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ABSTRACT

The increase in the numbers of both public and gbeivhigher learning institutions (HLI) in Malaysiaa$
resulted in the industry becoming relatively veompetitive. The situation calls for HLIs to foaus establishing a
strong corporate image and providing student satisbn to secure their loyalty. Delivering qualiggrvices would
lead to student satisfaction and loyalty. This gtteports on a research finding that undertakesxamine the effect of
service quality and corporate image on studentsis&action and loyalty among outgoing Business BMahagement
undergraduates of a public HLI in Malaysia. StrueuEquation Modelling (SEM) was used to test thepmsed
hypothesised model in the study. The findings@ftthdy illustrate, that although service qualistdirect influence
on students’ satisfaction, it has no significarieef on student loyalty. However, students’ satisfa has a significant
influence on student loyalty. The study also sugglat corporate image has direct influence omlshus’ satisfactions
and loyalty. Hence, securing students’ satisfactiorough delivering high-quality services and istireg in building
strong and positive corporate image are importattdrs in gaining students loyalty.

INTRODUCTION

A tremendous growth has been observed in the Mialaysgher learning industry, especially after gassing of
the Private Higher Education and Institution AcO&YPHEIA 1996, Act 555). The growth in the numloérboth
public and private higher learning institutions (HLis reflected by the increase in the numberdngfitutions
established from year 1996 to 2008. It is repofidahistry of Higher Education, Malaysia, 2006) that 1996, there
were 9 public universities and no private univgrsiiowever, in 2008 the number of public universitgreased to 20
(http://www.mohe.gov.my/webkpt_v2/maklumat.info_keenarai.php?m=3&navcode=NAV004&subcode=SUB001&lI
ang=ENG) and private universities and collegeseiased to 53 (http://www.phed.gov.my/Services/IPTigediory.asp
x?m=Semua&c=Semua). It can be seen that thererésnarkable growth in the number of private higlearning
institutions (universities and colleges) within fheriod compared to public higher learning inskitas. The entrance of
new “players” into the industry created competitsruations as contended by Michael Porter (Whealah Hunger,
2008). The competitive situation within the indysis fueled by the existence of foreign universitia the country,
through either the setting up of branch campusédbeopffering of franchising programmes to local/ate universities
and colleges. Thus, Malaysian students could eagnegs from foreign universities without going att@nd it costs
less compared to studying abroad.

In one aspect, the growth provides more opporemifior potential candidates to continue their stsidit higher
levels. In addition, students have more choicem#de in terms of which higher learning institutitmpursue their
studies, creating a situation where they have mbaggaining power” compared to their counterpdrédore the
passing of PHEIA in 1996. According to Porter Cofitpee Forces (Wheelen and Hunger, 2008), buyeasghining
power is one of the forces that makes the industigome competitive where they can bargain for higjuality and
more services. Acknowledging the competitive sitbratwithin the industry, HLIS embarked on designistgategic
promotional efforts, for example advertising thetademic programmes through several printed amdreféc media
and participating in education exhibitions or fairganised both locally and internationally. Rebemtublic HLIs were
given a new assignment to increase the number sifjpadluate student enroliment. This is in line wité government
9" Malaysian plan’s mission to create and strengtimeman capital resources. This new task creatdsbenge to
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public HLIs in term of attracting potential candies to do postgraduate studies generally due ®rakereasons. Firstly,
those students who had financed their undergraditiaties using study loans would prefer to immedygjpin the job
market in order to make adequate earnings to pal theeir study loans. In addition, continuing theiudies would
mean extra financial burden to them on top of tkistimg study loans which they are committed totlsetipon
graduating. Secondly, it is not a pressing issustoe first degree graduates to continue theiiestud a higher degree
since not all positions in the job market requiostgraduate degrees qualifications. Thus, someugtad may not think
that acquiring postgraduate degrees is essenti@dly, not all outgoing undergraduates are acadaltyi qualified to
continue studies into postgraduate programmes. é¢Jdghe task of increasing postgraduates studentsilment needs
to be addressed strategically in order to ensurg-term successful performance of the institutions.

