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1. INTRODUCTION

This study examines the influence of the halo effect on
students’ evaluations of communication ethics in
academic interactions among students of the Islamic
Communication and Broadcasting (KPI) study
program. The halo effect refers to students’ tendency to
form initial judgments about lecturers based on first
impressions such as appearance, tone of voice, and
presentation style. This research employs a qualitative
phenomenological approach to explore students’ lived
experiences in academic communication. The
participants consisted of ten KPI students selected
through purposive sampling. Data were collected
through in-depth open-ended interviews and analyzed
using the phenomenological analysis procedure
proposed by Moustakas, which includes
horizontalization, thematic clustering, and synthesis of
meanings. The findings reveal that the halo effect
shapes students’ perceptions of lecturers’ credibility,
competence, and communication ethics, particularly
during the early stage of academic interaction.
However, these perceptions tend to evolve through
continued learning experiences. The study contributes
to educational communication research by
demonstrating how perceptual bias influences the
evaluation of communication ethics in higher
education.

Keywords: hallo effect, communication ethics,
academic communication, perceptual bias,
phenomenology.

Communication is a fundamental element in the academic environment,

particularly in the relationship between lecturers and students (Dahmani et al., 2024;
Yuan, 2024). Through communication, the transfer of knowledge, the development of

attitudes, and the internalization of academic values and ethics occur. Effective
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communication in higher education does not merely function as a medium for
delivering information but also reflects professionalism, credibility, and ethical
responsibility in the teaching-learning process (Suhendar et al., 2023; Zvereva, 2023).
Effendy defines communication as the process of delivering messages from one party
to another with the aim of influencing perspectives, attitudes, or behaviors (Fitriani et
al,, 2025; Mallappiang & Muharram, 2023). In academic settings, communication is
therefore inseparable from ethical considerations that guide interactions between
lecturers and students.

However, the evaluation of communication ethics in academic interactions is often
not entirely objective. Students frequently form early judgments about lecturers based
on first impressions, including appearance, tone of voice, or presentation style
(Heaviside-Brown & Watkins, 2025; Kettaneh et al.,, 2023). These initial perceptions
can subsequently influence how students interpret lecturers’ attitudes, credibility, and
communication ethics throughout the learning process. In many cases, students’
perceptions of lecturers are not solely based on the quality of teaching but are also
shaped by psychological biases that affect the interpretation of social interactions.

One of the most widely discussed cognitive biases related to social evaluation is the
halo effect, firstintroduced (Kerin, 2022; Westbury & King, 2024). The halo effect refers
to the tendency of individuals to form an overall evaluation of a person based on a
single dominant characteristic or initial impression. In educational contexts, this bias
can influence how students perceive lecturers’ competence, credibility, and
communication behavior. Research in educational psychology has shown that lecturers
who create positive first impressions are more likely to be perceived as competent and
credible, while less favorable first impressions may lead to negative evaluations even
when the lecturer demonstrates professional teaching practices (Lakeman et al., 2022;
McNatt, 2022).

Several previous studies have examined communication ethics in academic
interactions and lecturer credibility. For example, Wang & Kruk (2024) found that
students’ perceptions of lecturer credibility are strongly influenced by communication
style and classroom interaction. Similarly, Abubakar (2024) emphasized that ethical
communication between lecturers and students plays a crucial role in fostering

respectful and constructive academic environments. Other studies have also explored
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how communication ethics contribute to the development of academic professionalism
and mutual trust in higher education settings (Dalimunthe et al.,, 2024; Marin et al,,
2025).

Nevertheless, most existing studies primarily focus on communication ethics as a
normative or pedagogical issue, emphasizing the importance of ethical communication
without sufficiently examining the psychological mechanisms that shape students’
evaluations. In particular, limited attention has been given to the role of cognitive
biases, such as the halo effect, in influencing how students interpret lecturers’
communication ethics (Jin et al., 2025). As a result, the relationship between cognitive
perception biases and evaluations of communication ethics in academic interactions
remains underexplored.

This issue becomes particularly relevant in the context of Islamic higher education,
where communication ethics are closely associated with both academic
professionalism and Islamic moral values (Dalimunthe et al., 2023). Students in the
Communication and Islamic Broadcasting (KPI) program are expected not only to
understand communication from a technical perspective but also to internalize ethical
principles derived from Islamic teachings, such as fairness, respect, and honesty in
communication. However, despite this normative expectation, students’ evaluations of
communication ethics may still be influenced by subjective perceptions and initial
impressions.

Understanding the influence of the halo effect in this context is therefore important
for explaining how students construct their evaluations of lecturers’ communication
ethics. Investigating this phenomenon can provide insight into the extent to which
initial perceptions shape students’ judgments and how these perceptions evolve
through academic interaction.

