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ABSTRACT

Quality means different things to different people. Academics
in the area of philosophy, economics, marketing, and operations
management have explored this concept, but each group sees it
from a different point of view. In the marketing area, perceived
quality is one of the most subjective dimensions of quality.
Particularly as it relates to a service, customers often do not
have all, or enough information about a service's attributes.
When this situation occurs, customers usually use indirect
measures for comparing services. It 1s then perceptions of
quality become critical.

This study has developed a model that identifies key determinants
of perceived quality in the New Zealand tertiary educational
sector. These determinants influence the student's evaluation of
service quality in education. A review of the 1literature,
exploratory focus groups, and a mail survev were used to gather
data to develop and test the model. Based on the information
obtained, strategies have been generated to allow New Zealand
educational institutions to provide quality services, and in
doing so, make them more competitive.

Chapter one of this thesis provides a brief overview of the
topic, including the problem statement, importance of the
research, and the proposed methodology. Chapter two deals with
Tertiary Education in New Zealand. This chapter offers a brief
discussion of the changes in the New Zealand Tertiary Education
system, and of the competitive environment that currently exists.
Chapter three discusses the marketing of education as a service;
a review of the literature in the areas of Service Marketing and
Marketing of Education is provided. This chapter also identifies
the customers of an educational institution. Chapter four
examines the conceptual understanding of service quality and its
role in consumer decision making. A literature review of the area
of Service Quality is furnished to define quality, and emphasise
the importance of the determinants of quality, and how customers
evaluate it. This chapter also explores the relationship between
perception of quality, and customer choice. From the literature,
the researcher has developed a Service Quality model for
education. Chapter five discusses the Research Methodology
utilized in this thesis, the different data collection methods
used to develop the model; the instrument to test the model is
provided. This chapter also reports the preliminary results of
the focus group interviews. Chapter six provides the analysis of
results. Detailed statistical analysis of the information
obtained, and the major findings are discussed. Chapter seven
provides a discussion of the major findings in relation to the
research objectives, and the strategies suggested to assist New
Zealand educational institutions to become more competitive. This
chapter also discusses suggestions for future research.
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CHAPTER ONE

BACRKGROUND TO THE RESEARCH TOPIC

1.0 Chapter Introduction

This chapter provides background information to the research
project. The first part of the chapter will discuss the
importance of this topic from an academic and practical point of
view. This will be followed by the problem statement, importance

of the research, objectives, structure and presentation.

1.1 RKey Background Issues

The concept of quality goes back to the late eighteenth and early
nineteenth centuries when skilled craftsmen performed their tasks
under the watchful eyes of trade masters who acted as informal
quality control inspectors (Garvin, 1988). In those days, to
maintain high quality, goods were produced in small volumes and
every care was taken to ensure that the items produced were close
to perfection. Craftsmen were responsible for maintaining their

own quality standards.

The industrial revolution in the early 1900's produced a more
formal quality control process. As demand for products increased
the concept of craftsmanship was not practical due to its high
cost and low production rate. Companies turned towards mass
production; which was achieved by the introduction of machines

that could perform interchangeable functions. In order for this



process to work, formal quality inspections were crucial, and

this responsibility was undertaken by management (Hutchins,

1985) .

There are several ways of defining quality, and these will be
discussed in detail in a later chapter. However, the definitions
provided by Garvin (1988, p.40) will provide a brief introduction
to the concept. According to Garvin there are five definitions

of quality:

* Transcendent: Defines quality as a mark of uncompromising

standards and the achievement of excellence.

* Product-based: Views quality as a precise and measurable

variable.

* User-based: Assumes that consumers have different wants or
needs, and the goods that best satisfy those needs are the ones

considered of the highest quality.

* Manufacturing-based: Focuses on engineering and manufacturing
practices. In this context quality is achieved when requirements

have been met.

* Value-based: Quality is defined in terms of costs and prices.
A quality product 1is one that provides performance at an

acceptable price or cost.



The importance of quality is an emerging consumer trend of the
80's and 90's (Garvin, 1988). Consumers are now demanding higher
quality for both the products and services they receive. It is
important for institutions to satisfy their customers because
a satisfied customer is a loyal customer and a source of future
revenues (Fornell, 1992). In the past, efforts in defining and
measuring quality have been largely limited to the product

sector; maybe because service quality is more difficult to

evaluate.

Service quality is different from product quality, and the three
major characteristics of services must be understood before
attempts can be made to measure and understand service quality.

The three characteristics are (Bateson, 1989):

* Intangibility: Services are performances rather than objects.
They cannot be stored and their quality cannot be assessed before
delivery.

* Heterogeneity: Refers to the potential for variance in the
performance of a service. For example, more than one employee
may be in contact with the customer, and this might be cause of

inconsistency in the delivery of the service.

* Inseparability: Refers to the highly interactive nature of the

production and consumption of a service.



Service quality has in the past been discussed by a limited
number of researchers like Gronroos (1982), Lehtinen and Lehtinen
(1982) and Parasuraman et. al (1985). 1In their research three
major themes have developed:

* Evaluating product quality is much easier than evaluating
service quality.

* Service quality perceptions are caused by the differences

between consumer expectation and actual service performance.

* The evaluation of the whole process of service delivery
determines the perception and not the actual outcome of the

service.

Keeping in mind the service characteristics that make service
gquality hard to evaluate, it is the intention of this study to
investigate the New Zealand education sector and develop a model

to evaluate service quality.

Changes have occurred in the education sector in New Zealand over
the past few years. The present government is following the New
zealand Treasury's stance expressed in a 1987 document called

Government Management: brief to the incoming government. Vol 2

Education Issues. In this document the Treasury modified the

notion that education is a public good and introduced the concept
that education should be more of a commodity that can be traded

in the marketplace. This meant that although the Government



would still subsidize fees, students would have to pay a much
higher amount than previously. It will be argued that since
students have become more discerning customers, demanding better
value for their money with higher quality educational services.
It can also be argued that as the result of the new fees policy,
students are becoming more selective in choosing an institution
for further education. It could be claimed that this will force
educational institutions to improve the quality of the education

they offer, and to become more marketing oriented.

According to Porter, Crocombe and Ewright (1991), New Zealand has
an educational system that has not been designed to train people
in economically useful skills. The researchers believe that the
lack of management training is one of the factors that have
contributed to New Zealand's low level of labour productivity.
Behrman and Levin (1984) have studied the causes of lack of
success of the United States in world markets and they concluded
that some of the responsibility may lie with the graduates of
business schools. If this assertion is to be accepted, it
represents a challenge for New Zealand providers of management
education. They will be obliged to supply quality education that
will prepare people for the challenges of a more competitive

world market.

A major difficulty educational institutions face is dealing with
their different "publics". According to Saunders and Walker
(1991), there are four different sets of customers in tertiary

education that must be satisfied at the same time. These are:



the government, the employers, the parents and the students.
Kotler (1982), has a more complete list of "publics" with which
educational institutions must deal with. These are: prospective
students, current students, parents of students, alumni, faculty,
staff, local business firms and 1local government agencies.
However, there 1is no unanimity in the 1literature on what

constitutes customer groups in the education sector.

1.2 Problem Statement

The government's policy for tertiary education has changed over
the past few vears. Dr Lockwood Smith, Minister of Education,
explained his government's plans for tertiary growth in his
address to the Profitable Education Conference, Wellington
(1992). He stated that growth in this sector cannot be achieved
solely pouring more money into universities and polytechnics.
The government's commitment to the growth of tertiary education

is based on four factors:

1. Increase in Government funding

2. Students making a greater contribution to costs

3. Enterprises funding education and training for their
employees

4. Making sure all expenditure is made effectively

Based on these factors the Government has required tertiary
institutions to make efficiencies, and for students to bear a

larger share of the costs of their education.



Using the above mentioned policy as a basis, it can be assumed
that it is the Government's intention to create a competitive
environment for educational institutions. However, not all
institutions offer the same programmes. This results in
competition only in limited areas, such as Arts and Commerce.
For overseas students, competition is not restricted to New
Zealand but includes education providers from around the world.
Institutions can distinguish themselves by competing on the basis

of the perceived quality of education provided.

Very limited research has been carried out in New Zealand to
study the perceived quality of the services provided by tertiary
institutions. Customers use various cues or types of information
when evaluating a service, such as service characteristics,
institutional image, and price, to differentiate among services
provided, and to form impressions of the quality of the service
(Monroe and Krishnan, 1985, p.209). The above researchers also
state that it is important for a service provider to understand
how customers perceive the cues, because the cues that are not
considered important will have little, if any, influence over
customers' decision making. Therefore it is considered that a
study 1is warranted to determine and understand what factors
influence customer perceptions of quality in educational
institutions. It is expected that this will help the educational
sector in New Zealand evaluate the quality of service provided

to its customers.



1.3 Importance of the Research

Tan (1986) reviewing the literature on the assessment of quality
in higher education, identified three types of studies:
reputational, objective indicator, and correlate. Reputational
studies are based on the subjective opinions of administrators
who are not familiar with the academic environment of the
institution. As a consequence, institutions with high perceived

reputational quality might not actually deliver high quality

services.

Objective indicator studies are those based on indicators such
as faculty research productivity, student characteristics or
available resources. The problem with these studies is that the
indicators chosen to measure the quality of educational service
do not necessarily reflect teaching excellence or ability to

communicate with students.

Quantitative correlate studies identify variables that correlate
with factors associated with reputable programmes, such as
student/faculty ratios, graduation rates and student performance.
Like the reputational and objective studies, these fail to assess

the perception of the customers.

A major shortcoming of the above mentioned studies is that none
of them concentrate on what customers expect. There are two
aspects to be taken into consideration when evaluating the

quality of an educational programme; content and delivery. It



could be argued that students are in the best position to
evaluate the quality of delivery, while faculty and other
customer Jgroups such as employers are the best judges of the
content of a programme. However, this thesis will concentrate
on the student customer group, as this is consistent with the
Government’s policy that ties funding to the number of students
an institution attracts (For details, see Chapter 2, section
2.2.3). It could be argued that this is a shortsighted approach
because it ignores other customer groups, but it is considered
that without the primary customer group, namely the students, an
educational institution’s fundamental reason for operating
disappears. Nevertheless, this study recognizes that there are
other "publics" or constituencies that an educational institution
must deal with. As discussed earlier, customer orientation must
become part of an educational institution's culture, and as such

it is considered that a study of this nature is warranted.

According to Garvin (1988), one of the definitions of quality is
the user-based approach. This definition starts from the premise
that quality "lies in the eyes of the beholder"; which implies
that this is a highly subjective view of quality. Quality is

person-specific and difficult to evaluate.

zeithaml (1988), states that several researchers emphasize the
difference between objective quality and perceived quality.
Objective quality is defined by these researchers as the actual

technical superiority or excellence of the products while



perceived quality is based on the consumer's judgement about the

superiority or excellence of a product or service.

As discussed earlier, perceptions of quality vary from person to
person. It is proposed that without having knowledge of how
customers evaluate the quality of the service they receive, a

customer orientation cannot be achieved.

This thesis will attempt to determine whether a link can be
established between actual quality and perception of quality and
how it relates to customer satisfaction in the higher education
service industry. This linking will also be done as a means of

helping educational institutions to improve the quality of their

services.

1.4 Aim

The overall aim of this thesis is to develop a model to measure
customer perceptions of quality in higher education in New

Zealand with a view to developing strategies to achieve market

leadership.

This thesis also aims to contribute to the local literature on

service quality in education, which has been found to be limited.

10



1.4.1 Objectives

This study will attempt to:

1l.TIdentify the criteria students use to evaluate the quality of

the service provided by a tertiary institution.

2.Develop a model that accommodates the quality factors that

influence the customers' decision making process.

3. Develop a survey instrument to measure service quality in

education.

4. Determine if cost is an important factor that influences a

student's evaluation of service quality in education.

5. Examine the extent to which students are generally satisfied

with their overall educational experience.

1.5 Research Methodology Overview

An instrument will be constructed to test the Service Quality
model developed. The instrument will be developed based on
information obtained from relevant literature and by conducting

a number of focus group interviews with different student groups.

The information obtained deals with what Davis and Ostrom (1987,

p 96) call the cognitive, affective and conative responses to the

11



attitude object, in this case service quality in higher
education. Cognitive responses are those that reflect the
premises of the attitude object; affective responses are the
evaluation of and feelings towards the object, and conative

responses are the intentions and actions towards the object.

Once the instrument has been constructed, it will be tested on
a larger sample of students. Descriptive statistics, factor and
gap analysis will be used to analyze the data and determine the
validity of the instrument to measure perceptions of service
quality in education. For a full discussion on research

methodology see Chapter 5.

1.5.1 Data Gathering

This study will be based on primary and secondary data collected

from the following sources:

1. A detailed 1literature review will be conducted to gain

insights to this topic.

2. The initial gathering of primary data will be based on focus
group interviews with final year undergraduate business students
with the view to determine what factors should be considered when

evaluating service quality in an educational setting.

3. Based on the information obtained through the literature and

the focus groups, an instrument will be developed. This

12



instrument will be administered to a large sample of business

students across seven New Zealand universities to test the

validity of the model developed.

1.6 Limitations and Key Assumptions

The limitations for this study are as follows:

* A relatively small number of undergraduate business students
from selected universities will be surveyed for this study.

* This study will only look at the perception of the service
provided and not at the content of the courses involved in the

program.

* Lack of local literature on the topic.

A key assumption is that the primary customer group for education
is the student group, as without them an educational

institution's fundamental reason for operating disappears.

1.7 Contribution to Knowledge

The contribution to knowledge that this research provides could
be divided between theoretical and practical contributions. On
the theoretical side, there is a lack of local literature on this
topic and this research provides a framework that could be

utilized for the further development of this area of study in New

13



Zealand. The existing literature on this topic approaches the
subject wusing the expectancy/disconfirmation paradigm (See
Section 4.3.1), however, this thesis argues that this paradigm
is not applicable for education. The development of a Service
Quality Model that accommodates the key determinants of perceived
quality in education and that of an instrument to measure service
quality in education, has been achieved by using the
importance/performance paradigm and is another theoretical
contribution of this research. On the practical side the model
developed through this research provides a framework that could
help in the development of strategies by education
administrators. Another practical contribution is a list of the
most important service quality determinants in education. This
can be used by educational institutions to determine whether they
are allocating their efforts in the areas that are considered
important by the student group. The third practical contribution
is the potential use of the survey instrument developed, to track
the performance of an institution over a period of time. In
addition, strategies will be developed to help New Zealand
educational institutions gain a competitive advantage in the

marketplace.

1.8 Chapter Summary

This study represents a first step in exploring the issue of
service quality in education in New Zealand. This study
contributes to the limited local literature on this topic. 1In

addition, the development of a Service Quality model for

14



education and an instrument to measure it, provides the potential
for developing strategies that could create a competitive

advantage in the education sector.

15



CHAPTER TWO

TERTIARY EDUCATION IN NEW ZEALAND

2.0 Chapter Introduction

The purpose of this chapter is to describe the history of changes
that have taken place in the New Zealand Tertiary Education
system since 1984, and to demonstrate how and why the New Zealand
tertiary education situation has become more competitive. The
importance of marketing for educational institutions to deal with
this new competitive environment 1is also discussed. This
knowledge will give greater understanding of the need for this

thesis in the present circumstances in tertiary education.

2.1 Background Issues

Ginsberg et.al (1991) and Lawson (1992) state that educational
reforms have been taking place in a number of countries since the
early 1970s. Different reasons have been given to explain
educational changes, but according to Gordon (1992) the main
themes or explanations used by various nations involved in this
process are the issues of accountability, efficiency,
managerialism, and the arrival of monetarist economic policies

which advocate the commodification of education.

The relationship between economic and educational change 1is
present in the New Zealand tertiary reforms. The Learning for

Life: Two (Ministry of Education, 1989) document outlines the

16



policies for reforming the tertiary sector. The document
asserts that there is a need for change because the present
system was developed "for different times and different
circumstances". According to Jury (1993, p.5) examples of this
change in circumstances are:

"...the mismatch between occupational skills needed by

industry, and the skills available, changes in the

economy over the past ten years resulting in a

changing labour market and employment patterns, i.e.

slow rate of economic growth, competition for jobs,

unemployment and increasing part-time work..."
In relation to the issues of accountability, efficiency and
managerialism, Boston (1991) argues that these themes run across
the reforms of the entire public sector, not only education. He
associates three forces with the reforms taking place throughout
the public sector, these are fiscal responsibilities, an
ideological move to the right which drives privatization and

commercialism, and more emphasis placed on accountability and

performance.

In summary, the reform of the tertiary sector can be seen from
a broader perspective taking into consideration international
trends, the recognition of the needs of a changing society, an
ideological move to the right and the influence of the Treasury

which will be discussed later in this chapter.

17



2.2 The New Zealand Experience

Recent reform of tertiary education in New Zealand was started

by the fourth Labour Government. In its 1984 manifesto, the
Labour Party spelled out its intentions towards education. It
expressed this commitment: to secure students access to

universities and other tertiary institutions regardless of their
ability to pay; that the courses offered at universities should
meet the needs of the community, and that the policy of open

entry to university should continue (New Zealand Labour Party,

1984) .

In 1987 the Labour Party won the general election with an
increased majority. In the run-up to this election, much
‘emphasis was placed upon education and the Prime Minister took
the Education portfolio. 1In its 1987 manifesto, the Labour Party
restated its 1984 commitment to education. In particular:
promised to improve the staff/student ratio, a system that would
support Maori, women and mature students, and, that students
would not be required to make a higher contribution towards their
education than they were at that time (New Zealand Labour Party,

1987) .

During the fourth Labour Government a plethora of reports that
reviewed and proposed changes to the tertiary sector were written
by various bodies - government agencies, committees, and task
forces; for example the Hawke Report, Learning for Life and

Learning for Life: Two, as detailed below.

18



2.2.1 The Hawke Report

The Hawke Report, which was delivered in 1988, had as its major
task to review all the previous reports on education and training
and to develop a framework that would form the basis for the
government's reforms of the tertiary sector. This report made

the following recommendations (Patterson, 1991):

* The Post Compulsory Education and Training system should remain
public but there should be an increase in the non-public funding

(user-pay system) .

* There should be more decentralised decision-making; and
institutions should be given more autonomy in dealing with public

assets and funds.

* More accountability should be expected from those managing

public assets and funds.

* The Ministry of Education should be responsible for policy

formation and implementation for the whole field of education.

* Abolishment of the Vocational Training Council, the Authority
for Advanced Vocational Awards, the Trades Certification Board,
the University Entrance Board, the University Grants Committee

and the National Council for Adult Education.

