementing strategies to strengthen these 
dimensions in order to ensure a better student 
experience that guarantees retention in the 
educational institution.

DISCUSSION

Table 1 
Correlations between service quality and customer loyalty

Service Quality Loyalty

Spearman's Rho

Service Quality

Correlation Coefficient 1.000 .935**

Sig. (two-tailed) . .000

N 392 392

Loyalty

Correlation Coefficient .935** 1.000

Sig. (two-tailed) .000 .

N 392 392

Note. Prepared by the authors, 2024.
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According to the results obtained, this research 
showed a very strong and positive relationship 
between service quality and student loyalty in 
a private institution located in Lima, Peru. It 
also confirmed the existence of a correlation 
between the different dimensions of service 
quality (such as tangibles, reliability, respon-
siveness, safety and empathy) and the variable 
of student loyalty. These results are consistent 
with those of Silva (2022), who also demons-
trated a significant relationship between edu-
cational service quality and student retention 
in private banking institutions, identifying a 
positive and robust correlation between both 
variables (Spearman’s Rho: 0.711, p = 0.00). In 
addition, a Pearson’s chi-square analysis was 
performed = 93.974, which confirmed the sig-
nificant relationship between service quality 
and retention.

In contrast to this study, Del Río-Rama et 
al. (2021) indicated that expectations and per-
ceived satisfaction play a crucial role in stu-
dents’ loyalty, influencing their behavior both 
to recommend the center’s services to other 
students and to continue their Master’s stu-
dies at the same institution. They reached this 
conclusion by applying factor analysis, confir-
matory and exploratory by means of structu-
ral equations. On the other hand, in another 
research, as in this study, the relationship 

between service quality and its dimensions of 
the SERVQUAL model was analyzed among stu-
dents of Universidad de Colima in Mexico. They 
showed that the tangible elements and empa-
thy dimensions were significantly related to 
service quality (P-value: 0.00145 and 0.00167) 
compared to the other dimensions (Barragán 
et al., 2022). 

In contrast, a study in Iraq found that 
tangibles (0.316), safety (0.311), and empathy 
(0.258) were the most important dimensions 
of service quality in different university de-
partments. The results indicate a difference 
in the evaluation of service quality dimen-
sions between the students of architectural 
engineering in Iraq and those in the present 
research, who prioritize reliability and securi-
ty provided by the university (Saadoon et al., 
2022). However, in this research, it was found 
that according to the Peruvian context, re-
liability (Spearman’s Rho = 0.900) and safety 
(Spearman’s Rho = 0.927) were the most in-
fluential dimensions according to the students’ 
perception. 

In comparison to the present study, De 
Oliveira et al. (2020) used structural equation 
modeling to investigate the factors that in-
fluence the satisfaction of 505 students in tech-
nical colleges in Brazil. Their results indicated 

Table 2
Correlations between service quality and loyalty dimensions

Correlations Loyalty Tangible 
items Empathy Reliability Responsiveness Safety

Spearman's 
Rho

Loyalty
Correlation Coefficient 1.000 .867** .887** .900** .898** .927**
Sig. (two-tailed) . .000 .000 .000 .000 .000
N 392 392 392 392 392 392

Tangible 
elements

Correlation Coefficient .867** 1.000 .899** .870** .845** .859**
Sig. (two-tailed) .000 . .000 .000 .000 .000
N 392 392 392 392 392 392

Empathy
Correlation Coefficient .887** .899** 1.000 .924** .911** .895**
Sig. (two-tailed) .000 .000 . .000 .000 .000
N 392 392 392 392 392 392

Loyalty
Correlation Coefficient .900** .870** .924** 1.000 .916** .906**
Sig. (two-tailed) .000 .000 .000 . .000 .000
N 392 392 392 392 392 392

Responsiveness
Correlation Coefficient .898** .845** .911** .916** 1.000 .915**
Sig. (two-tailed) .000 .000 .000 .000 . .000
N 392 392 392 392 392 392

Safety
Correlation Coefficient .927** .859** .895** .906** .915** 1.000
Sig. (two-tailed) .000 .000 .000 .000 .000 .
N 392 392 392 392 392 392

Note. Prepared by the authors, 2024.
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that the quality of services, academic perfor-
mance, job opportunities, perceived image, and 
perceived value were important determinants 
of student satisfaction. They recommended ad-
justments to the curriculum to adapt it to the 
demands of the labor market, and emphasized 
the importance of monitoring and improving 
the educational system by taking into account 
students’ perspectives and employability-rela-
ted outcomes.

Another study, carried out at Universidad 
Sämann de Jalisco, Mexico, examined the qua-
lity of university services as perceived by stu-
dents and its relationship to the fulfillment of 
their academic expectations. This analysis was 
carried out using the SERVQUAL model, similar 
to the approach used in this study. However, 
it is important to note that the sample in this 
case consisted of 73 students, which is smaller 
compared to the current study. The results of 
this study indicated a positive evaluation in 
the dimensions analyzed and in the fulfillment 
of expectations. In contrast, the present study 
found a positive relationship with student lo-
yalty. In addition, through a multiple regres-
sion analysis, they identified the importance of 
implementing timely actions in each dimension 
to increase the effects of perception, an aspect 
not addressed in the present research (Piñera 
and Cruz, 2023).