Based on this background, this study aims to examine the influence of the halo
effect on students’ evaluations of communication ethics in academic interactions
among students of the Communication and Islamic Broadcasting (KPI) study program.
By exploring students’ lived experiences and perceptions, this research seeks to
provide a deeper understanding of how cognitive biases influence ethical evaluations
within academic communication and contribute to the development of more reflective

and objective academic interactions.
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2. RESEARCH METHODE

This study employs a qualitative approach using a phenomenological method to
explore students’ lived experiences and perceptions regarding the influence of the
halo effect on evaluations of communication ethics in academic interactions (Ghasemi,
2022). Phenomenology was selected because the study seeks to understand how
students interpret their initial impressions of lecturers and how these perceptions

shape their evaluations during academic communication processes.

The research participants consisted of ten students from the Communication and
[slamic Broadcasting (KPI) study program at an Islamic university. Participants were
selected through purposive sampling based on several inclusion criteria: (1) students
who had experienced direct academic interaction with lecturers in classroom settings,
(2) students who had completed at least two semesters of study to ensure sufficient
exposure to academic communication dynamics, and (3) students who were willing

to share their experiences and perceptions openly during the research process.

Data were collected through in-depth phenomenological interviews using open-
ended questions designed to explore students’ experiences related to their initial
impressions of lecturers and how these impressions influenced their evaluation of
lecturers’ communication ethics. Each interview lasted approximately 30-45 minutes
and was conducted individually to allow participants to express their experiences
freely and reflectively. The interviews focused on several themes, including
perceptions of lecturers’ appearance, communication style, credibility, and ethical

interaction in the classroom.

Data analysis followed the phenomenological analysis procedure proposed by
Moustakas (1994). The analysis involved several stages: (1) horizontalization, where
significant statements related to students’ perceptions were identified; (2) meaning
unit formulation, where statements were grouped into thematic categories; (3)
textural description, describing what participants experienced in academic
communication interactions; and (4) structural description, explaining how those

experiences shaped students’ evaluations of communication ethics (Aguas, 2022). The
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final stage involved synthesizing these descriptions to capture the essence of the

phenomenon under study.

To enhance the credibility of the findings, the study employed data validation
techniques, including member checking and data triangulation. Member checking was
conducted by confirming key interpretations with selected participants to ensure that
the findings accurately reflected their experiences. Triangulation was applied by
comparing responses among participants to identify consistent patterns of perception

related to the halo effect in academic communication.

Through these procedures, the phenomenological approach enabled the study to
capture students’ subjective experiences and reveal how cognitive bias in the form of
the halo effect shapes the evaluation of communication ethics in academic

interactions.

3. RESULT AND DISCUSSION

Based on the results of in-depth interviews with students from the
Communication and Islamic Broadcasting (KPI) study program, this study finds that
the halo effect significantly influences students’ evaluations of lecturers’
communication ethics during the early stages of academic interaction. Students tend
to form immediate judgments about lecturers based on visible characteristics such as
appearance, tone of voice, and presentation style. These first impressions shape how
students initially interpret lecturers’ credibility and ethical communication behavior

in the classroom.

One of the most frequently mentioned aspects influencing students’ initial
perceptions is the lecturer’s appearance. Several informants explained that lecturers
who appear neat, confident, and professional tend to generate positive impressions
during the first meeting. One participant stated:

“When a lecturer comes to class with a neat appearance and looks confident, we

tend to assume that they are professional and ethical in communicating with
students.” (Informant 3).

Another student expressed a similar perception:



38 E-ISSN 3063-8909

“At the first meeting, appearance really affects how we judge the lecturer. If the
lecturer looks convincing and calm, we automatically feel that they will
communicate well in class.” (Informant 6)

From a phenomenological perspective, these statements reflect how students
construct meaning from visual cues in their lived academic experiences (Kahu &
Picton, 2022). The initial perception formed through appearance functions as a
cognitive shortcut that helps students quickly evaluate lecturers’ credibility. This
phenomenon corresponds with the halo effect theory, which explains that individuals
often generalize a positive evaluation of a person based on a single observable trait
(Laham & Forgas, 2022). In academic communication, such early impressions may

influence how students interpret subsequent communication behaviors.

In addition to appearance, lecturers’ manner of speaking and presentation style
were identified as significant factors shaping students’ evaluations. Informants
emphasized that lecturers who communicate clearly and engage students actively
tend to be perceived as more ethical and trustworthy communicators. One informant
explained:

“Lecturers who speak clearly and explain the material in a structured way make us

feel comfortable. It gives the impression that they respect students and
communicate ethically.” (Informant 2)

Another student highlighted the importance of communicative delivery:

“Sometimes the material may be difficult, but if the lecturer explains it in an

interactive way, we see them as professional and respectful toward students.”
(Informant 7)

These findings indicate that verbal communication plays a central role in shaping
students’ perceptions of communication ethics. Students interpret clarity, tone, and
interaction style as indicators of lecturers’ respect, openness, and professionalism.
This observation aligns with previous research showing that communication style
significantly affects perceptions of lecturer credibility and ethical interaction in the

classroom (Hou, 2024; Wang & Kruk, 2024).