19



Each institution must have a negotiated charter supported by

a management plan.

A system of national education qualifications should be formed.

The Treaty of Waitangi must be respected. This means that the
education system must be one in which Maori have equal outcomes
to the rest of the community in terms of participation and
success. In addition, the revitalisation of the Maori language

as a 1living language, through a Maori-medium education system

should be supported.

* Equity objectives must be pursued

* A scholarship and research fund should be formed comprising of
one-third of university funds, to be available to researchers on

a competitive basis.

The recommendations were subsequently adopted by the Government,
with the exception of the last due, to opposition from the

universities, and the Science and Technology Advisory Committee.

Significantly, this report was the first to introduce the concept
of students paying a higher share of their fees by making
available loans that would be repaid when the students were
subsequently employed. This report also defined the terms
"yniversity" and "degree" and stated that the granting of degrees

did not have to be restricted to universities, and that the term
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"university" need not be restricted to the present universities

(Patterson, 1991).

2.2.2 Learning for Life and Learning for Life: Two

The "Learning for Life" and "Learning for Life: Two" reports
delivered the government's decisions on the organisation and

delivery of post-compulsory education and training (Jury, 1993).

These reports were based on the recommendations from the Hawke
Report but the major deviations from the Hawke Report were

(Patterson, 1991):

* A funding mechanism of weighting for different course costs was
created.

* The centralised agency for the control of research funds was
abandoned.

* Educational Institutions' councils should be made up of 12-20
members.

* Review and audit requirements were increased.

* A loan-scheme either government-funded or supported was
introduced.

* Powers were transferred from the University Visitor to the
Ombudsman.

* Tndustrial relations reforms were introduced that made the

State Services Commission the "employer" in disputes of interest.
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2.2.3 The National Government

Following the election defeat of Labour in 1990, many of the key
issues from Labour's public sector policies were continued by the
National Government when it came to office. The reform of the
education sector has been driven by the Treasury and the State
Services Commission, both of which supported the concept that
education should be viewed as a commodity that can be traded in
the marketplace. Both believed that for educational institutions
to achieve efficiency they must compete for finance and customers
(Kelsey, 1993). The Treasury in the 1987 document entitled,
Government Management: brief to the incoming government. Vol 2

Education Issues, proposed a model for education reform which was

broadened by a 1987 Business Roundtable report on education. The
model divides university roles into three different areas:
education, research and entrepot (storehouse of knowledge). Even
though it could be argued that research is part of education,
this model views research as a separate role of universities.
Because this model is seen as the basis of educational reform,
this study accepts the premise that education, research and
entrepot are the different functions performed by universities.
This thesis will deal only with the education function of

tertiary institutions.

The above mentioned model advocates the funding of the education

function from two sources: the Government and the consumer. This

funding has taken the form of (Kelsey, 1993):
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* Equivalent Full-time Student (EFTS) funding: This ties funding
to the number of students an institution attracts. This
encourages institutions to compete to maintain market share. The
government has also allowed tertiary institutions to set their

own fees to encourage further competition and efficiency.

* Study Right: This is a scheme which provides institutions with
a 95% subsidy for the first three years of study for a student
that is under 25. This subsidy changes to 75% (1994 figure) for

those students over 25 or in the fourth year of study.

* Student loans: This programme started in December 1992. The
amount students are able to borrow is restricted to the amount
necessary to cover their fees, $100 for books and other
materials, and up to $4500 for living expenses. These loans must

be paid through a 10% tax on all income over $13,104.

* Targeted benefits: These allowances are available to students
under 25 in relation to their parents' income and to students
over 25 or married students based on their own and their spouse's

income.

The issue of competition is an important one, especially the
education sector. "Traditional" providers, such as universities
and polytechnics, are having to compete with private providers
who do not seem to be affected by the same reforms. A case in
point is the capital charge on tertiary institutions' assets made

possible by the Education Amendment Act 1990. The Government
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claims that this would lead to more efficient utilization of
property, decrease the competitive advantage of capital rich
institutions and create a more level playing field for private

providers (Kelsey, 1993).

Importantly, the New Zealand Qualifications Authority (NZQA) was
created under the Education Amendment Act 1990. Part of this
institution's 1role 1is to authorize the use of the term
"university" by private providers and to award existing non-
university institutions the right to confer degrees. According
to Kelsey (1993), most interest has been in the area of commerce,
where the number of providers of business degrees has increased

from 7 to 15 since 1990.

In the international scenario, the Education Amendment Act has
given educational institutions the opportunity to market their
courses overseas. However, New Zealand has only been able to
attract 1% of an estimated $40 billion industry worldwide (Scott,
1993). Clearly, New Zealand's main competitors in this sector
are British, Australian, US and Canadian tertiary institutions
who have been attracting overseas students to their campuses for
a long time. An example of this is Korea, where 46% of those
eligible for tertiary study cannot get a place in their local
university. But their parents are willing to make sacrifices to

send their children to a US or Canadian university (Scott, 1993).

The above discussion shows that the government has changed its

education policy in the attempt to introduce competition and
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efficiency to the tertiary sector. It is important to note that
competition has not impacted all faculties or all universities
equally. The proposed thesis will only study the impact of

competition on commerce schools.

Figure 2.1 depicts the changes that have occurred in the
education sector and how it is envisioned that marketing, and
more particularly service quality, fit into this new
‘environment. Competition and efficiency are now part of the
education sector and educational institutions must learn how to
deal with this new environment. The use of marketing and service
quality can provide tertiary institutions with the tools required
to create a competitive advantage that will help to protect a

service provider from its competitors.
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Figure . 2.1
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2.3 The Marketing of Education

Marketing is as important for educational institutions as for any
other service organization. Institutions need to attract

resources, employees and primarily students. According to Kotler
and Fox (1985, p 12) marketing can be beneficial to educational

institutions in four areas:

* Institutions will have greater accomplishment in
fulfilling the institution's mission: Marketing will help
institutions identify problem areas that need to be

addressed to help them fulfill their mission.

* Marketing will assist institutions satisfy their
customers: Marketing will help institutions fulfill
consumer needs by ascertaining the customers' needs and how
best to serve them. It also helps prevent negative

word-of-mouth communication.

* Tt helps attract resources: Marketing helps attract key

resources such as students, employees and donations.

* Improve efficiency in marketing activities: Marketing
helps institutions develop strategies to market their
services, and advertise and price them appropriately. It
also helps the institution achieve maximum efficiency and

effectiveness in their marketing activities.
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Thus, until 1990, universities were the only establishments able
to offer degrees, but with the advent of the education reforms,
other providers such as polytechnics and private providers have
been given authorization by the New Zealand Qualifications

Authority to teach and confer degrees (Kelsey, 1993). This has
meant that universities have had to compete more aggressively in
order to maintain their market share. The University of Otago
in 1992 conducted a radio campaign in Auckland and Wellington.
In 1993, they used direct response television utilizing an 0800
number, so potential students could get more information about
the university. According to Warwick Johnson, director of
liaison services at the University of Otago, the reason for both
campaigns was the need to meet government targets (Marketing

Magazine, December 1993).

Since 1992, The School of Management Studies at The University
of Waikato has increased its marketing activities in order to
raise its public profile. The activities include school visits
conducted by staff members and students in the northern half of

the North Island.

In addition to the school visits, a series of public seminars
targeting parents of potential students, as well as
Information/Open Days for high school students have been
conducted. An advertising campaign in national and regional
newspapers and magazines has also been conducted. The
advertisements were localized depending on the region they

targeted and they portrayed a clean and safe environment that
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offered up-to-date equipment and facilities available to students
at all times. The advertisements also emphasized the central
location of Hamilton, and its proximity to beaches, lakes and
bush walks. Increased competition for tertiary students has made
these kind of activities a "must" for the future survival of the
School of Management Studies (Crandall,M., Public Relations

Administrator, University of Waikato, 1994)

In 1994, the Waikato Polytechnic decided to hold its Open Day on
a Saturday, in order to attract potential students that would
otherwise not be able to attend due to week-day commitments. By
doing so, the institution had the opportunity to show its
facilities, get staff to meet the customers, and give them
tangible cues that will allow them to evaluate the quality of the

service the institution provides.

Attracting overseas students 1s another way of funding the
educational institutions' operations. This 1is a fiercely
competitive market contested by many hundreds of institutions
globally. Overseas students pay full fees, which makes them a
very attractive financial proposition. This marketing activity
is being conducted by liaison officers attending career fairs
held in different countries, the officers visiting high schools
in several countries, organizing "twinning" arrangements with
overseas institutions and by inviting delegations of government
officials from different nations to visit local institutions in
the hope that they will send government-sponsored students to New

Zealand. At present, New Zealand institutions are primarily
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focusing their efforts in Asia in general, and Malaysia in
particular, where the competition for students is intense.
However, several institutions are now looking towards other
untapped markets, such as Latin America and Europe, to fulfill
their goal of attracting full fees paying overseas students
(Smith,L., International Student Manager, Waikato Polytechnic,

1994) .

The above examples illustrate how educational institutions have
embraced the use of marketing as a consegquence of the
increasingly competitive environment. The marketing of education

is discussed in detail in chapter 3, section 3.4 of this thesis.

It is evident that the government expects efficiency and
competition to enter the education sector. The policies they
have implemented are designed to foster a market-driven
environment that educational institutions have not had to face
before. It is submitted that marketing, and more precisely,
service quality, are tools that educational institutions could
use to survive in this new environment of competition and

efficiency.

2.3 Chapter Summary

The restructuring of the public sector in New Zealand was

undertaken with the purpose of making it more accountable,

efficient and competitive. It is important to understand the
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educational reforms within this perspective, which demonstrates

why education has become a marketable commodity.

The importance given to service quality in tertiary education is
justified because one of the purposes of the educational reforms
is to introduce competition into the sector. It was earlier
proposed (Figure 2.1) that service quality is a tool that could
be used to create a competitive advantage that would assist

service providers in dealing with the new environment they are

facing.

The above discussion demonstrates that service quality should be
considered an important component for the differentiation of

services provided by the various tertiary institutions. It is
with this in mind that this thesis will concentrate on service

quality in tertiary business education.

In chapter 3 we will proceed to explain the concept of services

marketing in the context of the marketing of education.
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CHAPTER THREE

MARKETING OF EDUCATION AS A SERVICE

3.0 Chapter Introduction

The purpose of this chapter is to examine the literature in the
area of service marketing and assess its applicability to the

marketing of education.

The service sector accounts for more than seventy percent of the
gross national product in a number of developed countries such
as New Zealand (Lovelock 1991). It encompasses a wide range of
both public and private sector organizations. It is generally
accepted that applying the marketing philosophy to services is
much more complicated than to products. Hence, this issue and
its application to the educational sector will be discussed in

this chapter.

3.1 Education: A Product or a Service

Education has been referred to as both a product (Berry and Allen
1977, Berry and George 1975, Murphy and Mc Garrity 1978) and a
service (Kotler and Fox 1985, Litten 1980). Reasons why
education is considered by some to be a product include the fact
that students are provided with a degree or diploma in the form
of a package (ie course outline, promotional materials, etc.) and
this provides the customer with the opportunity to evaluate the

"product" before buying.
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It is argued that what these researchers are referring to when
they say that education is a product are tangible cues. These
Cues are what make services tangible so customers can overcome
the difficulty that exists when a service must be assessed.
Corporate wardrobes are an example of how banking services, among
others, try to portray a specific image for their services so as
to make it easier for their customers, and potential customers,
to assess the quality of their services. In the case of
education, course outlines and promotional materials are the

tangible cues.

On the other hand, researchers such as Kotler and Fox (1985) have
argued that education is a service. Their argument could be

substantiated by the traditional characteristics associated with

‘services. According to Parasuraman (1987), these traditional
characteristics are intangibility, inseparability and
heterogeneity . An illustration of the inseparability factor is

the fact that lectures, due to their nature, are highly
interactive and are both produced and consumed at the same time.
The heterogeneity factor suggest that there could be a variance
in the delivery of service by different providers (ie lecturers)
from the same institution. Due to the people aspect of
education, it is hard for providers to standardize the quality
of their services. Even though efforts have been made to
overcome this problem - by implementing gquality assurance
programmes , human nature makes the delivery of the service to
vary depending on who undertakes the task. Education also

possesses the intangibility factor that characterizes services.
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Education is a service that cannot be judged before it is
experienced and tangible cues are the ones that help customers

decide upon the quality of the educational services offered by

different institutions.

Another interesting area of debate relates to the role of
internal marketing. Whether it is due to the realization of the
importance internal marketing has in the successful delivery of
a service, or because it 1s a necessary step in the
implementation of Total Quality Management, some educational
institutions are taking steps towards satisfying their internal
customers. Evidence of the interest in implementing Total
Quality Management in this sector, is shown by the number of
participants in conferences such as the "Total Quality Management
"in Education" conference held in Auckland in October 1993. Even
though some argue that because TQM is a concept developed in the
product based industry it does not apply to services and more
precisely education, several researchers (Taylor and Hill, 1993;
Dale et al, 1990; Gallagher, 1991; Oakland, 1989 and Saunders and
Walker, 1991) have identified three components of TQM that
illustrate how this concept 1is applicable to the service

industry. These components are:

* A focus on the customer, internal and external, and on
supplying a quality product or service.
* An emphasis on teamwork, considering the organization as "all

one team".
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* A scientific approach to problem solving, basing decisions on

hard data.

On this basis, it might be concluded that because the
differences in marketing services apply to education, education

is more a service than it is a product.

3.2 Services Marketing

According to McColl-Kennedy et al (1994, p 18), services
marketing is the application of marketing principles to the
distribution, promotion, development and sale of largely

intangible tasks that satisfy buyer or user needs.

Even though the same principles apply when marketing products or
services, an understanding of the differences between both

is necessary for the effective application of these principles.
With this in mind what follows 1is a discussion on the

characteristics of services.

3.2.1 Characteristics of Services

The intangibility characteristics of services means that a
service cannot be evaluated through touch or sight (Parasuraman
1987, Lovelock 1980, Berry 1980). Services have to be produced
and consumed at the same time and thus are inseparable

(Lovelock 1980, Smith 1990). Services are heterogenous (Smith

1990) meaning that providers cannot standardize their services.
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Finally, services have to be consumed immediately and therefore

cannot be inventoried; thus they are highly perishable

(Parasuraman 1987, Sasser 1976) .

Nelson (1970) <classified consumer goods according to their
qualities namely "search" and "experience". Search qualities are
ones that can be determined prior to purchasing the product while
experience qualities are ones that can be determined only after
the product is purchased. Search qualities include, for example,
colour, style, price, smell and hardness; while attributes for
experience qualities include taste, wearability and purchase

satisfaction. These two qualities could be used to isolate the

differences between goods and services.

Karni (1973) added a third quality to the two way classification
of Nelson, namely "credence" qualities. These are attributes
that consumers cannot evaluate either prior to or after purchase.
According to Sasser (1976), many researchers never really explore
the characteristics that make services different from goods but
simply assume that services are merely goods with odd

characteristics.

Not all researchers agree with the above-mentioned
classifications. George and Barry (1981), state that the major
difference between services and goods 1is that services are
performances while goods are objects. They further state that
when service performances are people rather than equipment-based

the quality of the service provided is closely related to the
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service provider. Also in the labour intensive service sector,
there exists a degree of variability in the service provided
because different people have different technical and customer
relations skills, while in the production of goods there exists
a strong degree of standardization. This is one of the major
reasons why word of mouth communication is very important for
providers of services as it plays an important part when

consumers select service suppliers.

George and Berry (1981l) and Sasser (1976) seem to have taken a
different perspective as a basis for their discussion but they
seem to arrive at the same conclusion as other researchers in
relation to the characteristics of services that distinguish them

from products.

It is proposed that any discussion in the services area, whether
it relates to evaluation, differentiation or positioning must
take into consideration the intrinsic characteristics of
services. Looking at education from this point of view, it can
be argued that education is intangible because it cannot be
evaluated through touch or sight. Educational institutions have
tried to overcome this by giving customers tangible cues such as
course descriptions and promotional materials to aid the

evaluation of the service provided.

In relation to inseparability, the delivery of education cannot

be separated from its consumption. An example of this is a
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lecture that is delivered by the lecturer and received by the

students.

Standardization might not be desirable in education because it
could preclude institutions from customizing their services to
satisfy their customers. Another reason why the delivery of
education cannot be standardized is because of the "people"
nature of education. Human nature is essentially unpredictable,

which means the delivery of the service can vary depending on who

undertakes the task.

It is believed that education is perishable when it requires the
participants to be in one place at the same time. This limitation
is being overcome by technology, and extramural education
‘courses. These permit students to pursue their studies in their

own time.

Based on the discussion of the inherent differences between goods
and services and their applicability to education, it can be
expected that services marketing is somewhat different from the
marketing of products. To this end what follows is a discussion

on several issues related to services marketing.
3.3 Issues in Services Marketing

Berry (1980) and Fryar (1991) raise a number of interesting

points that are crucial for marketing services successfully. Some

of the points include:
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* Internal Marketing: Since service marketing involves a

high level of contact with consumers it is important that
providers of services be concerned both with internal and
external marketing. Internal marketing is making sure that
not only the best people are hired for the job but also they

provide the best service to the company's clients.

* Customizing Service: Since the fundamental objective of
a service organization is best to serve customer needs and
provide what they want, providers of services should pay

close attention and take seriously the customization

process.

* Physical Service Environment: The physical environment in
which the service is provided plays an important part in
informing prospective customers that quality service is

available from this location.

* Appearance of Service Provider: Another important area
that could be managed to the advantage of the service
provider is the appearance of the person providing the

service, to portray the "best" image.

* Service Pricing: Since services cannot be felt or judged
according to the material used, it is important that an
appropriate price be charged for the service, as this may
be used as an indicator of the quality customers can expect

from the provider.
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*Matching Supply and Demand: Since services cannot be
inventoried, it is crucial that providers of services

synchronize supply and demand of service to be able to

handle the fluctuations in demand.

It 1is postulated that these elements must be taken into
consideration when marketing educational services. Every effort
should be made to satisfy both the internal and external

customers by appointing the most appropriate person for every
position. It can be concluded that education providers are
already using these suggested elements when they customize
services by designing courses to satisfy specific customer groups
as well as offering evening and summer sessions to answer to

customer needs and manage their supply and demand.

Berry (1987), Gronroos (1990) and Carlzon (1987) mention seven
major areas that are usually neglected when practising service

marketing. The seven areas are:

* Differentiation between the marketing function and the
marketing department: Since marketing of services are
dependent on the cooperation of all the employees in the
organization, it is important that management take a

decentralized approach in the running of the organization.