In a competitive market, perhaps looking at thatrehships amongst corporate image, service qualident’s
satisfaction and loyalty would provide some uséfigights to the management of higher learning tunsins in terms
of meeting the new assignment to increase postgtadstudents’ enrollment. There is a strong ratatigp between
customer satisfaction and loyalty and much had tszéth about the advantages of securing customisfasdton and
loyalty. For example, it is discovered that incexhsustomer satisfaction can be linked to custdoyalty and profit
(Heskett, et al., 1997). Efforts to attract exigtor loyal customers are cheaper than attractimgaustomers (Zeithaml,
Bitner and Gremler, 2008). In addition, they camdrmee an important source of reference and disseenjmasitive
words of mouth about the institutions. The practi€@scertaining factors that influenced customedssfaction and
loyalty is observed to be widely accepted by mastape services business organisations which ugsuglerate in a
highly competitive market. Nevertheless, such [castreceived less attention from most public fustns, including
public HLIs in Malaysia. Since the higher educatiodustry is becoming more competitive, it is impat to ascertain
the driving factors which influence customer (stujiesatisfaction and loyalty in the effort to enjthe benefits of
securing customer satisfaction and loyalty enjayedtly by the counterparts in the private industry.

In addition, it is also noted by Fatt et al. (20€@t in a competitive environment many companfesikl engage
in projecting a strong and positive reputation agsbrtheir different stakeholders such as the pulgiaployees,
students and government. Positive corporate imagebe achieved, for example, through participatingarious
activities organised nationally and internationallych as participating in research exhibitions emchpetitions, and
organising corporate philanthropic activities thatlude sponsoring charitable events and conductioigmunity
projects. According to Carlos Flavia'n, Miguel Galiflu and Eduardo Torres, (2005) image can infleesansumer’s
(student) behaviour. Thus, it is also interestingkhow how students’ perception of an institutioisage could
influence their satisfaction and loyalty. Therefotiais study was conducted to ascertain the rolseo¥ice quality,
corporate image, and customer satisfaction in émfting the outgoing undergraduate students’ irdastto continue
their postgraduate study at the same universitygréwide a positive word of mouth and recommendtito their
friends, families and other potential studentsadidition, the study examines the effect of custosatisfaction as a
moderating variable that mediates the relationshifgeng service quality and corporate image witte tcustomer
loyalty.

BACKGROUND

Service Quality and Customer Satisfaction

Like any other organizations in competitive indiestr HLIs have to distinguish themselves from cotitgrs.
Since services are intangible, it becomes morelaigihg for service providers to distinguish thelwss from
competitors compared to those involved in produdiaggible products. However, one of the ways tdirdisiish
themselves from competitor is through service dquakeithaml et al. (2008) state that most compauiedicated to
providing quality service are proven to be sucadssfross industries. Shank et al. (1995) suggestitigher education
possesses all the characteristics of service indugtich are intangible, heterogeneous, inseparfibla the person
delivering it, variable, perishable, and the custoifstudent) participates in the process of pradnodf the service.
Therefore, like any other institution in the seevimdustry, colleges and universities should uradertinitiatives to
understand the role and importance of service tyuaifi customer satisfaction.
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HLIs provide educational programmes to students ate subjected to an evaluation system conceriiaq t
academic achievements throughout their studiesleé/diending academic programmes at any partiddildy students
are exposed to several types of core and supplanyeservices provided by the institution and theytmuously
evaluated these different aspects of servicestguhalioughout their studying period at the instidnt Alongside with
providing academic services, HLIs provide non-acaidesupporting services facilitating the studerésirning and
evaluation process. Usually, students do not ppdie in evaluating the academic programmes offdrgdthe
institution. Academic programmes are evaluated Hey Malaysian Qualifications Agency (MQA), a statytdody
established to accredit post-secondary or highacattbn academic programmes provided by educatimséitutions
and facilitate the recognition and articulation gfalifications [http://en.wikipedia.org/wiki/Minisg_of Higher
Education_(Malaysia)]. However, students may ewueluather related services accompanying the deliadrghe
academic programmes during their studying periam. &xample, they assess the delivery performancacaflemic
staff and non-academic staff, the quality of acadefacilities and the environments within the uniigy which
previously was neglected in higher education gualgésessment as pointed out by Darlene and Bur@fil)iwho
claimed that assessments of most higher educatiaiity] had not been based on assessment relattt teervice
provided.