The interviews also reveal that self-confidence and classroom management
contribute to students’ early evaluations of lecturer competence. Students tend to
associate confident communication with professionalism and ethical authority. One

participant noted:
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“If the lecturer is confident and able to control the class, we feel that they know what
they are doing and communicate properly with students.” (Informant 5)

However, students also demonstrated awareness that first impressions do not
necessarily represent lecturers’ actual competence. Some participants acknowledged
that their early judgments could change after multiple learning sessions. One
informant explained:

“Sometimes our first impression is not accurate. After several meetings, we can see

whether the lecturer is really competent or not.” (Informant 1)

This statement reflects the dynamic nature of perception in academic
interactions. Although the halo effect influences initial evaluations, students gradually
revise their judgments based on continued learning experiences. In
phenomenological terms, students’ perceptions evolve as they accumulate new

experiences that reshape their understanding of lecturers’ communication ethics.

Furthermore, the findings show that first impressions also influence students’
openness toward lecturers’ explanations and opinions during early meetings.
Students reported feeling more receptive to lecturers who create positive initial
impressions. One informant stated:

“If the lecturer gives a good first impression, we tend to listen more carefully and

trust what they explain.” (Informant 4)

This finding suggests that the halo effect affects not only students’ personal
evaluations but also the dynamics of classroom communication and interaction. Early
perceptions shape the level of trust and attentiveness that students bring into the

learning process.

Within the context of the Communication and Islamic Broadcasting (KPI)
program, communication ethics are also interpreted through the lens of Islamic
values and academic responsibility. Students expressed awareness that ethical
communication involves respect, honesty, and fairness in academic interaction.
However, despite this normative understanding, their evaluations during the initial

stage of interaction remain influenced by subjective perceptions.

From a theoretical standpoint, these findings reinforce the concept of perceptual
bias in communication, where individuals rely on cognitive shortcuts to interpret

social interactions (Shin, 2025; Zhou, 2023). The halo effect functions as one of these
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shortcuts, allowing students to rapidly evaluate lecturers based on limited
information. While such evaluations help students navigate new academic
environments, they may also introduce bias into the assessment of communication

ethics.

Overall, the phenomenological analysis reveals that students’ perceptions of
lecturers’ communication ethics emerge through a complex interaction between
initial impressions, communication experiences, and evolving academic relationships.
Although the halo effect shapes early perceptions, sustained interaction allows
students to reassess their judgments more objectively. This process highlights the
importance of reflective awareness among students in evaluating communication

ethics within academic interactions.

4. CONCLUSION

This study demonstrates that the halo effect significantly influences students’
evaluations of lecturers’ communication ethics during the early stages of academic
interaction. Students tend to construct initial judgments based on visible and
communicative characteristics such as lecturers’ appearance, tone of voice, and
presentation style. These first impressions shape how students interpret lecturers’
credibility and ethical communication behavior in the classroom. However, the
findings also reveal that these perceptions are dynamic. As academic interactions
continue, students gradually reassess their evaluations based on lecturers’ consistency,
mastery of subject matter, and sustained communication practices.

From a theoretical perspective, this research contributes to the field of educational
communication studies by highlighting how perceptual bias influences the evaluation
of communication ethics in academic environments. While previous studies have
emphasized the importance of ethical communication and lecturer credibility, this
study demonstrates that students’ assessments are not formed purely through rational
evaluation but are also shaped by cognitive shortcuts such as the halo effect. This
finding enriches the understanding of communication processes in higher education

by integrating perspectives from communication ethics and perceptual bias theory,
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showing that students’ judgments of ethical communication are influenced by both
experiential interaction and psychological perception mechanisms.

Practically, the findings provide important implications for lecturers and
educational institutions. For lecturers, awareness of the halo effect suggests that the
initial stage of classroom interaction plays a crucial role in establishing trust and
credibility with students. Professional appearance, clear communication, and
respectful interaction can help create positive first impressions that facilitate effective
learning communication. For educational institutions, these findings underline the
importance of strengthening communication ethics training and reflective learning
practices that encourage students to evaluate academic interactions more objectively.
By fostering awareness of perceptual bias in academic communication, universities can
promote more ethical, professional, and reflective learning environments.

Overall, this study underscores the importance of understanding how perceptual
bias shapes communication dynamics in higher education. Recognizing the role of the
halo effect in students’ evaluations of communication ethics can contribute to the
development of more reflective academic interactions and enhance the quality of

communication between lecturers and students.
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