* Freedom to serve: Since service organizations have the
opportunity to come into direct contact with their

customers, it is important that the employee who has direct
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contact with the customer should have the flexibility to

decide how to best serve the customer.

*Marketing to internal customers: Most service organizations
fail to realize that it is their employees, especially those
who come into direct contact with customers, who basically
make or break the organization. So it is always in the
interest of the organization that they satisfy the needs of
their employees before they think of looking at the wants

and needs of the external customers.

* Servicing existing clients: In is important that service
organizations retain existing clients; it is more expensive
to attract new clients than to retain existing ones. Also,
unsatisfied customers tend to express dissatisfaction by

word of mouth, which is bad for business.

* Be quick to solve problems: Service quality can be seen
at two levels, one being the quality level at which service
is provided and the other being the quality level at which

problems or complaints are dealt with.

* High Tech and personalized touch: It is important that
providers of services use a combination of technology and

personal touch to provide the best possible service

required.
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* Branding service: Even though services are intangible,
providers should try to brand their service because branding
provides the organization with the competitive advantage
which sets the company apart from its competitors. One
possible way of branding services is through a

communications strategy which considers services similar

to goods.

The lessons to be learned from the above description seem to
point towards an overall marketing philosophy that requires the
commitment and expertise of both management and staff. The

concept that marketing is everyones responsibility departs from
the traditional view that marketing is a role undertaken by the
marketing department only. It is believed that this marketing
philosophy is based on applying a customer oriented approach both
internally and externally, as this seems to be the way to achieve

the satisfaction of all customer groups.

Hansen and Steadman (1991) state that increasingly companies have
started to realize that quality service and customer satisfaction
are essential for profitability. Furthermore, they assert that
customer orientation provides a means for differentiation and
reduces the amount of customer defections. For a detailed
discussion on customer satisfaction, see Chapter 4, sections

4.4.1 - 4.4.3.

Organizations today realize that employees play a significant

role in the delivery of quality service, and ultimately customer
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satisfaction. It is well known that a business that wants to

satisfy its customers' needs must satisfy the needs of its

employees first (Cina 1989; Hoffman & Ingram, 1992).

What follows is a discussion on the concept that allows firms to
achieve the satisfaction of its internal and external customers,

namely, internal marketing.

3.3.1 The Role of Internal Marketing in Service Provision

The importance of services to several businesses has heightened
the concept that a well-trained and service-oriented employee is

the most critical scarce resource today (Groonros, 1990).

Internal marketing starts from the premise that employees are the
first, internal market for an organization. If goods, services
and external communication campaigns cannot be marketed to
internal customers, their success with external customers cannot

be expected (Gronroos 1990, Heskett 1987, George 1984).

The actions of the employees play an important part in
determining whether customer satisfaction has been achieved. The
employee-customer contact is important in the delivery of quality
service. With this in mind providers of services should pay
close attention to the concept of internal marketing - viewing

employees as internal customers, and jobs as internal products.
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A customer-oriented performance cannot be expected unless the
organization offers the employee something in return. A job and
a salary might be enough in some cases, but in some industries
this is no longer true. The organization must offer its internal
market an internal product which is attractive (Tansuhaj et al.

1988, Gronroos 1990, Berry 1981, Carlzon 1987).

It is apparent that the key contribution of internal marketing
is a management strategy designed to develop customer-conscious
employees that will act as, what Gronroos (1990) calls, part-time
marketers, and designed to attract good employees. It is
proposed that internal marketing is necessary for the
satisfaction of both internal and external customers and that,
as such, it has an impact on the generation of positive word-of-
mouth. To be able to appreciate these relationships, an

understanding of word-of-mouth communication is necessary.

3.3.2 Word of Mouth Communication in Service Provision

Several researchers ( Keiser 1988, Richins 1983, Dichter 1966)
state that customers usually talk about negative experiences
rather than positive experiences with a service provider.
Positive word of mouth can be an important promotional tool for
the service provider, while negative word of mouth can have a
disastrous effect on the organization. Keiser (1988) further
discusses three strategies for developing a more customer

oriented service organization, namely:
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* Keeping in constant touch with customers to find out how

the service provider can best serve their needs.

* Making the customer the focal point of all the activities

in the organization.

* Authorizing employees to serve their customer in the best

possible manner by removing all existing barriers.

The importance of word of mouth communication has also been
mentioned by Haywood (1989), who said that it is extremely
important to service organizations for the following two reasons.
First, because of the intangible nature of services, customers
have to rely on the opinion of others. Second, because services
are information-driven, there 1is a considerable interaction
between the service provider and the customer. Negative

word-of-mouth communication can have a destructive effect on the
company - If the service provider has an effective system to
handle complaints and problems it will have a positive effect on
word-of-mouth. Complaints handled on time will result in
customers returning to make more purchases. Likewise, the extent
to which employees are satisfied will have either a positive or

negative effect on the company.

According to Haywood (1989), areas that service providers must
pay close attention to are these: Deliver on promises; providers
should deliver what was promised through advertisements,

otherwise it will have a negative impact on future word-of-mouth
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communication. Manage "after service" by considering customers
as future opinion leaders and treating their views as important.
Ask a regular customer to participate on panels to suggest how
the service can be improved. For example, Delta Airlines
believes that the customer should be treated with the care and
respect they deserve; and this is achieved by providing employees

with explicit directions:

* Only employees who know what they are doing should be

allowed near the customer.

* Determine the amount of time employees should be working
in direct contact with clients; meaning tired employees

will do more harm for the company than good.

* Determining who deals with the customer.

* Rewarding good employees who provide good customer

service.

As discussed earlier, customer satisfaction could be achieved by
fulfilling the needs of both internal and external customers.

This should be achieved as simultaneously as possible because of
the inseparable nature of services; but in order to satisfy
external customers, it is necessary that the internal customers

be satisfied.
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The above discussion has pointed towards two elements that are
crucial for the achievement of customer satisfaction: internal
marketing and word-of-mouth. As already stated, it is believed

that these are components of an overall marketing philosophy with

customer-orientation as a high priority.

It is suggested that the above mentioned marketing philosophy
which requires management and staff commitment applied to both
internal and external customers will allow educational
institutions to achieve the customer satisfaction and loyalty
necessary to succeed in the new competitive environment in which

education providers now operate.

In Chapter Two, the changes that have occurred in the education
'sector in New Zealand were discussed. It was concluded that the
Government's intention was to introduce market-driven policies
to this sector and as such, it i1s argued, that what educational
institutions needed was to develop a competitive advantage.

Figure 3.1 shows the interrelationships between internal
marketing, service quality, customer satisfaction and positive
word-of-mouth. These issues have been reviewed and their
importance to the achievement of a competitive advantage

ascertained.
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3.4 The Marketing of Educational Services

One of the major problems that educational institutions face when
attempting to introduce marketing , is the negative attitude that
some educators and members of the public have towards marketing.
For example, Krachenberg (1972) stated that these people believe
that marketing is only good for pushing worthless products, and

manipulating people.

Kotler and Fox (1985) further add that educators have raised a
number of concerns regarding the use of marketing for education.

Among the concerns are:

* Marketing is incompatible with the educational mission:
Many believe that marketing is inappropriate for educational
institutions since the purpose of educational institutions
is to impart knowledge and skills, whereas the main purpose

of marketing is to make a profit.

* There is no need for marketing: Even though many
administrators feel that marketing is useful in many
aspects, they still believe it is unnecessary, as education
is something that people want, and that there is always a

demand for it.

What appears to make marketing unacceptable to some people is the
belief that it is used by people with self-seeking motives.

However, an alternative view is that marketing can serve society
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1f its true meaning is applied. According to Krachenberg (1972,

p 380):

..ma;keting deals with the concept of uncovering
Sspecific needs, satisfying these needs by the
development of appropriate goods and services, letting
people know of their availability, and offering them
at appropriate prices, at the right time and place."

If this definition is followed and understood, educators could
find the use of marketing easier to accept. Although some
educators may be concerned with the business orientation of
marketing, this definition shows how marketing can perform a

service to society.

Barnes (1988, p 127) states that marketing is a crucial tool for
‘educational institutions because it helps in the recruiting of
new students and promoting the institutions' reputation. It is
important for the institution to market itself because of the
competition it is likely to face in the marketplace to attract
the limited number of consumers with limited resources that

exist. This is important for the long term survival of the

institution in the market place.

Murphy and McGarrity (1978, p 249) in their article "Marketing
Universities" mention that educational institutions are using
marketing to promote their establishment. The educational

"product" is modified to suit the needs of the different market
segments. Different media - newspapers, magazines, radio and

television, are used to promote the institution. Various pricing
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Strategies are designed to suit different needs; and finally
education is being offered using different channels of

distribution such as distance education, and having the course
taught at offices of companies and associations. Researchers
like Berry and George (1975), Krachenberg (1978), and O'Brian
(1973), mention that it is possible to successfully use marketing
techniques like market research, product planning, promotion and
segmentation to market educational institutions. Murphy and
McGarrity (1978, p 260) further suggest that it is important for
institutions to hire a senior person to "head-up" and coordinate
the marketing activities of the whole establishment so that an

overall marketing strategy can be developed for the institution.

Berry and George (1975), Berry & Allen (1977) and Kinnell (1989)
further add that institutions of higher education must develop
well planned marketing strategies in order to be competitive in
the highly complex and changing environment. In order to be
competitive, administrators must include certain key elements in

their management task:

* Conduct Market Research: In order to better serve their
customers, market research should be carried to find out
what the needs of the customers are. Research in this area
should be done on a continuous basis and the findings
should be disseminated to the right people on a regular

basis so that appropriate strategies can be developed.
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* Market Segmentation and Product Design: In order to gain
a competitive advantage, educational institutions should
identify, and group people with similar needs; and tailor

their marketing mix strategies to suit the needs of these

segments.

* Distribution: Distribution strategies should be developed
in such a way that the product will be made available at the

time and location preferred by the clients.

* Promotion: Promotional strategies should also be
developed so that the institution's product, distribution
and pricing strategies can be conveyed to potential
customers. The main idea of communication is to create

awareness and interest in the institution's product.

* Price: Finally, pricing strategies should be developed
so that the product available is both attractive and
affordable to customers, thus resulting in the acceptance
of the product. This is now possible in New Zealand because
the Government has given universities the authority to

decide their pricing structure (Kelsey, 1993).

gurface (1971, p 75) mentions that several universities are

trying to operate like corporations by utilizing organizational

design and practices, hoping that this would help them be more

successful in marketing their institutions. This transfer has

not been successful because of the basic difference in goals and
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objectives between universities and corporations. The main
purpose of a company is to operate profitably and get a return
for the shareholders' investment. On the other hand, a
university is a non for profit institution, and its main aim is
to disseminate knowledge to its customers. However, the same
principles that apply in developing marketing strategies to
product marketing applies to marketing services like education
(McConkey, 1987; Lilien & Kotler, 1983; and Neidel, 1983). At
the same time universities can gain a 1lot in terms of
organizational efficiencies by applying some of the basic
marketing concepts like marketing plans, advertising, pricing,

and product strategies used by companies.

The above discussion has illustrated how marketing can be
utilized to the benefit of education. At the heart of the
marketing philosophy is customer orientation. So customer groups
must be identified, their needs assessed and targeted. To this
end, the identification of the various customer groups for
education is necessary if any further discussion about the
quality of the education services provided is to continue. This
issue will be addressed in the following section of this chapter.
Figure 3.2 depicts the application of marketing planning to
education. It also illustrates how the appropriate use of
marketing planning could lead to service quality which in turn

could create a competitive advantage.
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3.5 The Customers of Tertiary Education: Who Are They?

The previous discussions have concentrated on customer
orientation and satisfaction, but this cannot be achieved without
knowing who the customers are, and their specific needs and
wants. Some, such as Tom Peters (1992), would argue that even
though the idea of customer orientation is well-intentioned, the
idea is going in the wrong direction. Peters (1992) advocates
a concept which he calls "customerizing" intended to allow the
customer to construct his/her own experience with the
organization. Even though this notion sounds good in theory, it
has some major drawbacks. The concept assumes that the customers
know what they want, are able to explain it, and when they get
what they want, they will be satisfied. According to Wyckoff
(1984) because of the complexity of customers' needs and the
difficulties involved in identifying them, the concept is not
always true. He also states that even when customers are able
to identify their needs and articulate them, this is no warranty
that satisfaction will be achieved. Another problem with Peter's
concept is the difficulty in applying it. In the case of
education, it would imply a radical change of the "system" and
even though it would be a good idea, it is seen as a long term

possibility.

Several attempts have been made to identify the customer groups
of education (McCullogh 1993, Taylor et al 1993, Saunders et al
1991, Brown et al 1993), but no agreement have been reached as

researchers have different views as to who the customers are.
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According to Saunders et al (1991), there are four different
customer groups, the first one is made up of those that want the
service - students and employers, those that know the service is
available - teachers, parents and employers, those that pay for
the service - government, students and parents, and internal

Customers, such as other faculty members and administration.

McCullogh (1993) provides us with a more general classification

of customers for education. She classifies them into primary
clients (those who benefit), secondary customers (those who pay)
and tertiary customers (society). Hence, McCullogh does not see

the need to include internal customers.

Brown and Gobeli (1993) define customer in the education context
as "someone who receives the benefit of developing students'
talents". They divide the customers into two groups: outside
customers - students, employers, business, parents, taxpayers and
internal customers - teachers 1in advanced courses, other

departments on campus, central administration.

It is clear that careful attention needs to be paid to the
different customer groups, and that there are difficulties
involved in satisfying all customer groups at the same time.
However, for the purposes of this thesis, students will be the
customers on which all efforts will be concentrated. This is
because Government funding is based on the number of students an

institution attracts. In addition to this the other main source
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of funds for the an institution is the fees the students pay;

thus, attracting students should be seen as a main priority.

3.6 Chapter Summary

To achieve the satisfaction of both internal and external
customers, the application of an overall marketing philosophy,
which requires the commitment of management and staff, is
necessary. The heart of this philosophy 1is a .customer

orientation which, if applied properly would lead to customer

satisfaction.

It is clear that a distinct understanding of what marketing is
and what it can do for society is necessary so that educators
could find the use of marketing easier to accept. It has been
demonstrated that marketing can be wused by educational
institutions to identify their customer groups, their needs,
design the appropriate marketing mix, which, in turn would lead
to service quality, customer satisfaction and the achievement of

a competitive advantage.

Chapter 4 proceeds to provide a conceptual understanding of
service quality and its role in consumer decision making, with
particular reference to students when selecting an educational

institution.
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CHAPTER FOUR

SERVICE QUALITY AND ITS ROLE IN CONSUMER DECISION MAKING

4.0 Chapter Introduction

This chapter aims to provide a conceptual understanding of
service quality and its impact on the students' decision-making
process. The issue of customer satisfaction is also addressed.
This will supply an appropriate framework around which this

research can be usefully organised.

4.1 The Consumer Decision Making Process in Education

To be able to market educational services effectively, there is
a need to understand how students choose between the different
services offering and how they evaluate these services once they

have experienced them.

The study of consumers has evolved into a distinct discipline
with psychologically oriented viewpoints offered to describe and
explain consumer behaviour. This contemporary perspective is
different from earlier models that concentrated on economic
theory and ignored the consumer decision process and other mental
activities consumers undertake regarding their purchase of a

specific product or service (Loudon and Della Bitta, 1988).

58



Several decision-making models have been developed that have
various degrees of scope and sophistication (Kotler, 1965, Howard
and Sheth, 1969; Schewe, 1973; Nicosia and Wind, 1977; Zaltman
and Wallendorf, 1979; Engel et al, 1986). The strength of these
contemporary models is in the elaborate perspective they give of
consumers and their decision-making process. The literature on
consumer behaviour points towards a framework that represents the
major steps that have been identified as the most important

general influences on the consumer decision making process (see

Fig 4.1).

Fig 4.1 Decision Making Process

Problem Recognition

Search Process

Evaluation of Alternatives Feedback
Consumption

Postpurchase evaluation

Source: Engel, James; Robert Blackwell and Paul Miniard (1986), Consumer
Behaviour, S5th Edition, CBS.

When the decision making process was investigated from the
education view point, Tierney (1983) and Church and Gillingham

(1985) concluded that students go through three stages:

1. The decision whether to attend an educational institution
2. The decision as to which institution to apply

3. The decision to enrol at the institution that has accepted
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the student (assuming the student was accepted in more than one

institution) .

A number of researchers like Kotler (1976), Chapman (1981 &
1984), Hossler and Gallagher (1987) and Kuntz (1987) have
developed various models to understand the student decision
process. The above researchers have identified four stages in the

decision making process, namely: search, application, choice and

matriculation.

It is considered that a major weakness of the educational
perspective is the lack of a postpurchase evaluation phase (For
further discussion please refer to section 4.4). This is the
phase where consumers/students determine whether they are
satisfied or dissatisfied with their choice of service provider.
The literature concludes that customer satisfaction creates
positive word-of-mouth communication, whose importance to a
student's choice of college (tertiary institution) is well
documented (Chapman, 1981). For further discussion on this topic

see section 4.2.

Bateson (1992) 1looks at this process from the context of
services. He asserts that the service purchase process is made
up of three stages. Stage one is the Prepurchase stage that
encompasses the first steps of the above mentioned process-

problem recognition, search process, and evaluation of
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alternatives. The objective of this stage is to understand why
a consumer chooses to use a specific service being offered. The
search, application and choice phases identified by Kotler
(1976), Chapman (1981 & 1984), Hossler and Gallagher (1987) and

Kuntz (1987) fulfill the same objectives as those identified for

the prepurchase stage.

The objective of the consumption stage (stage two) is to
understand how customers evaluate the services, which is the same
objective of the matriculation phase (education decision
process) . The objective of the last stage (postpurchase
evaluation) is to understand the sources of customer satisfaction

and dissatisfaction (Hill and Neeley, 1988; Bateson, 1992).