It is important to exercise an evaluation of thaldy of the different aspects of services providedHLls,
especially when the customer is “captured” for agkr period of time compared to customers in ot@wice
industries. In other service industries such aibgn dry cleaning or repair services the serviedvery process is
short and customers can switch service provideareilf were not satisfied with the service qualégdered in their next
transaction. Switching costs are high for studémtshange universities once they are enrolledparéicular university.
Once students are enrolled in an undergraduategroge of a HLI, they would be “locked-up” in a l@rgservice
delivery process, usually 3 to 4 years. Even thostgdents may have the freedom to switch univertiiy switching
costs are high once they are registered as studemtparticular university. Among the switchingsts incurred by
students include both financial and non financtats as indicated below:

1. Search costs. It is the cost incurred by thdesits during the process of searching alternatimggersities. The costs
include the effort of initiating contacts with seakprospective universities of interest.

2. Financial costs. The student can incur somenéiigh costs during the process of applying for & mmiversity and
quitting from the existing university. Once accept® the new university the candidate has to pafoty
accommodation and other related fees to the newetsity. Also, the candidate may not get the refénodn the
existing university for the sum of money paid foe similar fees mentioned in the above.

3. Time costs. The process of applying for a platé¢he other university of their choice involvemdi costs. The
student stands to loose at least one semesteuafiisy time in the process of making arrangememtshiange to
another university.

4. Psychological costs. The student may apply foredlit transfer for subjects taken at the previoniversity when
they get accepted to study at the new universibweter, the process does not guarantee that thglication will
be successful since not all subjects taken at téeiqus university are transferable to the new ersity. The fear of
being rejected constitutes psychological coststtiastudents have to endure.

The labourious process which usually involves hagtitching costs normally discourages students dngng
service provider and completed their undergradpedgrams. They make decisions either to continuegdtheir post
graduate studies at the same university or lookimgother alternative competing universities onfiea completing
their study at the existing university. The berseff attaining customer satisfaction in other senindustries have
been discussed by many authors such as LovelockJ26itzsimons and Fitzsimons (2001), and Browd &ulycz
(2002. For example, Fitzsimons and Fitzsimons (2Q@dinted out that satisfied customers would tumto iloyal
customers. Supporting Fitzsimons and Fitzsimonsgelark (2001) discussed the economic benefits ydlloustomers,
which include increased usage over time; reducediating costs, profit from referrals and receivingremium price.
In addition, Brown and Gulycz (2002) stated thastomer satisfaction is a competitive weapon bec#ashtional
bases for differentiation, such as product featupgse, and distribution are insufficient. Howeverccording to
Zeithaml et al. (2008), practitioners tend to use term service quality and customer satisfactiarchangeably and
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suggest that service quality is a component ofocnst satisfaction that focuses to measure speltyfite dimensions
of service that comprises of 5 dimensions nameliabiity, responsiveness, assurance, empathy anditility.
Customer satisfaction is influenced by other fexteuch as product factors, price, personal ana@tginal factors.
Hence, customer satisfaction is defined as (Zeitkdnal. 2008, p. 104):

“Satisfaction is the customer’s evaluation of aduet or service in terms of whether the producsenvice has
met the customer’s needs and expectations.”

Students Loyalty the Outcome of Student Satisfactio

It is argued by Hesket et al. (1997) that thera ik among customer satisfaction, loyalty andfipréincreased
customer satisfaction leads to increase in custdoyalty and has a positive outcome on profit. Adbcustomer is
defined as a customer who would continue to puehpgmds or service from the same company wheneasilge,
and who continues to maintain positive attitudesat@ls goods and services from the company (Zaineidal., 2004).
Anderson et al. (1994) and Anderson and Mittal 0@und that customer loyalty stems from theiufetintentions
toward an organisation, whereby these future irdastare defined as the outcome of satisfactiorcge®. They
grouped the future intentions into two categoriamely, economic behaviours and social behaviours. Study done
by Anderson et al. (1994) found that the intentiiseeminated through word-of-mouth of the existingtomers will
be used as input for expectations by future custemé&or the purpose of this study, social behasibintention is
defined as the students’ intention to recommenduthigersity to their fellow students as well asfrids and family.
Customer loyalty consists of both behavioral anétuaiinal dimensions Behavioral dimensions referctstomer’s
behavior of repeat purchases, indicating a preéerdor a brand or service over time (Bowen and Stader, 1998).
The attitudinal dimensions, on the other hand,rredethe customer’s intention to repurchase angrtvide positive
words of mouth and recommendation regarding thelymis or service to friends and families wheneassible to do
so (Getty and Thomson, 1994). In addition, Dick &adu (1994) propose two conditions in definingteor loyalty,
which represent the intersection of relative adé#@and repeat patronage. First, customers who iekiwyialty behaviour
engage in repeat purchase whenever appropriat@n&ecustomers who are loyal in attitude are likedymake
recommendations to someone else and sometimeddkalrattitude will lead to loyal behavior in tlierm of repeat
purchases. In other words, the customers who pdssésdimensions tend to form a long-term relatigmsvith the
company.