Another study evaluated service quality 
using a model derived from SERVQUAL, called 
SERVQUALING, which omitted the conside-
ration of expectations and used multivaria-
te techniques to evaluate the service quality 
of a university address in Quevedo, Ecuador. 
The sample consisted of 341 beneficiaries and 
the results showed that the participants’ per-
ception of the service quality of this manage-
ment was very positive, with a value of 4.79. 
Consequently, it was concluded that it would be 
beneficial to implement actions to improve the 
service quality of the directorate. This finding 
supports the importance of the service quality 
factor, which is consistent with the conclusions 
of this study, and suggests the need to imple-
ment improvements in this aspect (Cruz et al., 
2022).

When students perceive a high-quality  
educational service, this generates greater 

satisfaction with their experience at the ins-
titution. This satisfaction can increase their 
commitment to the university and strengthen 
their emotional connection to it, which motiva-
tes them to be more inclined to continue their 
studies there. Therefore, factors such as servi-
ce quality, expectations and perceived satisfac-
tion are fundamental to retaining students and 
have an impact on their behavior, whether re-
commending the institution to other students 
or deciding to continue their graduate studies 
in the same place (Del Río-Rama et al., 2021). In 
this sense, the SERVQUAL model provides five 
dimensions that allow students to value their 
perception by comparing it with their expecta-
tions regarding the service received at the uni-
versity. For example, students value persona-
lized attention as part of the tangible aspects 
and empathy as they consider it essential for 
their satisfaction and their closer connection 
with the institution (Barragán et al., 2022).

CONCLUSIONS 
The statistical analysis carried out using 
Spearman’s coefficient concludes that service 
quality has a very strong and positive influen-
ce on student loyalty in a private university in 
Lima, Peru, in the year 2022. The Spearman’s 
coefficient (Rho) is 0.935, with a p-value of 
0.000 and a significance level (α) of 0.05. This 
finding suggests that the higher the perception 
of service quality, the higher the likelihood of 
student loyalty, and underscores the need for 
continuous improvement in the services pro-
vided by universities, including areas such as 
administrative services, infrastructure, and 
student support, among others, which has sig-
nificant implications for quality management 
policies and practices. 

This study finds that empathy, as a com-
ponent of service quality, has a significant po-
sitive influence on student loyalty in a private 
university in Lima, Peru in 2022. The analysis 
shows a Spearman coefficient (Rho) of 0.887, 
with a p-value of 0.00 and α of 0.05, indicating 
that the university provides personalized and 
courteous treatment by its administrative and 
managerial staff.

Reliability, as part of service quality, also 
has a positive and very strong influence on 
student loyalty at a private university in Lima, 
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Peru in 2022. The analysis shows a Spearman 
coefficient (Rho) of 0.900, with a p-value of 
0.000 and α of 0.05, demonstrating that the 
university has the capacity to provide services 
correctly and solve problems, thus establishing 
a relationship based on trust.

Physical appearance, another component 
of service quality, has a positive and significant 
effect on student loyalty in a private university 
in Lima, Peru. The analysis shows a Spearman’s 
coefficient (Rho) of 0.867, with a p-value of 
0.000 and α of 0.05. The university has we-
ll-equipped classrooms and modern laborato-
ries, which contribute to the positive experien-
ce of the students.

Responsiveness, as part of service quality, 
positively and significantly influences student 
loyalty in a private university in Lima, Peru, in 
2022. The analysis shows a Spearman coeffi-
cient (Rho) of 0.898, with p-value of 0.000 and 
α of 0.05, indicating that administrative and 
managerial staff show interest and respond in 
a timely manner to students’ needs.

Security, a service quality component, has 
a positive and very strong influence on student 
loyalty in a private university in Lima, Peru, in 
2022. The analysis shows a Spearman coeffi-
cient (Rho) of 0.927, with a p-value of 0.000 and 
α of 0.05. The implementation of both physical 
and privacy security systems contributes to 
students’ perceptions of security, which crea-
tes confidence in solving problems safely and 
securely.

Strengthening security and reliability 
is essential because of its strong correlation 
with student loyalty. This means implemen-
ting policies and procedures that ensure the 
confidentiality of information, the physical and 
emotional safety of students, and consistency 
in service delivery. In addition, service quality 
dimensions with lower correlations with lo-
yalty, such as tangibles, empathy, and respon-
siveness, are identified as areas for improve-
ment. The university could offer staff training 
programs in these areas to improve student 
satisfaction and retention. Although the corre-
lations of empathy and responsiveness with 
loyalty are strong but slightly lower, it is sug-
gested that initiatives be implemented to foster 
a culture of empathy among staff and improve 

processes for responding to student needs and 
concerns.

Results provide useful insights for impro-
ving the management and quality of educatio-
nal services, suggesting specific strategies such 
as staff training programs and the implementa-
tion of continuous feedback mechanisms, while 
areas for future research could include compa-
risons between different types of institutions 
and longitudinal analysis of this relationship 
to strengthen student engagement and service 
quality in other educational institutions.
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