It is considered that the consumer behaviour literature supports
Bateson's decision-making process for services because even
though different researchers adopt different perspectives in the
discussion of this topic, all of them identify steps that pursue
the same objectives (See Table 4.1). As such, the Bateson model
(Fig 4.2) will provide the framework for a review and discussion
of the literature as it relates to student consumer decision-

making in education.
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TABLE 4.1

DECISION MAKING PROCESSES

Kotler (1965)
Howard et al (1969)

Kotler (1976)
Chapman (1981 & 1984)

Nicosia & Wind (1977) Hossler et al (1987) Tierney (1983)
Schewe (1973) Bateson (1992) Kuntz (1987) Church et al (1985)
Zaltman et al (1979)
PROBLEM RECOGNITION SEARCH DECISION TO ATTEND
Search Process PREPURCHASE APPLICATION APPLY

| Evaluation of Alternatives CHOICE
Consumption CONSUMPTION MATRICULATION ENROL

Post purchase Evaluation

POST PURCHASE




Figure 4.2

DECISION MAKING PROCESS FOR EDUCATION*

PROBLEM RECOGNITION

(Decision to attend a tertiary
institution)

v

CHOICE

(Evaluation of alternatives and actual
choice)

A\ 4
POST PURCHASE EVALUATION

(Service Quality Measurement)

*Derived from the Bateson’s Model



4.2 The Prepurchase Stage

This stage covers all the activities that take place before the
purchase of a service. This stage begins when the consumer
recognizes that there is a "problem". The individual searches
for information from internal and external sources and arrives
at a cluster of possible solutions to the problemn. The
individual then selects the solution that the individual
considers most satisfactory (Barnes, 1986; Bruner and Pomazal,

1988; Hill and Needley, 1988; Bateson, 1992 ).

When the student has decided to attend an educational
institution, the next question becomes, "Which institutions are
on the list?". This list is what is referred as the "evoked
set"- the set of brands that will be evoked by the consumer and

from which the choice will be made (Bateson, 1992).

The issue of tertiary institution choice criteria has been widely
researched. Unfortunately no one set of most important

attributes has been arrived at.

In 1981 David Chapman developed a Model of Student College

(tertiary institution) Choice (See Fig 4.3).
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FIGURE 4.3
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He concluded that there are three external influences that affect

a student's college choice. These are:

a) Significant persons - friends, parents, and high school
personnel.

b) Fixed college characteristics - cost (financial aid),

location, availability of programme.
c) College (tertiary institution) efforts to communicate with

students - written information, campus visits and

admissions/recruitment.

The "significant persons" category influences the student in

three ways:

1. Comments made by these people shape students' expectations of

a particular tertiary institution.

2. They may offer direct advice as to which institution the

student should choose.

3. The advice of friends that attend a particular institution

also influences their decision.

Of all significant persons, parents are the ones that have the

greatest impact on the student's choice (Chapman, 1981).

Chapman (1981) made a special effort to determine the degree of
influence of printed material on the student's college choice.

He determined that even though printed material influences

66



college decisions, it does not influence them to the degree

administrators believe they do.

In a study conducted by Mathews and Hadley (1993), to determine
how high school students perceive the quality of universities,
and how these perceptions affect their decision process, the

researchers concluded that:

a) The perceived institutional quality of students varies across
the different universities chosen for the study

b) Students form their decision with 1little knowledge of
perceived quality.

c) There is a relationship between selection of university and

perceived quality.

Several other studies have addressed the issue of students'
choice criteria and have identified several determinants. Baird
(1967) concluded that good faculty, high academic standards and
special programmes were what students were looking for. Bowes
and Pugh (1972) identified good faculty and high standards as the
most important factors, while Chapman (1979) identified quality
of the institution and cost as the most important elements.
Murphy (1981) recognized academic reputation and cost as the
determinants of college choice while Maguire and Lay (1981) named
financial aid, peer influence, special programmes, size of the

institution, location, athletic facilities and social activities
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as the most important factors in choosing an educational
institution. Discenza et al (1985) and Hossler (1985) named
academic reputation, peer influence, financial assistance, and

location as the most important factors.

Researchers such as Litten (1982), Seneca and Taussig (1982) and
Tierney (1983) have found that academically talented students are
looking for different attributes when compared with average
students. The former evaluate an institution based on the
quality of their programmes while the latter, in addition to good
programmes, are also interested in factors 1like physical
appearance and social 1life. This illustrates the scope for
segmenting the market and approaching the recruitment of the

distinct segments with tailor-made strategies

Studies that 1look at the variables that influence business
students' selection of tertiary institution (Houston 1979, Krone
et al 1983, Webb 1993) point towards a wide range of choice
criteria. The criteria that seems to be most important are
programme-related issues such as flexibility and length of the
programme, and reputation/prestige related issues. Cost related
issues seem to have more importance as years go by. Houston
(1979) found it was at the bottom of the scale, while in Webb

(1993) it is one of the most important elements.
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It is clear from the literature that a variety of attributes
have been identified as playing a part in the decision making
process of students. It is proposed that a multi-attribute model
is necessary to provide tertiary institutions with a set of
important attributes students use in their decision making

process (See Fig 4.4). According to Cook and Zallocco (1983) a
multi-attribute model will help institutions define the strengths
and weaknesses of competing universities, will provide a
benchmark, and give in depth information that will aid the

formulation of marketing strategies.

FIGURE 4.4
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4.3 The Consumption Stage

The outcome of the previous stage is a choice of service offered.

This choice, according to Bateson (1992), is accompanied by a set
of expectations about the performance of the service. In the
educational setting, students would have chosen a specific

institution to attend and they would have formed a set of

expectations based on the choice criteria they used to select the

institution.

The service firm, such as a university, plays an active role in
the consumption of the service because the service, for example
a lecture, is both produced and consumed at the same time.
Bateson (1992) asserts that customers evaluate the quality of the
service while they are interacting with the service provider. In
education, students evaluate the quality of the service (lecture)
they are receiving while they are experiencing it. Since service
quality is evaluated at this stage, it is therefore necessary to

consider the nature of what is meant by Service Quality.

Service Quality

Service Quality can be defined as the customers' perception of
the actual service received (Parasuraman et al. 1985, Mattsson,
1990, Gourdin & Kloppenborg 1991). Lehtinen and Lehtinen (1982)

_ authors of the first conceptual service quality work coming out
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of Europe - recognize a three dimensional approach to service
quality. The first dimension deals with the tangible aspects of
a service, physical guality. For example, things that have an
influence on the physical quality of an educational institution
would include, a lecture theatre, the reception area, teaching
equipment, among others. This dimension is identified by
Gronroos (1983) as technical quality, and by Berry et al. (1985)
as "outcome" quality. The second dimension involves the
interactive nature of services namely interactive quality. This
dimension deals with the interaction between the customer and the
service provider, or its representative. In the case of
education, interactive quality would be influenced, among other
things, by the contact between a lecturer and the students. This
dimension of quality was classified by Gronroos (1983) as
"functional quality" and by Berry et al. (1985) as "process

quality".

The last service quality dimension identified by Lehtinen and
Lehtinen (1982) is that of corporate guality. This refers to the
image the customers and potential customers have of the service
provider. This dimension was not identified by either Gronroos
1983) or by Berry et al. (1985); but Lehtinen and Lehtinen (1982)
state that corporate quality is a dimension that remains stable

over time, because it does not vary depending on the situation

(See Table 4.2)
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Some of the earliest research in Service Quality was conducted
by Gronroos (1983), Lehtinen and Lehtinen (1982) and Berry et al.

(1985). 1In their research three major themes have developed:

* Evaluating product quality is much easier than evaluating

service quality.

* The difference between consumer expectations and actual service
performance results in service quality perceptions.

* The evaluation of the whole process of service delivery

determines the perception but not the actual outcome of the

service.

When consumers purchase goods, they evaluate them by using
several tangible cues such as colour, style or fit. These cues
are not available when dealing with services so customers are
limited to the tangible cues given by the service provider, these
being physical facilities, equipment, and personnel
(Bitner,1990). A limited amount of research has been done on the
nature of other tangible cues that customers utilize to evaluate
a service, except for price which several researchers (McConnell
1968, Olander 1970, Zeithaml 1981, Monroe and Krishnan 1985,
Parasuraman et al. 1985) find a crucial quality indicator when

a limited amount of information is available.
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There is a large body of evidence to support the assertion that
service quality is a measure of how well the service delivered
matches customer expectations (Lewilis and Booms 1983; Parasuraman
et al 1988; Smith and Huston 1983; Gronroos 1988). Following this
line of thought, Gronroos (1983) and Parasuraman et al (1985)
developed models based upon the premise that customers compare
the perceived service they receive with their expectations of it
when evaluating service quality ( For a discussion on Service

Quality models see Appendix A).

The expectancy/disconfirmation paradigm is widely accepted as one
of the processes by which consumers evaluate the quality of a
service, and develop feelings of satisfaction or dissatisfaction

‘(Cadotte et al 1987).

Importance/performance analysis 1s the other paradigm that
empirical research has shown could be used to measure service
quality and its effect on customer satisfaction (Martilla and

James 1977, Ennew et al 1993).

What follows is a discussion on both of the above paradigms and

their applicability to education.
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4.3.1 Expectancy/Disconfirmation

Evaluation implies a comparison of actual performance with some
standard. The expectancy/disconfirmation paradigm produces three
possible outcomes: confirmation, (when performance meets the
standard); positive disconfirmation, (when the performance
surpasses the standard), which leads to satisfaction; and
negative disconfirmation (when the performance falls below

standard) ,which 1leads to dissatisfaction (Oliver 1977, Prakash

1984, Cadotte et al 1987, Oliver and Swan 1989).

Customer expectations have been investigated in a number of
research situations (Parasuraman et al. 1993) but have been dealt
with more in depth in the customer satisfaction/dissatisfaction
(CS/D), and service gquality literatures. These literatures have
arrived at the conclusion that expectations act as standards
against which experiences will be compared. On the other hand,
these literatures fail to arrive at a consensus in issues such
as the nature of expectations, the number of expectations, and

the antecedents of expectations.

When looking at the literature dealing with expectations (Miller
1977, Gilly 1979, Swan and Trawick 1980, Gilly et al 1983,
Prakash 1984, Woodruff et al 1987, Parasuraman et al 1991, 1993,
Boulding et al 1993), one can find similar patterns of thought

with regard to expectations. One such pattern is that which
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defines expectations as "what customers believe will happen"

(Miller 1977, Gilly 1979, Swan and Trawick 1980, Gilly et al
1983, Prakash 1984, Parsuraman et al 1991,1993, Boulding et al
1983) . These expectations are given different names by different
researchers but they all stem from the same perspective (See
Table 4.3). It 1is considered that this is the most common
interpretation of expectations; and this belief is demonstrated
in Table 4.3 which illustrates that the “expected” category was

identified by all but one of the researchers quoted in the

table.

Expectations have also been proposed as ideal standards.

According to Boulding et al (1993), these ideal standards are
described as " what customers want in an ideal sense which may
be unrelated to what is reasonable or feasible." Parasuraman et

al (1991,1993), Miller (1977), Swan and Trawick (1980) and
Prakash (1984) also identify expectations from this viewpoint.
It could be argued that ideal expectations only exist when the
customer does not have experience with the product/service in
question. After the customer has had contact with the
product/service provider, the customer has a standard with which

to compare the next encounter. In other words, they have

developed a predictive expectation.
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Expectations have also been posited as the level of service the
customer will accept. Miller (1977) termed this the minimum
tolerable expectation, while Woodruff et al (1987) suggested

these were experience-based norms. Parasuraman et al (1993)
labelled these as "adequate service expectations". One could
argue that these adequate expectations would be fulfilled by

delivering the core services.
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Miller (1977) suggested another classification for expectations,
"deserved expectations". These are defined as the consumer's
subjective evaluation of their own product investment. This is
very applicable to education, as it could be argued that the more
effort students put into succeeding in their studies, the more

they would expect from the service provider.

Prakash (1984) submitted another standard which he called
"comparative expectations". These are consumer expectations from
other similar brands. These could be considered predictive
expectations as they tell the customers what will happen during

their next purchase/encounter.

Finally, Boulding et al (1993), proposed the "should
expectations". These are defined as "what ought to happen based
on what the consumer views as reasonable or feasible based on
experience with the service and/or its competitors". It could
be argued that this last type of expectation is a combination of
predictive and comparative expectations. Either way, it seems
obvious that the issue of expectations is far from settled.
There seem to be various interpretations and viewpoints on the
subject, but it is considered that the adoption of “should”
expectations (Boulding et al, 1993) are the ones that would yield
the most valuable information in the context of education. This

is because it is maintained that expectations are only
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worthwhile considering when they are based on experience; for

they tend to be those that are closer to reality.

Parasuraman et al (1991,1993) and Boulding et al (1993) provide
some of the most recent research on expectations in the service
quality literature (For a detailed discussion of these studies

and their findings, please refer to Appendix B)

Parasuraman et al (1988) developed a procedure for quantifying
customers perceptions of service quality called "SERVQUAL" (For
a detailed discussion on SERVQUAL and Service Quality models, see
appendix A). This is a disconfirmation based instrument that

has been the object of some major criticisms.

4.3.2 A Critical Examination of SERVQUAL

A major weakness of the SERVQUAL instrument is its treatment of
expectations. This instrument relies on the premise that the
difference between customers expectations and perceptions of a

service results in the perception of service quality.

A) Criticisms by Teas

Teas (1993, 1994) questions the validity of the
expectancy/disconfirmation framework. The purpose of his 1993

study was to
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* Examine the expectancy/disconfirmation framework with the view

of identifying the conceptual and definitional problems.

* Identify measurement validity problems concerning the analysis

of the expectancy/disconfirmation measurement framework.

* Empirically test the expectancy/disconfirmation paradigm, and
two alternative perceived quality models designed to address the

problems associated with the expectancy/disconfirmation model.

* Examine some implications of the conceptual issues.

The methodology included the empirical testing of the conceptual
operational definition congruence of the SERVQUAL expectation;
and revised expectation measures, and the criteria and construct
validity of the original expectancy/disconfirmation, and revised
expectancy/disconfirmation, "normed" gquality measurement and

evaluated performance measurement framework.

To achieve this, the researcher utilized a random sample of 120
respondents from a small midwestern city which were chosen for
a personal interview. Each of the participants was assigned to
one of two cells and requested to respond to a series of
measurement instruments designed to analyse the SERVQUAL

expectancy/disconfirmation and revised expectancy/disconfirmation
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measurement framework, the "normed" quality measurement
framework, and the evaluated performance measurement framework.
The hypotheses were tested within the context of the ongoing
service provided by 3 local discount stores. Each respondent in
each of the two cells was randomly assigned one of the stores to
rate on ten of the service attributes from the SERVQUAL
instrument and two attributes for each of the five general

SERVQUAL dimensions.

The major findings of this study were: ambiguity in the
definition of expectations; lack of theoretical justification of
SERVQUAL expectations; conceptual issue - involving the
usefulness of the probability component of the evaluated
performance perceived quality framework. The wview that
"perceived quality 1is a function of satisfaction" is
questionable; and the results of the study indicate that the
SERVQUAL expectations and revised expectations measures lack
discriminant validity with respect to the concept of attribute
importance, and the classic attribute ideal points at a

performance forecast.

In 1994 Parasuraman et al responded to the above criticisms by
stating that even though they agreed with the argument that the
expectancy/disconfirmation specification was problematic for
certain types of attributes under certain conditions, it was not

as big a problem as Teas stated. They also question his
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conclusion in relation to the analysis of expectations. They
argue that the purpose of the follow-up interviews (based on the
concerns about the analysis of expectations), was to determine
why the respondents had lower than the maximum expectation level.
Parasuraman et al argue that the focus of those interviews should
have been "how respondents interpreted the expectations
questions". Parasuraman et al contend that this makes the basis

of Teas' argument debatable.

Teas responded to the Parasuraman et al (1994) rebuttle of his

1993 arguments. Teas (1994) focused on:

* The validity of the Parasuraman et al (1994) discussion of the
theoretical issues outlined by Teas (1993), with respect to the

SERVQUAL expectancy/disconfirmation model.

* Their assessment of the Teas (1993) evaluated performance and

normed quality models.

* The theoretical merit of the SERVQUAL "mixed model" which
Parasuraman et al (1994) argue reduces the problems associated
with the original SERVQUAL expectancy/disconfirmation model, and

represents an alternative to the models specified by Teas (1993).
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For Teas (1994) the major issues were:

* Problem Magnitude: According to Teas, Parasuraman et al (1994)
admission of the existence of a problem leads to two concerns
a) The admission is good enough to challenge the validity of the
original SERVQUAL expectancy/disconfirmation framework.

b) The argument that the 22 SERVQUAL items are likely to be
considered by respondents as vector attributes, inappropriately

mixes theoretical and operational issues.

* Conceptual definition ambiguity: Multiple definitions of
expectations and corresponding measurement analyses of the
SERVQUAL model, results in an "expectations norm concept" that
is defined loosely, and open to multiple interpretations. Teas
questions the dropping of Parasuraman's "should" expectations and
their replacement with Teas (1993) classic and feasible ideal
concept. If this is the case, the original SERVQUAL expectations
and revised expectations measurement scales may not be

appropriate measures of the expectancy norm.
* Measurement operationalization issues:
a) Measurement of attribute type (vector vs nonvector). Teas

(1994) suggests that a normative expectation scale and

corresponding instructions could be developed that would allow
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the assumption that an extreme response on the scale can be

interpreted to mean the attribute is a vector.

b) Teas feels that with respect to the perceived quality models
(Teas 1993) it would be useful to examine an alternative to the

practice of measuring the variables in the models separately.

Teas (1994) concludes that the primary weakness of the SERVQUAL
model is Gap 5 (expectancy/disconfirmation). Teas argues that
the Parasuraman et al (1994) SERVQUAL mixed model is actually a

restricted version of Teas (1993) "normed" quality model.

B) Criticisms by Cronin and Taylor

Cronin and Taylor (1992,1994) also question SERVQUAL's validity
in measuring service quality. The purpose of their 1992 work was
to examine the current conceptualization of service quality
(SERVQUAL) which according to Cronin and Taylor (1992) is
inadequate because there is little empirical evidence to support
the relevance of the expectancy/disconfirmation gap as the basis
for measuring service quality and to examine the relationship

between service gquality, customer satisfaction and purchase

intentions.

cronin and Taylor (1992) conducted personal interviews in a

medium sized city in the United States to gather the data for
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their study. They obtained 660 usable questionnaires. The
industries studied were banking, pest control, dry cleaning, and

fast food.

Cronin and Taylor (1992) reached the following conclusions:

* SERVQUAL is flawed due to the fact that it is based on a

satisfaction paradigm rather than an attitude model.

* Empirical evidence suggests that performance based measures of

service gquality are better than the SERVQUAL approach.

* Empirical evidence supports the Parasuraman et al (1985, 1988)

notion that service quality leads to customer satisfaction.

In 1994, Parasuraman et al responded to the above criticisms by
saying that there is strong theoretical support for their
expectancy/disconfirmation based argument regardless of what
Cronin and Taylor state. They also question Cronin and Taylor's
arguments about attitude formation. Parasuraman et al assert
that SERVQUAL is an instrument to measure attitude level
regardless of how it was formed. In summary, Parasuraman et al
challenge Cronin and Taylor's argument that performance based
measurements are preferable to disconfirmation based ones. They
assert that even though performance based measures are more

commonly used, it does not mean that they are superior.
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Cronin and Taylor (1994) made the following comments about the

above analysis

* The literature largely supports the emerging performance based

paradigm over the disconfirmation based SERVQUAL paradigm.

* Disconfirmation and customer satisfaction judgement are both
process constructs that share a similar reliance on the consumer
experiencing a service encounter, whereas performance perception

is not constrained to actual customer experience.

* The criticisms identified by Parasuraman et al (1994) appear

to be more a matter of interpretation rather than substance.

* The literature supports Cronin and Taylor's (1992) conclusions

regarding the conceptual problems of SERVQUAL.

The above discussion illustrates why using the
expectancy/disconfirmation paradigm to measure service quality

has major drawbacks. Looking at this paradigm from the education

perspective, the discussion on expectations asserts that
expectations are standards against which performance can be
measured. These standards are formed based on prior knowledge

and experience with the service. It can be argued that, in the
case of education potential, students have little or no prior

knowledge and experience with tertiary education. Thus, their

87



expectations lack validity. Stern (1970), and Chapman et al
(1977), state that students enter tertiary institutions with
unrealistic expectations. The source of these expectations is
not certain (Stern 1970, Tillery 1973, Chapman et al 1977), and
even though accurate information might be available, students
still seem to distort it and arrive at these idealized

expectations.

Another argument that makes disconfirmation inappropriate in the
case of education is the fact that for it to function correctly
expectations must remain constant. Education is a long term
service, and Carman (1990) maintains that expectations change

with familiarity with the service.

The above arguments suggest the need for an alternative method
of measuring service quality. What follows is a discussion on the
Importance/performance paradigm which provides a different

perspective to be considered in the measurement of service

quality.

4.3.3 Importance/Performance Analysis

When students evaluate the quality of the service they receive
from an educational institution they use different criteria which

are likely to differ in their importance, usually some being more

important than others.
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While several criteria are important only a few are most
important. These determinant attributes are the ones that will

define service quality from the consumer's perspective (Loudon

and Della Bitta, 1988).

Research in the area of customer satisfaction (Anderson 1973,
Swan and Combs 1976, Ortinau 1980) provides support for the

premise that customer satisfaction is a function of expectations
related to certain product/service attributes and judgements

about attribute performance.

Empirical research (Ortinau, Anderson and Klippel, 1987) has
found that students' perceptions of importance with respect to
specific course features influence their expectations of the
course over time. This change justifies the use of
importance/performance analyses for the evaluation of the quality

of educational services.

Martilla and James (1977) developed a simple
importance/performance technique whose most attractive feature
is that the mean importance and performance results can be

ally illustrated on a two dimensional grid (See Exhibit

graphic
4.1). The four quadrants in the grid can provide in-depth
information on each of the attributes tested. According to

Oortinau et al (1989), each of the guadrants can be described as

follows:
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Concentrate Here: This is where students feel that a specific

attribute 1s very important but its performance is not

satisfactory.

Keep Up the Good Work: Is where students feel that a specific
attribute is very important and are satisfied with its

performance.

Low Priority: Where students are not satisfied with the
performance of a specific attribute but the students do not

perceive it as being important.

Possible Overkill: Students are satisfied with the performance
of a specific attribute but the students do not perceive it as

being important.

Martilla and James (1977) state that several issues must be dealt
with for the proper application of this technique. The first
issue is the determination of the attributes to be measured.
They suggest the use of gualitative research techniques such as
focus groups, and unstructured personal interviews, to identify
the potentially important factors. The second issue 1is the
separation of the importance measures and the performance
measures. They assert that if both are measured together, a bias

will be introduced that will render the whole exercise invalid.
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Another issue is the use of median values as a measure of central
tendency instead of the "mean". They affirm that even though
this is theoretically preferable, it would be better to calculate

both, as the mean provide additional information.

The last element is the analysis of the importance/performance
grid. This should be done systematically considering each
attribute in order of its relative importance, moving from the

top to the bottom of the grid.

Ortinau et al (1989) developed an extended version of the
importance/performance analysis; for they assert that the
performance vector on the traditional grid raises two questions:
1) "What part of the performance scale line represents a GOOD
performance level?" and 2)"Where on the grid do the rating

results demonstrate an EXCELLENT performance?”

The authors introduced two changes to compensate for the above
problem. They state that evaluation of performances should be
based on the confirmation or disconfirmation of expectations.
Clearly, this methodological change creates another set of

shortcomings; as already discussed in section 4.3.1.

The other consideration that Ortinau et al (1989) believe must
be introduced for improving the traditional analysis, is the use

of confidence intervals of significance. These intervals should
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be statistically derived for each of the actual scale points used
in the performance rating scheme (See Exhibit 4.2). Even though
this is a valid point, it is to a certain extent unnecessary. The
use of a five point Likert scale, with each point in the scale
being labelled (ie. 1 = Strongly agree, 2 = Agree, etc.) would

produce the same results.

For Ennew et al (1993), the issue 1is to develop a better
measurement for Service Quality. They state that the qualitative
nature of service quality implies that cardinal scales of

measurement are inappropriate, but the process of applying
ordinal rankings (importance/performance) to concepts is well
established as a research methodology. Ennew et al (1993) state
that a comparison of mean scores on the importance of service
attributes provides a straightforward measure of how well a
service meets customers' needs. They warn that there are
problems when aggregating across customers because a comparison
of means could reveal a close match on aggregate scores and yet

there may still be a quality mismatch.

Bearing in mind all of the above, it is considered that the
traditional importance/performance paradigm is the most
appropriate way of measuring service quality in education. It
must be kept in mind that this is the technique that allows for
the tracking of possible sources of customer

satisfaction/dissatisfaction. As was discussed earlier, by using
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the importance/performance grid, educational administrators can
identify the potential problem areas. Administrators can also
recognize the spheres that are important to the students and make
sure that the performances of those areas are to the students'

satisfaction.

It is argued that the information derived from this technique
will prove invaluable in terms of the development of marketing
strategies for the educational institutions that use it. For
example, 1f through the use of the importance/performance
paradigm it has been determined that the cost of education is an
important factor in the decision of which university to attend,
administrators could develop a marketing strategy that

incorporates different financial aid programmes.
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EXHIBIT 4.1

EXAMPLE OF THE TRADITIONAL IMPORTANCE-PERFOAMANCE GRID
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SOURCE: Ortinau, David., Alan Bush, Robert Bush and Jacquelyn Twible (1989)
"The Use of Importance-Performance AnalysT.s for Improving the
Quality of Marketing Education: Interpreting Faculty-Course
Evaluations’ Journal of Marketing Education, Summer



EXHIBIT 4.2

IMPORTANCE-PERFORMANCE GRID WITH ATTRIBUTE RATINGS
FOR THE COURSE CONTENT AND TEXTBOOK DIMENSIONS
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4.4 Postpurchase Evaluation

The notion that students are the consumers of educational
services leaves educational administrators with the need to
identify and understand the consumers wants and needs, and their
corresponding levels of satisfaction (Hampton 1983, Ortinau and
Anderson 1986). To be able to acquire an understanding of
customer/student satisfaction it is important to address the

issue of what is satisfaction.

4.4.1 Customer Satisfaction: Transaction and Brand Specific

Satisfaction can be examined from two different perspectives:
"transaction specific" and “"brand specific". From the
transaction specific conceptualization, satisfaction is seen as
a postpurchase evaluation (Oliver, 1980; Oliver and DeSarbo,
1988) . Most recent research has concentrated on the brand
specific perspective which deals with satisfaction as the
evaluation of an overall experience with a product or service
over a period of time (Anderson, Fornell and Lehmann, 1993;
Fornell, 1992; Johnson and Fornell, 1991; Westbrook and Oliver,
1991) . This thesis focuses on brand specific satisfaction
s made up of a series of encounters; so

because education i

measuring service quality based on one transaction is not deemed

appropriate. It is important for educational institutions to
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assess the students satisfaction with their overall educational

experience, not only with one specific encounter.

4.4.2 Quality and Satisfaction

An important issue to deal with at this stage is the relationship
between gquality and satisfaction. Quality is viewed as a
potential of product attributes to provide satisfaction (Juran,
1988) . Satisfaction is a postconsumption evaluation of perceived
quality in relation to expected quality (Anderson and Fornell,
1994) . It is suggested that satisfaction with educational
services is a postconsumption evaluation of how well performances
meet the importance requirements. In the case of education,
expectations are not applicable, because customers expectations
of completely unfamiliar experiences, such as tertiary education
for first time students, are almost meaningless. It is submitted
that service quality in education is measured by using the
importance/performance analysis instead of the disconfirmation

based SERVQUAL-style instruments.

4.4.3 Customer Satisfaction at the Microeconomic Level

The purpose of measuring satisfaction at the microeconomic level
is to ascertain the prospects of future revenue for the firm, in
this case an educational institution. According to Anderson and

Fornell (1994, p 253), "higher customer satisfaction should
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indicate increased life expectancy for current customers, reduced
price elasticities, insulation of current customers from
competitors' efforts, lower costs of future transactions, lower
costs of attracting new customers, and an enhanced reputation.
Particularly in the case of New Zealand, the recent changes that
have been introduced to the education sector (See Chapter 2,
section 2.1) warrant the need for examining student satisfaction

at the microeconomic level.

An important issue when dealing with customer satisfaction is the
set of antecedents that lead to satisfaction. At the
microeconomic level Anderson and Sullivan (1993) assert that
there is reason to expect that satisfaction will be affected by
perceived gquality. In the case of disconfirmation, Johnson,
Anderson and Fornell (1992) suggest that its appropriateness is
doubtful at this level. They assert that customers as a group
have realistic expectations of actual quality. In conclusion,
satisfaction at the microeconomic level is a function solely of
perceived quality. Johnson et al (1992) found perceived quality
to have a large positive impact on satisfaction, while
expectations had a very small impact on satisfaction.
Researchers like Churchill and Suprenant (1982), Oliver and De
sarbo (1988), Cronin and Taylor (1992), Fornell (1992), and
anderson and Sullivan (1993), have provided empirical support to

the statement that quality is an antecedent of customer

satisfaction.
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A number of studies, Bearden and Teel (1983), LaBarbera and
Mazursky (1983),0liver and Swan (1989), Fornell (1992), Boulding
et al (1993) and Anderson and Sullivan (1993) have found a strong
relationship between customer loyalty and higher profitability,
while Anderson et al (1992), Rust and Zahorik (1993) and

Anderson, Fornell and Lehmann (1994) have empirically
demonstrated the relationship between customer satisfaction and
profitability. For the purposes of this research, it is assumed
that quality is an antecedent of customer satisfaction; and

profitability is a consequence (See Fig 4.5).

FIGURE 4.5
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4.5 Customer Satisfaction Models

Halstead et al (1994) proposed a satisfaction model (See Fig.
4.6) for educational services. This is a disconfirmation based
model that has two performance attributes: Intellectual
Environment and Employment Preparation. This model tested the

following hypotheses (Halstead et al 1994,):

1. "A performance-disconfirmation model that contains multiple
sources of performance (constructs 1 and 2) and separate
disconfirmations (Constructs 3 and 4) will provide a better
representations of the satisfaction formation process than the

traditional single-source model.

2. A customer's ability to form a pre-experience comparison
standard will determine the process the customer uses to form

judgements of satisfaction or dissatisfaction.

2a. Poorly developed comparison standards about specific
attributes will lead to customers forming satisfaction judgements
primarily through the direct effects of performance on
satisfaction (Paths a and f). Significant direct effects are
expected between intellectual environment and satisfaction (Path

a) but not between employment preparation and satisfaction

(Ppath f).
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FIGURE 4.6

The Hypothesized Model
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2b. Well-developed comparison standards about specific attributes
will lead to customers forming satisfaction judgments primarily
through the disconfirmation process (Path b-c and d-e).
Significant indirect effects are expected between employment
preparation and satisfaction (Paths d-c) but not between

intellectual environment and satisfaction (Paths b-c)".

The analysis of the results show support for the model, which in
turn supports our proposition that the expectancy/disconfirmation
paradigm is not applicable for education (hypothesis 2a). This
is because first time students do not have prior experience or
knowledge of tertiary education which makes their expectations
meaningless. So, satisfaction with education for first time
students is a function only of performance. Something similar
could be said of current students. The lack of any accepted
definition of expectations and the idealistic expectations that
students seem to have (discussed in section 4.3.1 -

expectancy/disconfirmation) does not appear to be applicable.

Oortinau and Anderson (1986) developed a conceptual model of post-
purchase educational satisfaction/dissatisfaction. This is a
disconfirmation based model that is divided into four time-

experience stages: new student ownership, early consumption,

subsegquent consumption, and disposition.
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In the new student ownership stage, students evaluate their
enrolment decision based on perceptions, expectations and
attitudes toward the course which they had at the time of
enrolment. In this stage, the students evaluate and justify
their choice, and develop an expected level of satisfaction based
on the degree of congruence between their feelings towards the

course before and after their actual choice.

In the early consumption stage the student's initial attitude of
satisfaction may become misconstrued because of the interaction
with external environmental factors, new effective factors etc.
This leads to the modification of the previous level of

satisfaction.

The subsequent consumption stage is similar to the early
consumption stage. The difference is that the factors that
affect the student's satisfaction formation take on greater
importance in this stage than in the prior one. The period of
time that elapses in this phase is larger than in the others
which allows for changes in the student's circumstances and
external environment which have an influence in the student's
satisfaction. Ortinau and Anderson (1986) assert that this is
the most complex section of the student's evaluation process. The
outcome of this stage is a satisfaction attitude that may lead

to an obvious expression of satisfaction and behaviour.
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The disposition stage is when the student evaluates how well the
course actually fulfilled the modified expectations from his/her
satisfaction attitude formed in early stages. This evaluation
results in the determination of an overall satisfaction attitude

or perceived worth of the course the student enrolled in.

The Ortinau model gives good insights into the cognitive process
of students' satisfaction evaluation. It recognizes that
expectations change over time and that the degree of importance
of the determinants of satisfaction varies during the different
stages of the model. However, it is a expectancy/disconfirmation
based model which allows for satisfaction formation based on
unrealistic expectations. The validity of this satisfaction is

highly gquestionable.

4.6 Review of Major Findings

The decision making process for education has been widely
discussed by several authors. A decision making process has been
used (See Fig 4.2) that has three phases : Problem Recognition,
in this stage students make the decision whether to attend a
tertiary institution; Choice, this is where alternatives are

evaluated and an actual choice 1is made. The attributes of

location, cost, programme issues and academic reputation have

been identified through the literature as being some of the most

important criteria used when choosing a tertiary institution (See
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Tables 4.4 and 4.5). It is recognized that these attributes
might change after primary research is conducted. The last stage
is Post Purchase Evaluation in which service quality is measured.
This evaluation has two possible outcomes: Customer satisfaction
which in turn leads to profitability, or customer dissatisfaction

which leads to loss of future revenue.

The main issue discussed in this chapter is the measurement of
service quality which, it has been argued, leads to customer
satisfaction and profitability (See Fig 4.5). In light of the
changes that have occurred in the education sector in New Zealand
in the past few years ( see Chapter 3), this relationship makes
the measurement of service quality in education of crucial
importance. This relationship means that without service
quality, customer satisfaction and in turn profitability cannot
be achieved. As it was discussed in an earlier section,
profitability in education means being able to attract enough
students, and in turn funds, to operate the educational
institution effectively. The loss of future revenue for an
educational institution could affect the quality of service the
institution is able to provide. Looking at this situation from

the determinants of service gquality view point, the loss of

revenue could increase the cost of education, decrease the funds
available to attract quality staff (academic reputation) and

reduce the number of courses available (programme issues) .
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TABLE 4.4

STUDENTS CHOICE CRITERIA

BAIRD

BOWES & PUGH

CHAPMAN

MURPHY

.Special
Programimes

.Specilal
Programmes

.Size of
Institution

.Location

Alhletic Facililies

.Social Aclivilies

.Financial
Assislance (Cosl)

.Localion

MACGUIRE & LAY | DISCENZAET AL | HOSSLER
(1967) (1972) (1979) (1981) (1981) (1985) (1985)
.Good Facully .Good Faculty .Quality of .Academic .Financial Aid .Academic .Academic
Institution Reputation (Cosl) Repulalion Reputation
.High Academic .High Academic .Cosl .Cosl .Peer Influence .Peer Influence .Peer Influence
Slandards Slandards

.Financial
Assislance

.Location




TABLE 4.5

BUSINESS STUDENTS CHOICE CRITERIA

HOUSTON (1979)

IKRONE ET AL (1983)

WEBB (1993)

. COST

. SIZE OF INSTITUTION

. NATURE OF PROGRAMME
i.e. Flexibilily

. REPUTATION/PRESTIGE

. NATURE & REPUTATION OF
MAJOR AREA

. COST (Financial Aid)

. PROGRAMME RELATED
ISSUES i.e. Flexibilily

. REPUTATION/PRESTIGE .

. GEOGRAPHICAL LOCATION

. SIZE OF INSTITUTION

. ACADEMIC REPUTATION

. PROGRAMME ACCREDITATION

. LOCATION

. COSTS




The above illustrates the importance of service quality in
education. This thesis’ contribution to the marketing discipline
is a service quality model for education (See Figure 4.7) that
addresses the issues that educational institutions need to be
aware of 1if they plan to achieve customer satisfaction. The
model shows that four attributes namely, programme issues,
location, cost and academic reputation (identified through the
literature review), are considered as being the determinants of
service quality in education. If the performance of the
educational institution matches the importance allocated to each
element by the student population, the result would be
satisfaction. On the other hand, if the performance of these
elements does not match the importance given to them by the

students, the result would be dissatisfaction.

It is submitted that service quality in education should be
measured by using importance/performance analysis. The proposed
dimensions/attributes to be measured are cost, location, academic
reputation, and programme issues. However, the researcher accepts
Martilla and James (1977) proposition that every time
importance/performance is utilized, focus groups and/or personal
interviews must be conducted to ascertain the attributes that the

specified population considers most important.
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Figure 4.7

DETERMINANTS OF SERVICE QUALITY
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4.7 Chapter Summary

This chapter has provided an analysis of the issues related to
service quality and customer satisfaction and their impact on
education. The different models utilized to measure service
quality, both generally and in the field of education, have been
reviewed and it has been determined that they are not necessarily

suitable for measuring service quality in education.

The issues discussed in this chapter support the need to develop
a service quality model for education. The model presented in
this chapter attempts to address the matters deemed important for
the measurement of service quality in education. Details of the
research methodology to be utilized to test the appropriateness

of this model for measuring service quality in education can be

found in Chapter Five.
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CHAPTER FIVE

RESEARCH METHODOLOGY

5.0 Chapter Introduction

This chapter aims to explain in detail all aspects of the
research programme, with particular reference to all the key
practical and theoretical issues involved. The main topics to
be covered are details regarding the procedures involved in the
qualitative data collection method, the development of the
Determinants of Service OQuality Model for Education, the
research guestions, the choice of data collection method,
guestionnaire development, and the methods of data analysis
émployed. The chapter concludes with a brief summarised
assessment of the strengths and weakness of the overall research

programme, so that subsequent findings can be viewed with these

factors firmly in mind.

5.1 Overall Research Plan

This project will conform to a sequence of logical stages

outlined below (Zikmund, 1994) .

1 Problem Definition: This stage makes a clear statement of the

research problem and objectives, as already covered in sections

1.1 and 1.4.
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2. Development of Research Questions: This stage involves
studying the problem at hand and developing a series of key

questions that will be answered.

3. Data Collection Method and Design: This stage involves

aspects of the research method including sample selection,

questionnaire construction and pilot testing.

4. Analysis and Interpretation of Results: This stage relates

to how the raw data is translated into meaningful information

with respect to the problem statement and objectives

5. Conclusions and Recommendations: The major conclusions of the

study will be discussed. The practical implications for educators

will be addressed and suggestions for further research will be

provided.

5.1.1 Research Presentation

The research problem and objectives have already been discussed
in Chapter 1 of this thesis. Chapters 6 and 7 will discuss the
stages 4 and 5 of the plan mentioned above. The rest of this
chapter will focus on items 2 and 3, that is, the development of

research questions and the subsequent design of the field work

used for this research.
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5.2 Development of Research Questions

For years philosophers have had an on going debate on how to
arrive at the best research design. This debate is based on the

suitability of two proposed paradigms:

1. Logical positivism which used quantitative methods to test
questions, and
2. Phenomenological ingquiry, which uses qualitative approaches

(Patton, 1990)

Patton (1990) asserts that rather than necessarily aligning
oneself to either paradigm, it is important to appreciate that
different methods should be used for different situations,
depending on what 1s most appropriate. This situational
responsiveness is supported by Simon (1969) who stated: “There is
never a single, standard, correct method of carrying out a piece

of research”.

Chisnall (1991) and Gioia and Pitre (1990) argue that a multi-
technique approach maximizes the benefits and minimises the

drawbacks of a single-technique approach and is recognized as the

optimum research strategy.

The methodological approach adopted for this research is a multi-

technique strategy which will employ two methods of data
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collection: focus group interviews, and a mail survey, since both

are relevant to this study.

5.2.1 Need and Choice of Qualitative Research

The purpose of this qualitative research was to generate research
gquestions that can be answered quantitatively as well as to
obtain information helpful in structuring questionnaires. Out
of the three qualitative research procedures available, namely:
focus groups, depth interviews, and observation techniques, the
qualitative method chosen for this research is focus group
interviews. These are unstructured free-flowing interviews with
a small group of people. These are not rigid question-answer
sessions, on the contrary, they have a flexible format that
allows for discussion (Zikmund, 1994). A moderator introduces
the topic and then the participants discuss it. The moderator’s

role is to focus the discussion on the topic of concern (McDaniel

and Gates 1993, Zikmund 1994).

In this study, exploratory focus groups were utilized with the
purpose of generating specific research questions for testing
and further research. This was considered as the most appropriate
technique to be used to ascertain what attributes students

considered to be important when choosing an educational

institution.
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It is considered that the benefits derived from focus groups
(McDaniel and Gates, 1993) include the fact that information can
be gathered in a short period of time, and new ideas generated.
The major drawback of this method is its reliance on the skills

of the moderator and its inevitable subjectivity.

5.2.1.1 Sample Frame - Focus group interviews

In Chapter four, a "Determinants of Service Quality in Education
Model" (Fig 4.7) was developed based on the literature. In
Chapter four it was shown, based on the Bateson's decision-making
process, that service quality can only be evaluated at the post-
purchase evaluation stage. This is why the participants of the
focus groups for this research are students who have experienced

the service and are in their final year of study.

Twenty students currently studying at the University of Waikato
were randomly chosen to participate in a focus group for this
study . The students chosen were either honours students or
fourth year undergraduate students. The rationale behind this was
that it is assumed that these students already have experienced
the service and were able to evaluate its quality. The students
were divided into three groups. The first two groups comprised

seven students each and the third group had six members.
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5.2.1.2 Qualitative Research Results

Two independent moderators conducted the focus groups and the
whole process took about two hours to complete. In separate
groups the students were asked to describe what they thought a
quality institution should provide. The three initial lists were
combined together by the moderators and a common list containing
21 items was compiled (See Exhibit 5.1). The groups were then
asked to prioritize the most important factors from the above 21
items and rank them in order of importance with one being the
most important. On collating the ranked list put together by the
three groups, 20 common factors were identified. The 20 items
were regarded by all groups as important elements they would look

for when they evaluate an educational institution.

For a list of the determinants of quality for an educational

institution from the students point of view see Exhibit 5.1
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Exhibit 5.1

QUALITY DETERMINANTS

*

*

Prestigious and quality degree programme
Ideal location

Specialist programmes

Flexibility

Flexible entry requirements

Employability

The length of degree

Accommodation facilities

Practical component

Cost of accommodation

Word-of-mouth communication

Different types of courses offered

Family and peers influence

Facilities and instructors

Cost of education

Campus layout and physical appearance
Information about career opportunities available
Sports and recreation facilities
Flexibility to move within school of study

Degree must be jnternationally reputable
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The focus groups were asked to group the factors based on their
similarities. The above factors were further divided into five
different categories: Cost/Time, Physical Aspects, Degree
(Content, Structure, etc), Career Opportunities and Entry

Criteria (See Fig 5.1)

The cost/time category includes the length of the degree, and the
cost of accommodation and education. The items in the Physical
Aspects grouping are: location of the institution, accommodation,
academic facilities and instructors, campus layout, sports and

recreational facilities.

The degree content and structure classification includes the
reputation of the degree, programme flexibility (which provides
students with the possibility of taking different courses within
their school of study or across schools), several options
available (which provides students with a variety of courses
within their major area of study), as well as a practical
component. Career opportunities refers to how readily employable
graduates will be on obtaining the degree, as well as the
information the university gives in relation to career

opportunities in the different fields of study.

118



FIGURE 5.1

STUDENTS QUALITY DETERMINANTS

BHYSICAL ASPECTS \ COST/TIME

. loeaL LocaTion
® LENGTH OF DEGREE
. EXCELLENT ACCOMMCODATION
. EXCELLENT ACADEMIC FACILITIES & INSTRUCTORS ®  COST OF ACCOMMOOATION REASONABLE
. APPEALLING CAMPUS LAYOUT ‘
®  COST OF EDUCATION REASONABLE

EXCELLENT SPORTS & RECREATIONAL FACILTIES

e  PRESTIGIOUS DEGREE \

. SPECIALIST PROGRAMMES AVAILABLE

QUALITY
UNIVERSITY

. DEGREE PROVIDES FLEXIBILITY

o PRACTICAL COMPOP;ENT \

e  NUMBER OF OPTIONS AVAILABLE
e  FLEXIBIUTY TO MOVE WITHIN SCHOOL
OF STUDY
e  INTERNATIONALLY REPUTABLE
DEGREE ’
SELECTION CRITERIA

- ) . ENTRY REQUIREMENTS FLEXIBLE
CAREER QPPORTUNITIES
. WORD-OF-MOUTH INFLUENCES CHOICE OF
e  GRADUATES EASILY EMPLOYABLE UNIVERSITY/POLYTECHNIC
e  INFORMATION ABOUT CAREER . FAMILY & PEERS INFLUENCE SELECTION OF
UNIVERSITY/POLYTECHNIC

OPPORTUNITIES AVAILABLE




The last classification is entry criteria. This grouping
includes flexibility in entry requirements, and recognizes the
importance of word-of-mouth, and family and peer influence when

selecting an educational institution.

Due to the flexibility provided by the focus group interview
technique, it was possible to acquire more detail in each of the
above categories as well as distinguish further elements that

influence the evaluation of service quality in education.

The Modified Determinants of Service Quality Model for Education
(See Fig 5.2) has seven attributes that influence the evaluation

of service quality in education. These attributes are:

Programme Issues: This category now comprises the availability
of specialist programmes, degree flexibility, a practical

component in the degree, the availability of several course

options and the flexibility of entry requirements.

Academic Reputation: A prestigious degree recognized nationally

and internationally, as well as excellent instructors are the

elements contained in this group.

Physical Facilities: Excellent accommodation, academic and sports

and recreational facilities are the attributes included in this

category .-
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Cost/Time: This section deals with three issues, the length of

time it takes to complete a degree, the cost of accommodation and

the fees charged.

Location: This relates to the geographical location of the

institution.

Career opportunities: The students addressed two issues within
this category, how employable will they be after getting a degree
from a specific institution and the information the institution

provided on career opportunities.

Other: This category deals with the influence of word-of-mouth

communication as well as of family and peers when selecting a

university.

This Modified Determinants of Service Quality Model for Education
has amalgamated the results of the focus group interviews with
those of the literature. The focus groups findings were
consistent with the literature review. However, the results also
identified additional factors used for the evaluation of service
quality in education. The changes made to the original model were
based on the outcome of the focus group. These changes include

the elimination of the degree: content and structure category.

This was done because the elements of this category are better
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explained by incorporating them into the programme issues and
academic reputation categories. These categories are more
closely related to the issues addressed by the degree: content
and structure category which amalgamated elements that were quite
distinct from each other. The entry criteria classification has
been deleted and one of its elements, flexibility of entry
requirements, included in the programme issues category while the
two remaining elements, the influence of word-of-mouth as well
as that of family and peers, form the “other” classification.
This was done because it is considered that flexibility of entry
is a programme issue, rather than a communication one. The other

category was labelled as such because even though its components

are communication related, the term communication is too broad

and it could be misconstrued

Location has been made a separate category as both, the
literature and the qualitative research, assert its importance.
The cost/time considerations have been put together to form one
classification. This was done because it is considered that the

longer it takes to complete a degree, the more it will cost to

do so.
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Figure 5.2

MODIFIED DETERMINANTS OF SERVICE QUALITY
MODEL FOR EDUCATION
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5.2.2 Research Questions

Ten research questions were developed based on the objectives of
this study, the critical factors identified through the
literature review and the results of the qualitative research.

These research questions are as follows:

Research Question 1

Do universities have an intuitive understanding of the

determinants of quality for an educational institution?

When reviewing the literature dealing with the changes that have
occurred 1in the public sector in New Zealand (Chapter Two,
section 2.0 ), the themes of accountability, efficiency and
competition are the ones that drive those changes. Looking at
education in this context, service quality is an important
component that could help Universities differentiate their

services and create a competitive advantage.

This question can be answered by comparing the “ideal” quality
institution with the “actual” quality institution. If these

constructs closely match, it could be argued that Universities

have an intuitive understanding of quality.
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Research Question 2

Are students satisfied with the quality of service provided by

their educational institution?

The issue of the set of antecedents that lead to customer
satisfaction is an important one(Chapter 4, sections 4.4.2 and
4.4.3). Anderson and Fornell (1992) suggest that satisfaction
at the microeconomic level is a function solely of perceived
quality. Researchers such as Churchill and Suprenant (1982),
Oliver and DeSarbo (1988), Cronin and Taylor (1992), Fornell
(1992) and Anderson and Sullivan (1993) have provided empirical
evidence to support gquality being an antecedent of customer

satisfaction.

Research Question 3

Do students perceive word-or-mouth as a factor that influences

the evaluation of Service Quality in education?

The first step in the consumer decision-making process is the
prepurchase stage(See section 4.2). This is the stage in which
the individual recognizes there is a “problem” to solve; in the

case of education which institution to attend; and the individual

then searches for information from internal and external sources.

According to Chapman (1981), the external sources include
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friends, parents and high school personnel. These people
influence the students’ choice of institution as well as the
importance the student will place on different attributes(See
section 4.2). The focus groups also emphasized that this factor
was taken into consideration when evaluating the quality of
service provided by different educational institutions (See

section 5.2.1.2).

Research Question 4

Does the location of an educational institution influence the
perception of students in the evaluation of service quality in

education?

Chapman (1981) identified location as one of the fixed college
characteristics that influence students’ choice of college. For
detail of the studies that have identified location as a choice
criteria, see chapter 4 section 4.2. The focus groups considered
the location of an educational institution as an important

clement when evaluating service quality in education (See section

5.2.1.2 in this chapter).
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Research Question 5

Does the cost of education influence students perceptions when

evaluating service quality in education?

Studies that have looked at influences on students’ college
choice have identified cost ( and any financial aid available)
as an element that has an impact on the students’ final choice
of educational institution(See chapter 4, section 4.2). The
focus groups also considered cost as an important issue when
evaluating service quality in education (See section 5.2.1.2 in

this chapter) .

Research Question 6

Do programme issues influence students perceptions when

evaluating service quality in education?

When looking at programme issues, studies show the students
consider flexibility, and availability of special programmes
among other things, as important issues that affect their choices
as well as the quality of an educational institution. For a more
in-depth 1look at these issues and studies, please refer to

Chapter 4, section 4.2 and section 5.2.1.2 in this chapter.
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Research Question 7

Does the length of time it requires to complete a degree,
influence the perception of the students in their evaluation of

service quality in education?

The time required to complete a degree is an issue that
influences students’ choice of educational institution. This was
an element identified as a result of the focus group interviews

(See section 5.2.1.2).

Research Question 8

Does the academic reputation of an educational institution

influence the perception of students in their evaluation of

service quality in education?

Academic reputation is an element identified by both. Several
studies discussed in Chapter 4, section 4.2, and the results of
the focus group (section 5.2.1.2 in this chapter) identified
academic reputation as having an effect on the choice of

educational institution, as well as defining a quality

institution. For details please see the section mentioned above.
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Research Question 9

Do the accommodation, academic and sports and recreational
facilities of an educational institution influence the students

evaluation of service quality in education?

A study by Maguire and Lay (1981) mentions athletic facilities
as a criteria students use when choosing an educational
institution (Chapter 4, section 4.2). The focus group interviews
also identified good academic, accommodation, and sports and
recreational facilities as elements that are believed must exist
in a quality institution and that influence college choice

(section 5.2.1.2).

Research Question 10

Do the career opportunities that an educational institution

provides its students, influence their evaluation of service

quality in education?

An institution that gives good information on career
opportunities is considered a quality institution. This element

also influences the choice of educational institution (section

5.2.1.2).
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5.3 Survey Research Method

It was decided that a mail survey was the most appropriate method
for this study. This method was chosen mainly because of the
type of information that was required and the practicality of its
application. The choice of method was also based on the

following criteria

1. Quantity of Data: A key advantage of using a mail survey is
the amount of data that can be collected. This method of data
collection was the most appropriate way to collect the large

amount of data required for this type of study.

2. Sample Control: Mail surveys can reach a wide range of
geographically dispersed respondents. This is not normally

possible when using personal or telephone interviews without

incurring high costs.

3. Quality of data: Mail surveys eliminate interviewer bias

which usually exists in the case of telephone and personal
interviews. Also because mail surveys do not involve interaction
between the interviewer and the respondents, it is possible to

ask sensitive questions that might not be possible with either

personal or telephone interviews.
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4. Cost: The relatively inexpensive cost of mail surveys is one

of the most attractive features of using mail surveys.

Other studies (Parasuraman et al 1988, Carman 1990, Cronin and
Taylor 1992) that have endeavoured to measure service quality

have also used mail surveys as their method for data collection.

Even though mail surveys have disadvantages such as being less
versatile, typically having a low response rate, and often
requiring a longer time for data collection, when compared with
other methods, its advantages out-weigh its disadvantages for the
collection of the data required for this study. The issue of low
response rate will be overcome by distributing through lecturer

involved in the course

5.3.1 Development of Survey Instrument

The instrument was developed based on both the literature and a
series of focus group interviews. A number of factors identified
in the literature as key determinants of service gquality in
education were also identified by the participants of these focus
groups. A Ccopy of the questionnaire is enclosed in Appendix D.
The questionnaire is divided into four major areas. Section I
deals with students’ perceptions of an excellent university,

Section II deals with the ranking of the most important
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attributes. Section III is concerned with students’ perceptions
of their own university. Section IV collects background
information on the participant. The main topics in each section

were as follows:

Section I: Student perception of an excellent university in
relation to - Programme Issues, Academic Reputation, Physical
Facilities, Cost/Time, Career Opportunities, Location and the

other category.

Section II: Ranking of the above mentioned attributes.

Section III: Perception of their own university in relation to
Programme Issues, Academic Reputation, Physical Facilities,

Cost/Time, Career Opportunities, Location and the other category.

Section IV: Personal background of respondents including, age,

gender, ethnic identity, area of study, degree enrolled for, and

year of study

5.3.2 Pilot Testing

The survey was tested on a sample of students from the
University of Waikato’s School of Management Studies. This
resulted in some minor changes which made the questionnaire

easier to understand.
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5.3.3 Sample Selection

There are two basic methods of sampling: probability and non
probability. Probability sampling is better known as random
sampling because each unit of the target population has an equal
chance of being selected for the sample. On the other hand, in
non probability sampling, often referred to as personal
judgement or convenience sampling, the probability of each unit

of the target population being selected is unknown.

For the purpose of this research, a non-probability sample was
considered the best option for the following reasons. Firstly,
as a result of the Privacy Act it was not possible to get the
names and addresses of students. Thus, it is not possible to
draw a random sample of respondents. Another factor to be taken
into consideration is that when using a non-probability sampling
technique, it is possible that higher response rates could be
obtained. As a result of the above considerations it was decided
that a non probability sample was the only viable method for this
research. The non-probability technique chosen for this study was
"quota sampling". Quota sampling is a non-probability sampling
procedure that ensures that certain characteristics of a
population sample will be represented to the exact extent that
the investigator desires (Zikmund, 1994). The purpose of using
this technique was to ensure that the various universities were

represented in the total sample based on the number of business

133



students currently enrolled. This means that universities that
have a higher number of business students were more heavily
represented in the sample. This ensured that as far as

possible, a representative sample was obtained.

The sample selection used for this study involved several stages.
The first stage involved the definition of the population of
interest. This population is made up of all the students
enrolled in final year business courses across the seven New
Zealand universities. From this population a sampling frame was
developed. The gquota sampling technigque was used to ensure that
the final sample represented the number of final year business

students each university has.

5.3.4 Sample Population

The surveys were mailed out to selected lecturers in the seven
New Zealand universities who in turn distributed them to final
year business students. Because it was considered that those
that have experienced the service for a relatively long period
of time would be the best judges of its quality, it was decided
that the sample should be made up of final year students. The
lecturers were randomly selected from those that taught final
year business courses during the first semester of 1995. The
surveys were distributed to the students during class time and

they were given time to fill them out then and there. Based on
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pre-test results, it took approximately 15 minutes to complete
the questionnaire. The surveys were then collected by the
lecturers and mailed back to the researcher. The balance of
responses across universities is not known as the purpose of this
thesis was not to identify particular educational institutions.
A sample of 1000 students was surveyed for this study. It could
be argued that with this method of data collection a 100%
response rate should have been achieved. However, here, some
surveys were unusable and some students failed to complete and

return the surveys to their lecturers.

5.3.5 Questionnaire Layout and Design

To maximize the level of response, various approaches regarding
the layout of the survey instrument were adopted (Kanuk and
Berenson, 1975; Lovelock et al ,1976; Klompmaker et al 1977;

Lehmann, 1989; Dillion, 1994). These approaches include:

* Attractive design of the questionnaire in the form of a booklet
* Tidy and consistent layout
* Clear and simple instructions were provided at the start of

each section.
* Al]l questions and sections were clearly labelled.

* A1l keywords were bold printed, and italics were used for the

instructions.

* The questionnaires were printed on coloured paper.
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5.4 Method of Analysis

The data was edited, coded and entered into the SPSS for Windows

statistical package for analysis. A sample of the data was

randomly checked for accuracy in data entry.

Descriptive and gap analysis were performed to interpret the
data. Frequency tables, percentages, cumulative percentages and
frequency distribution were obtained to identify any trends

or patterns. To make comparisons with the different groups of
respondents, cross tabulation, T-Test and ANOVA were performed.
This helped identify any difference between the various groups.
In addition, exploratory factor analysis were performed to
identify a small number of factors that can be used to represent

relationships among interrelated variables.

To measure the overall reliability of the survey instrument
developed, the computation of Cronbach Alpha was used. The data
used in computing Cronbach Alpha were the difference means
(Performance - Importance). This approach of using difference
scores to develop scales for measuring constructs has been used

by Ford et al (1993) and Parasuraman et al (1988).
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5.5 Strengths and Weaknesses of the Research Design

5.5.1 Strengths

The sample selection method used for this research allowed for
a high response rate and simplified the collection of data. The
use of both quantitative and qualitative methods maximizes the
benefits and minimises the drawbacks of a single technique
approach. This approach also provided the level of information
that was required for the objectives of the study to be fully

addressed.

5.5.2 Weaknesses

It could be argued that a larger number of exploratory focus
group interviews could have been conducted (ie nationwide).
This could have provided new research questions and/or issues to
be addressed when measuring service quality in education. Also
the use of categories in the questionnaire could have introduced
an element of bias in the way respondents may have answered the

questions.
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5.6 Chapter Summary

The determinants of service quality in education were identified
based on the literature review and the qualitative research. A
number of research questions related to these determinants have
been developed. The results of the qualitative research and the
literature review provided the basis for the survey instrument.
A non-probability sampling technique was employed so that the

sample was representative of the total population.

This chapter has explained all aspects of the research programme.

Chapter six now provides a detailed analysis of the results.
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CHAPTER SIX

Analysis of Results

6.0 Chapter Introduction

This chapter presents a detailed analysis of the data collected;
relating to all the research questions discussed in chapter 5.
Each research question is analysed using gap analysis, followed
by cross-tabulations and other descriptive statistics. Factor
analysis was carried out to empirically examine the proposed
decision model by identifying underlying invisible factors or
dimensions that would link together survey items seen as related
to one another by the respondents. T-Tests and ANOVAS were done
to compare the sample responses across all the items for
significant differences. Of the 1000 students surveyed for this
study, 616 usable questionnaires were returned giving a response

rate of 61.2%.

6.1 Sample Characteristics

As expected most of the respondents were between 21-25 years of
age (61.3%) as the target samples were those students in their
final year of study. There were more males (57.6%) than females
(42.3%) in this sample and the ethnic backgrounds most
represented were Pakeha(65.3%) and least represented Maori and

Pacific Islanders (5%). The major area of study most represented
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was accounting & finance while the least represented was
information systems (See figures 6.1-6.4). The gender of the
sample is similar in nature to the general population of New
Zealand university students (see Table 6.0 ). According to the
Tertiary Education Statistics (1994), the majority (56%) of
students enrolled in business degree programmes are males while
44% are females. 1In relation to ethnic identification, most of
the university students are Pakeha (75.8%) while the least

represented ethnic groups are Maori and Pacific Islanders

(11.1%) .
TABLE 6.0

GENDER TOTAL POPULATION SAMPLE
MALES 4364 354
FEMALES 3397 262
TOTAL 7761 616
CHISQ = 2.000

D.F =1

TABULAR VALUE =

.0002

SIGNIFICANCE = .99

* Number of respondents in this sample is representative of the
total population
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Figure 6.1 & 6.2

AGE OF RESPONDENTS

0-20 YEARS
30.6%

31 & ABOVE

1.7%
26-30 YEARS

6.4%

21-25 YEARS
61.3%

RESPONDENTS BY GENDER

MALES
57.7%

FEMALES
42.3%
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FIGURE 6.3 & 6.4

ETHNIC BACKGROUND

PAKEHA
65.3%
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/  2.9%
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STUDY
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22.7%
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6.2 Testing The Determinants Of Service Quality Model For

Education Using Factor Analysis

Table 6.1 shows the rotated factor scores (for details on factor
analysis see Appendix E) for the model of the important choice
criteria for students for a tertiary educational institution in
New Zealand, which was hypothesized earlier in chapter 5. This
table shows that there are strong links between the factors in
the seven factor solution. The scree plot (Figure 6.5) shows the
gradual trailing off factors beginning at the seventh factor.
The Eigenvalue (for details see Appendix E) for factor seven is
just below 1, but 59% of the total variance is attributable to
the first seven factors (See Table 6.1). Thus, a model with
seven factors may be adequate to represent the data. Since the
scree plot break is at 7, factor solutions of 5, 6 and 7 were all
attempted. For details of five and six factor solutions, please

see Table 6.2a & b.

The items that were expected to load together did, given the
hypothesized model, with a few exceptions. In the sample
analysis, academic reputation has an extra element in it- namely,
excellent academic facilities. This change could be interpreted
as meaning that students perceive academic facilities as an
element that defines the academic reputation of an educational
institution. The data showed a variation in the Cost/Time

category and it has now been named Physical Aspects/Cost since
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it includes cost of accommodation and education as well as having
excellent accommodation and sports and recreational facilities.
It is possible that students perceive that cost is driven by the
physical aspects provided by the educational institutions. The
Location category has an additional element namely excellent
campus layout and appearance. The inclusion of this element could
be interpreted that students perceive location from the
geographic as well as the aesthetic view points. The element
length of time required to complete degree was identified as a
stand-alone category. This could be explained by the fact that
the time it takes to complete a degree could vary depending on
the institution attended. For a comparison of original factors,
which were identified through the literature and the focus
groups, and those identified through factor analysis (new

factors), please see Table 6.3.
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Table 6.1

ROTATED FACTOR SCORES FOR A MODEL OF THE IMPORTANT CHOICE
CRITERIA FOR STUDENTS FOR A TERTIARY EDUCATIONAL INSTITUTION IN
NEW ZEALAND

Programme Issues (Factor 1)

Options available 68671
Flexibility to move within school of study .66093
Degree provides flexibility .61951
Specialist programmes provided 47434
Flexible entry requirements 46208
Practical component in degree 42301

Academic Reputation (Factor 2)

Reputable degree 73218
Excellent Instructors 71301
Excellent academic facilities .66333

Physical Aspects/Cost (Factor 3)

Reasonable cost of accommodation .80941
Excellent accommodation facilities 715674
Excellent sports & recreational 54216
Reasonable cost of education 44208

Career opportunities (Factor 4)

Graduates easily employable .76103
Excellent information on career opportunities 74107

Location (Factor 5)
Ideal location 55615

Excellent campus layout and appearance .60581

Time (Factor 6)

Acceptable length of time to complete degree .89381

Other (Factor 7

Family & peers influence university choice 84187
Word of mouth influences choice of university 81399
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TABLE 6.1
ROTATED FACTOR SCORES FOR A HIGH QUALITY UNIVERSITY - SEVEN FACTOR SOLUTION

Variable Communality Factor  Eigenvalue Pctof Var Cum Pct
VARO001 1.00000 * 1 4.11069 20.6 20.6

VARO002 1.00000 * 2 1.63592 8.2 28.7
VARO03 1.00000 * 3 1.51641 7.6 36.3
VARO004 1.00000 * 4 1.30733 6.5 429
VARO005 1.00000 * 5 1.14231 57 48.6
VARO006 1.00000 * 6 1.11919 5.6 542
VARO007 1.00000 * 7 96456 4.8 59.0
VARO08 1.00000 * 8 .88859 4.4 63.4
VARO009 1.00000 * 9 .81333 4.1 67.5
VARO10 1.00000 * 10 79559 4.0 71.5
VARO11 1.00000 * 11 76449 3.8 75.3
VARO12 1.00000 * 12 .70831 35 78.8
VARO13 1.00000 * 13 .65473 3.3 82.1

VARO14 1.00000 * 14 .60365 3.0 85.1

VARO15 1.00000 * 15 57778 2.9 88.0
VARO16 1.00000 * 16 .55384 2.8 90.8
VARO17 1.00000 * 17 52149 2.6 934
VARO18 1.00000 * 18 47862 24 95.8
VARO19 1.00000 * 19 44322 2.2 98.0
VARO020 1.00000 * 20 .39998 2.0 100.0

Rotated Factor Matrix:

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor6  Factor 7

VARO13 68671 .17183 .10912 .05573 .07126 .05980 .11955
VARO014 .66093 .04109  -.04109 11920 -.05744 17765 . 31826
VARO11 .61951 .30998 .05622 .18701 07570 01677 -.17401
VARO10 47434 42395 .16138  -.11457 01541 -.09105 -.00917
VARO15 46208  -.23299  -.03537 .07253  -.08944 36161 -.18527
VARO12 42301 .20386 .18166 39742 -.03684 -33620 -.01434
VARO008 .04975 73218 .03052 .23383 .03437 .00430 .00168
VARO009 18735 71301 .04823 .23260 01600  .12544  -.00143
VARO002 15773 .66333 .16689 .04547 -.07981 .04636 .20229
VARO006 .10289 .09492 .80941 .12303 .04313  -.01703 .02683
VARO0O01 .03289 06611 75674 .00934 .03316 21949 -.03755
VARO004 -.00129 .19073 54216  -.14522  -.09258 42737 .14058
VARO0O7 .22098 .02501 44208 44114  -.04797 -36479 .16422

VARO16 11739 15434 -.03847 .76103 -00819  .13676 .02432

VARO17 05257 22658 .08082 .74107 07628  .1639%4 .08752

VARO020 .04730  -.00150 -.00536  -.10507 84187 -.01251 -.02547
VARO19 -.01757  -.00534 .02422 .14641 81399  .10996 .03092

VARO003 .02671 21386 15559 14333 -.00492  .60581 .05567
VARO18 21537  -.06308 .14681 .14367 .18936  .55615 -.02566

VARO005 .08162 12713 .05951 .10549 .01214  .00177  .89381
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TABLE 6.2a

ROTATED FACTOR SCORES FOR A HIGH QUALITY UNIVERSITY

Five Factor Solution

FACTOR 1

Reputable degree .68824
Excellent instructors .66942
Excellent information on career opportunities .65516
Graduates easily employable .59500
Excellent academic facilities .36510
FACTOR 2

Several options offered .68549
Degree provides flexibility .64702
Flexibility to move within school of study .64639
Practical component in degree 48982
Specialist program provided 47609
Flexible entry requirement 45482
FACTOR 3

Accommodation at reasonable cost 77541
Excellent accommodation facilities 76173
Excellent sports & recreational facilities .63398
FACTOR 4

Word of mouth influences choice of university .81873
Family & peers influence choice of university .80891
FACTOR 5

Excellent campus layout & appearance .56001
Ideal location 54227
Reasonable cost of education -43186
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TABLE 6..2a continue
ROTATED FACROR SCORES FOR A HIGH QUALITY UNIVERSITY - FIVE FACTOR SOLUTION

Variable Communality *  Factor Eigenvalue Pct of Var Cum Pct
VARO001 1.00000 * 1 4.11069 20.6 20.6
VARO002 1.00000 * 2 1.63592 8.2 28.7
VARO003 1.00000 * 3 1.51641 7.6 36.3
VARO004 1.00000 * 4 1.30733 6.5 429
VARO005 1.00000 * 5 1.14231 5.7 48.6
VARO006 1.00000 * 6 1.11919 5.6 54.2
VARO007 1.00000 * 7 96456 4.8 59.0
VARO008 1.00000 * 8 .88859 44 63.4
VARO009 1.00000 * 9 .81333 4.1 67.5
VARO10 1.00000 * 10 79559 4.0 71.5
VARO11 1.00000 * 11 76449 3.8 75.3
VARO12 1.00000 * 12 .70831 35 78.8
VARO13 1.00000 * 13 65473 33 82.1
VARO14 1.00000 * 14 .60365 3.0 85.1
VARO15 1.00000 * 15 57778 29 88.0
VARO16 1.00000 * 16 55384 2.8 90.8
VARO17 1.00000 * 17 .52149 2.6 934
VARO18 1.00000 * 18 47862 24 95.8
VAROI9 1.00000 * 19 44322 22 98.0
VARO020 1.00000 * 20 .39998 2.0 100.0
Rotated Factor Matrix:

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
VARO008 .68824 .08615 .06474 -.00830 -.04061
VARO009 66942 .21900 .09010 -.02294 .08603
VARO17 .65516 .12803 .02441 16371 11144
VARO016 .59500 .19285 -.11339 .09173 . 11062
VARO002 .55836 .17089 24122 -.14997 .01929
VARO005 .36510 .05862 .15663 -.04383 -.10135
VARO13 .14830 .68549 .11871 .05511 .05678
VARO11 26431 64702 .02353 .08345 . 03638
VARO14 15198 64639 -.00977 -.06626 17292
VARO012 .33531 48987 .08434 .01289 -.35308
VARO010 .20011 .47609 18736 -.04211 -.10125
VARO15 -.17195 .45482 -.05319 -.04120 40967
VARO006 .12834 .15574 77541 .08025 -.11617
VARO001 .04612 .06405 76173 .05755 13119
VARO004 .10868 -.00916 .63398 -.12401 .34010
VARO019 .10289 -.02228 .02303 81873 .09713
VARO020 -.07662 .02026 .00665 .80891 -.00349
VARO003 .30448 .02551 23251 -.00464 .56001
VARO18 .06376 20942 .17908 22040 54227
VARO007 27752 .29834 .33662 .02617 -.43186
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Table 6.2 b
ROTATED FACTOR SCORES FOR A HIGH QUALITY UNIVERSITY

Six_Factor Solution

FACTOR 1

Options in the types of courses offered .68924
Provides a great deal of flexibility .64818
Provides flexibility to move within school of study .64701
Provides specialist programmes 49541
Flexibility in the entry requirements 46089
Practical components of degree is appropriate 43927
FACTOR 2

Reputable business degree 71870
Provides excellent instructors .68858
Excellent academic facilities 68751
Length of time to complete degree is appropriate .33049
FACTOR 3

Provides accommodation at reasonable cost .80152
Provides excellent accommodation facilities .74848
Provides excellent sports & recreational facilities .55535
FACTOR 4

Graduates are easily employable .74986
Provides information about career opportunities 73377
Cost of education is reasonable 45254
FACTOR 5

Word of mouth influences choice of university .84072
Family & peers influence choice of university 81118
FACTOR 6

Campus layout and physical appearance appealing .60600
Ideal location 55172
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FIGURE 6..2 b continue
ROTATED FACTOR SCORES FOR A HIGH QUALITY UNIVERSITY - SIX FACTOR SOLUTION

Variable Communality ~ Factor Eigenvalue Pct of Var Cum Pct
VARO001 1.00000 * 1 4.11069 20.6 20.6
VARO002 1.00000 * 2 1.63592 8.2 28.7
VARO003 1.00000 * 3 1.51641 7.6 36.3
VARO004 1.00000 * 4 1.30733 6.5 429
VARO005 1.00000 * 5 1.14231 5.7 48.6
VARO006 1.00000 * 6 1.11919 5.6 542
VARO007 1.00000 * 7 .96456 4.8 59.0
VARO008 1.00000 * 8 .88859 44 63.4
VARO009 1.00000 * 9 .81333 4.1 67.5
VARO10 1.00000 * 10 .79559 4.0 71.5
VARO11 1.00000 * 11 76449 3.8 75.3
VARO12 1.00000 * 12 .70831 3.5 78.8
VARO13 1.00000 * 13 .65473 33 82.1
VARO14 1.00000 * 14 .60365 3.0 85.1
VAROI15 1.00000 * 15 57778 2.9 88.0
VARO016 1.00000 * 16 .55384 2.8 90.8
VARO17 1.00000 * 17 .52149 2.6 93.4
VARO18 1.00000 * 18 47862 24 95.8
VARO19 1.00000 * 19 44322 22 98.0
VARO020 1.00000 * 20 .39998 2.0 100.0

Rotated Factor Matrix:
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6

.VARO 13 .68924 .16608 .11955 .05324 .06620 .04815
VARO11 .64818 .23810 02640 14717 .09226 .02980
VARO14 64701 .08508 -.00225 .14315 -.07773 15157
VARO10 49541 38922 .14616 -.13979 .02357 -.08628
VARO15 46089 -.29233 -.03840 .06086 -.08493 36154
VARO12 43927 .19264 .16196 .37955 -.02778  -.33253
VARO008 .09508 71870 .00032 19722 .04975 .02405
VARO009 23294 .68858 01957 .19402 .03143 .14378
VARO002 .18603 68751 .16282 .03191 -.07787 .04876
VARO05 .04189 .33049 .15056 .18936 -.03879 -.05231
VARO006 .10985 .10793 80152 12121 .04892 -.02318
VARO001 .04142 .06171 74848 .00384 .04052 21653
VARO004 .00338 21699 55535 -.13766 -.09636 41721
VARO016 13871 .16670 -.05036 .74986 -.00196 .14328
VARO17 .07471 .25469 07261 73377 .08060 16791
VARO007 .21886 .07431 44449 45254 -.05075 -.37679
VARO020 .04504 -.01686 -.00498 -.10749 .84072 -.01294
VARO19 -.01762 .00050 .02832 .14907 81118 .10780
VARO003 .04265 .21750 .16011 13817 -.00418 60600
VARO18 21844 -.07927 15412 14218 .18864 55172
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Table 6.3

ORIGINAIL FACTORS

NEW FACTORS

PHYSICAL ASPECTS

PHYSICAL ASPECTS/COST

Excellent accommodation
facilities

Excellent accommodation
facilities

Excellent Sports and
recreational facilities

Excellent sports and
recreational facilities

Campus layout and appearance

Cost of accommodation

Excellent academic facilities

Cost of education

PROGRAMME ISSUES

PROGRAMME ISSUES

Options available

Options available

Flexibility to move within
school of study

Flexibility to move within
school of study

Degree provides flexibility

Degree provides flexibility

Specialist programmes
provided

Specialist programmes
provided

| Flexible entry requirements

Flexible entry requirements

Practical component in degree

Practical component in degree

ACADEMIC REPUTATION

ACADEMIC REPUTATION

Reputable degree

Reputable degree

Excellent instructors

Excellent instructors

Excellent academic facilities

CAREER OPPORTUNITIES

CAREER OPPORTUNITIES

Graduates easily employable

Graduates easily employable

Excellent information on
career opportunities

Excellent information on
career opportunities

LOCATION

LOCATION

Ideal location

Ideal location

Campus layout and appearance

152




OTHER

OTHER

Word of mouth influences
choice of university

Word of mouth influences
choice of university

Family and peers influence
choice of university

Family and peers influence
choice of university

COST/TIME

TIME

Length of time required to
complete degree

Length of time required to
complete degree

Cost of accommodation

Cost of education
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6.3 Specific Research Questions

RQ1. Do universities have an intuitive understanding of the

determinants of quality for an educational institution?

The literature (Chapter Two, section 2.0 & 2.1) suggests that the
changes introduced to the educational sector should promote
accountability, efficiency and competition. This thesis has
argued that service quality is an aspect that could be used by
Universities to create a competitive advantage. However, the
negative differences between the means of the item responses with
regard to the respondents perceptions of their own university and
that of the ideal quality institution suggest that Universities
have not achieved a high perceived level of service quality
which could give them a competitive advantage. Table 6.4 shows
the difference between the actual and the ideal means in the
seven categories used in the guestionnaire. All the means are

negative except for the one for location ( .053).

The importance - performance grid developed by James and Martilla
(1977) is a technique that allows the mean importance and
performance results to be graphically illustrated on a two
dimensional grid. Each of the four quadrants in the grid, which

were labelled by James and Martilla (1977) as concentrate here,
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keep up the good work, possible overkill and low priority, can
provide in depth information on each of the attributes tested.
Exhibit 6.1 shows that all the categories, except one, fall in
the “keep up the good work” quadrant which gives an indication
that even though universities are not performing at the level of
what students perceive a quality institution should, the students
are still satisfied with their performance. This suggests that
universities have an intuitive understanding of gquality in
education. The data used to construct the importance -
performance grid were the mean scores for each category from

section 1 (importance) and section 3 (performance).

The results of this research, specifically, the importance-
performance analysis, suggest that universities do have an
intuitive understanding of the determinants of service quality
in education. However, it is interesting to note that students
do not perceive their universities as "ideal"” institutions. This
discrepancy could be explained by assuming that the universities'
performance falls within the students' "zone of tolerance" (For

details see Appendix E) which is the difference between the

desired and the adequate level of service.
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EXHIBIT 6.1

IMPORTANCE - PERFORMANCE GRID

CONCENTRATE 5] Extremely KEEP UP THE
HERE Important GOOD WORK
°F
A
eC
0
4
U]
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G
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l Performance l | Performance
K 21 3 14 51
2
Low . POSSIBLE
PRIORITY 1 Not at all important OVERKILL

@ Mmoo ® P

Career Opportunities
Cost/Time

Physical Aspects
Programme Issues

Location

Academic Reputation
Other




TABLE 6.4

SUMMARY OF MEANS

CATEGORY

IMPORTANCE

PERFORMANCE

PERFORMANCE
minus
IMPORTANCE

PHYSICAL
ASPECTS

Accommodation
facilities

3.696

2.971

-0.725

Academic
facilities

4.716

3.660

-1.056

Campus layout
and appearance

4.002

3.734

-0.268

Sports and
recreational
facilities

3.998

3.600

-0.398

COST/TIME

Length of
degree

3.908

3.998

Cost of
accommodation

3.747

2.680

-1.067

Cost of
education

3.662

2.892

ACADEMIC
ISSUES

Reputable
degree

4.667

3.817

-0.856

Excellent
instructors

4.705

3.370

-1.335

PROGRAMME
ISSUES

Specialist
programmes

4.228

3.541

-0.687

Flexible
structure and
content

4.242

3.474

-0.768
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SUMMARY OF MEANS

Practical
component

4.

096

.182

-0.914

Options
available

.370

.838

-0.532

Flexibility to
move within
school of
study

.143

.374

-0.769

Flexible entry
requirements

.102

.305

.203

CAREER
OPPORTUNITIES

Employable
graduates

.120

.468

-0.652

Information on
career
opportunities

.413

.653

-0.76

LOCATION

- ITdeal location

.575

.630

0.055

OTHER

Word of mouth

.249

.982

-0.267

Family and
peers

.251

.926

-0.325
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RQ2 Are students satisfied with the quality of service provided

by their educational institution?

The literature (Chapter 4, sections 4.4.2 & 4.4.3) shows some
empirical evidence that suggests that quality is an antecedent
of customer satisfaction. Table 6.4 shows that the respondents
do not Dbelieve that their own wuniversities are quality
institutions and according to the literature this should lead to
customer dissatisfaction. However, the vast majority 67% of the
respondents indicated that they were somewhat satisfied with
their overall educational experience. The mean response to the
question about their satisfaction with their wuniversity
experience (Appendix D; Section 4, guestion 4) was 3.749 in a 5

point scale.

It could be argued that the performance of universities falls in
the respondents’ "zone of tolerance". This suggests that even
though the respondents perceive their institution as not a
“quality” institution, they are happy with its performance as
long as certain conditions are met. Exhibit 6.1 gives support
to this theory as it shows that even though the majority of the
categories fall into the “keep up the good work” quadrant, their
performance is not what it could be. It is considered that
further research should be undertaken to ascertain the size and

the parameters of this “zone of tolerance”.
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On the issue of satisfaction, it was considered important to
determine the level of satisfaction according to the respondents
gender or area of study to ascertain whether there were any
significant differences. There was no significant differences
between males and females in relation to satisfaction. However,
there were significant differences betweeen respondents in the
different areas of study. It is interesting to note that a high
percentage of students with an Accounting/Finance or a Marketing
major are satisfied with their experience. This result could be
explained by proposing that the career opportunities for these
majors are better than for the rest. Hence, these students are

more likely to be satisfied with their educational experience.

In general, the results of this research suggest that students

are relatively satisfied with the quality of service provided by

their educational institution.
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RQ3 Do students perceive word-of-mouth as a factor that

influences the evaluation of Service Quality in education?

The literature (Chapter 4, section 4.2) suggests that students
seek information from internal and external sources when they
must decide which university to attend. Chapman (1981) states
that external sources are friends, parents, and high school
personnel. The results of the exploratory focus groups (Chapter
5, section 5.3.1.2) indicate that students are also influenced
by word-of-mouth communication which in this case takes the form

of promotional material, open days, etc.

The questionnaire addressed this issue by including two items:
the influence of word-of-mouth, and that of family and peers (Q.
19 and 20, section 1 and gquestions 19 & 20, section 3, Appendix
D). The respondents were slightly in agreement with the
statements that word-of-mouth, and family and peers influence the
selection of a quality university, with mean responses of 3.25
(with 3 being the scale's midpoint) for both items. On the other
hand, when they were questioned about their own experience with
using family and peers, and word-of-mouth to select their
university, the mean responses were 2.93 and 2.98 respectively
(For a summary of all means, see Table 6.4). This implies that
even though these elements are seen as somewhat important when
choosing an ideal university, they are not very strong influences

when actually choosing a university.
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The category which contained these items was found to be
perceived as the least important of all, with 81.3% of the
respondents stating so (See Table 6.5). Clearly, word-of-mouth
was not seen by the student respondents as playing a very big
role when evaluating service quality in education. Table 6.6
shows that there are statistically significant differences in the
allocation of importance between males and females for the
"other" (word-of-mouth) dimension. Females consider this
category more important than males and is perceived by males as
generating a better performance. However, this was found to be
the least important determinant. There were no statistically
significant differences in the mean responses for this category
between males and females (See Tables 6.7 - 6.9). In addition,
the analysis of variance (ANOVA) by major area of study showed
no statistically significant differences between the sample
responses. However, students 36 vyears of age and above,
perceived the performance of their institution in the "other"
category as being that of a high quality institution. The

results of these analyses can be seen in tables 6.10 and 6.11).
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Table 6.5

IMPORTANCE OF THE CATEGORIES
RANK CATEGORY % CATEGORY OVERALL
SECTION 2 MEANS
SECTION 1
1 Academic 33.1 |Academic 4.686
Reputation Reputation
2 Career 24 .8 Career 4.266
Opportunit Opportunit
ies ies
3 Programme 22.4 Physical 4.103
Issues Aspects
4 Cost/Time 29.4 Programme 4.030
Issues
5 Physical 33.8 Cost/Time 3.772
Aspects
6 Location 37.8 | Location 3.575
7 Other 81.3 Other 3.250
Table 6.6

Comparison of Respondent Mean Allocations Among the Dimensions

DIMENSION

COST/TIME

PHYSICAL ASPECTS
PROGRAMME ISSUES
CAREER OPPORTUNITIES
ACADEMIC REPUTATION

LOCATION
OTHER

MALE

3.63
5.06
2.98
2.50
2.21
4.89
6.66
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FEMALE

3.58
5.19
2.70
2.53
2.14
5.01
6.81

P-VALUE

N.S.
.038
N.S.
N.S.
N.S.
.025
.000




Overall, the evidence indicates that this category is to some
extent a determinant of service quality in education. However,
it is the least important one. This study has established that
the "other" category influences students when choosing an ideal
university, but its influence when actually choosing a
university is limited.

RQ4 Does the location of an educational institution influence
the perception of students in the evaluation of service quality

in education?

The literature (Chapter 4, section 4.2) suggests that location
is one of the elements that students consider when choosing a
university. Moreover, the exploratory focus groups also
indicated that students are influenced by the location of the
institution (Chapter 5, section 5.2.1.2). This element is

explored in the survey with question 18, section 1 and question

16, section 3 (See Appendix D).

The findings of this study are supportive of the notion that in
general, students appear to agree that a quality university is
in an ideal location (this item having a mean of 3.575 with 3.00
the midpoint of the scale). The respondents also expressed that
their own universities were in an ideal location (mean 3.630).
This was the only category in which students perceived the
performance of their own university as being above that of an

videal” university. It could therefore be argued that location
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is a factor which influences the perception of service quality
in education. However, a limitation of this can be seen in that
37.8% of the respondents ranked location sixth out of seven in
importance. Females allocate more importance to this category
than their male counterparts (See Table 6.6). A small proportion
(9.9%) of females considered location as the fourth best aspect
of their university while males(9.9%) considered it the fifth
best aspect. 5.7% of females consider this factor as the seventh
(out of eight) worst aspect of their university, while 10% of
the male respondents consider this category as the fifth worst
aspect of their university. However, when the respondents were
asked to mention an aspect of their university they would like
changed, none of them mentioned location ( See Tables 6.12 -
‘6.14). This might be due to the fact that the concept of
"location" is unclear to the respondents. The t-tests and the
ANOVAS show no statistically significant differences in the
samples responses for this category (See Tables 6.7 - 6.9 and
Tables 6.10 - 6.11).

However, the only positive gap score in this study was for this
dimension from the female sample, but this dimension is ranked

sixth out of seven in importance.

On balance, the results of this research demonstrates that
location 1is a determinant of service quality in education.
However, its degree of influence in the students evaluation of

service quality is limited as is illustrated by being considered
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one of the least important (ranked sixth out of seven)

determinants of service quality in education.
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Table 6.7 COMPARISON OF MEAN RESPONSES ACROSS ITEMS

ITEM MALE FEMALE P-VALUE
For High Quality N=355 N=261
University

Physical Aspects

Accommodation Facilities 3.62 3.78 .000
Academic facilities 4.68 4.78 .000
Campus layout and

appearance 3.99 4.03 N.S

Sports and recreational

facilities 3.99 4.02 N.S
Summary Variable 16.30 16.61 N.S

Cost/Time

Length of degree 3.86 3.97 N.S.
Cost of accommodation 3.62 3.93 .000
Cost of education 3.60 3.78 N.S.
Summary Variable 11.10 11.67 N.S

Academic Reputation

Reputable degree 4.67 4.68 N.S.
Excellent instructors 4.71 4.73 N.S.
Summary Variable 9.39 9.41 N.S

Programme Issues

Specialist programmes 4.19 4.28 N.S

Flexible degree 4 .25 4.23 N.S

Practical component 4.07 4.15 N.S

Options available 4.38 4.38 N.S

Flexibility to move

within school of study 4.15 4.14 N.S.
Flexible entry requirements 3.18 3.01 N.S.
Summary variable 24.25 24 .22 N.S

Career Opportunities

Employable graduates 4.09 4.20 N.S

Information on career

opportunities 4.38 4.50 .010
Summary variable 8.48 8.71 .016
Location

Ideal Location 3.55 3.62 N.S.
Other

Word of mouth 3.24 3.27 N.S.
Family and Peers 3.24 3.26 N.S

Summary variable 6.48 6.54 N.S

*N.S.= Not Significant
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Table 6.8 COMPARISON OF MEAN RESPONSES ACROSS ITEMS

ITEM MALE FEMALE P-VALUE
For respondent's own N=355 N=261
university

Career Opportunities

Employable graduates 3.39 3.57 .015
Information on career

opportunities 3.60 3.72 .000
Summary variable 6.99 7.30 N.S

Cost/Time

Length of degree 3.91 4.11 N.S

Cost of accommodation 2.67 2.70 N.S

Cost of education 2.90 2.87 N.S

Summary variable 9.47 9.69 N.S

Physical Aspects

Accommodation facilities 2.95 2.99 N.S

Academic facilities 3.64 3.69 N.S

Campus layout and

appearance 3.70 3.80 N.S

Sports and recreational

facilities 3.64 3.55 N.S

Summary Variable 13.93 14.04 N.S

Programme Issues

Options available 3.85 3.81 N.S.
Specialist programmes 3.54 3.54 N.S.
Flexible degree 3.55 3.36 N.S.
Practical component 3.13 3.24 N.S.
Flexibility to move within

school of study 3.40 3.33 .049
Flexible entry requirements 3.36 3.23 N.S.
Summary variable 20.85 20.52 N.S

Location

Ideal Location 3.46 3.84 N.S.
Academic Reputation

Reputable degree 3.79 3.82 N.S

Excellent instructors 3.37 3.34 N.S.
Summary Variable 7.17 7.16 N.S.
Other

Family and peers 2.83 3.05 N.S.
Word of mouth 2.92 3.05 N.S.
Summary of Variable 5.75 6.11 N.S

*N.S.= Not Significant
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Table 6.9 COMPARISON OF MEAN

ITEM
Gap Scores

Career Opportunities

Graduates easily employable

Information on career
opportunities
Summary variable

Cost/Time
Length of degree

Cost of accommodation
Cost of education
Summary of wvariable

Physical Aspects
Accommodation facilities

Academic facilities
Campus Layout and
appearance

Sports and recreational
facilities

Summary variable

Programme Issues
Options available

Specialist programmes
Flexible degree
Practical component

Flexibility to move within

school of study

Flexible entry requirements

Summary variable

Location

Ideal Location
Academic Reputation
Reputable degree
Excellent instructors
Summary Variable
Other

Family and peers
Word of mouth
Summary variable

* N.S. = Not Significant

RESPONSES ACROSS ITEMS
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MALE FEMALE P-VALUE
N=355 N=261

-.6834 -.6316 N.S.
-.7738 -.7702 .041
-1.4572 -1.4024 .014
.0500 .1417 .014
-.9588 1.2249 N.S.
-.7018 =.9315 N.S.
-1.6212 -2.0041 N.S
-.6683 -.7831 N.S
-1.0382 -.0968 N.S
-.2815 -.2369 N.S.
-2.363 -2.5673 N.S
-.5310 -.5806 N.S.
-.6500 ~-.7470 N.S.
-.7080 -.8876 N.S.
-.9412 -.9061 .040
-.7441 -.8293 .020
—-1821 ~2249 N.S.
-3.3772 -3.7333 N.S
-.0855 .2240 N.S.
-.8757 -.8675 N.S.
-1.3323 =1.3927 N.S.
-2.2119 -2.2561 N.S.
-.4059 -.2120 N.S.
-.3107 =.2240 N.S
-.7308 -.4360 N.S



TABLE 6.10

Physical Aspects

EXCELLENT ACCOMMODATION FACILITIES

Value label
Acct & Fin
Management

Marketing

Economics
Info Systems

Other
Summary
Sig.

EXCELLENT ACADEMIC FACILITIES

Value label

Acct &Fin

Management

Marketing

Economics
Info Systems

Other
Summary
Sig.

APPEALING LAYOUT

Value label
Acct & Fin
Mangement

Marketing

Economics
Info Systems

Other
Summary
Sig

Importance
Means

3.6

3.9

3.7

3.5

34

39

3.6

NS

Means
4.6
4.8
4.7
4.6
4.8
4.8
4.7
NS

Means
39
4.2
4.1
39
3.8
4.0
4.0
NS

Performance

3.0
29
29
29
2.7
23
29
NS

Means
3.6
3.3
3.8
3.7
3.8
3.8
3.6
.0317

Means
3.7

3.1
3.9
3.7
3.5
3.0
3.7
.0001

ANOVA RESULTS BY MAJOR AREA OF STUDY

Gap Scores

-.64
-1.03
=75
-.58
-.70
-1.57
=71
NS

Means
-1.03
-1.57
-95
-98
-1.00
-1.06
-1.05
.0049

Means
-.17
-1.05
-.12
-.17
-.30
-.93
-26
.0001



EXCELLENT SPORTS & RECREATIONAL FACILITIES

Value label Means Means Means
Acct & Fin 4.0 3.6 -.36
Management 4.0 3.0 -1.00
Marketing 4.0 3.6 <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>