As regards customer loyalty in relation to highdueation environment, the study defines behavidosallty as
the students’ willingness to remain at the uniugréd complete their existing undergraduate prograand their
intention to continue the graduate programs as#me university again in the future. Meanwhile, dttéudinal loyalty
is defined as the student’s willingness to provesitive words of mouth and recommendation conogrriheir
university to their families, friends, employerdasrganizations whenever there are opportunities.

Corporate Image

Numerous definitions of corporate image are foumdhie psychology and marketing literature. For exam
corporate image has been defined as the overalleBspn made on the minds of the public about garasation
(Barich and Kotler, 1991). It is related to theiwas physical and behavioural attributes of theaaigation. Examples
include tradition, ideology, company name, repotatiprice levels, variety of service, ideology, @ahd impression of
quality communicated by persons experiencing theice from the organisation. Other aspects, sucltcaporate
identity, level and quality of advertising, andidety systems also contribute to corporate imagenzer and Golden
(1988) define corporate image as the “overall irapien” of a firm left on the minds of customerseagxperiencing its
product or service. In other words, corporate imagjkects the firm’s superiority, trustworthinessrength, reliability,
and efficiency of its delivery system in the eydst® customers. Bloemer et al. (1998) define caspmimage as the
customers’ overall impression concerning the comgzased on their multiple encounter experienceh itst product
or service, and the multiple messages received tath@eucompany from the media communication. Ryr3971)
defines corporate image as a general impressigheofustomers about an organisation generated ifeosuccessful
inventions, achievements, and social contributidfaedrich (1993) defines corporate image as “a hpslpgical
personality profile” constructed by an individugigarding the organization. In line with Haedricl®43), Treadwell
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and Harrison (1994) define corporate image as dividual’s current “idiosyncratic representationf @ particular
organisation including related attitudes, beliegfad impressions about the organization and its \behaThus, the
favourable corporate image of a firm may be helpfihe competitive market since it might differieité the firm from
its competitors.

Kennedy (1977) divides corporate image into twongpal components namely functional and emotional
component. The functional component is relatechtotangible characteristics of the organisatiorhsag buildings,
infrastructure facilities, location, and the peoflee emotional component is associated with pdgcfical dimensions
that are manifested by feelings and attitudes tdsvaan organisation. These feelings are derived fiwdfividual
experiences with an organisation and from the msing of information on attributes that constitditectional
indicators of corporate image. The service marketinru, Gronroos (1984) argues that corporate inmagef the
utmost importance especially, to service firms, &md great extent is determined by customers’sassent of the
service they receive.

Furthermore, Gronroos (2001) states:

“A favourable and well-known corporate image wolld an asset of a firm in the service industry. Tikis
because image has an impact on customer percemtiche communication and the operation of the $irim many
aspects. If a service provider has a positive imaghae minds of customers, minor mistakes willfbegiven and will
not affect their perceived quality towards the firks time progresses, more and more business @agams offering
similar products and services emerge, thus creatingpetition for customers among themselves”

The objective of the Study and Hypotheses Formulain.

Generally, the purpose of the study is to idertfiy influence of service quality and corporate isnag loyalty,
while examining the mediating effect of student&isfaction on these relationships. The specifiedives of the
study are as follows:

1. To ascertain the effect of service quality ardent loyalty.

2. To identify the mediating effect of student stction on the relationship between service qualitd student loyalty.

3. To test the effect of corporate image on stuttaratlty.

4. To determine the mediating effect of studenistattion on the relationship between corporategienand student
loyalty.

Service
Quality

Students’
Satisfaction

Students’
Loyalty

Corporate
Image

Figure 1. The Proposed Hypothetical Model of Servie Quality,
Corporate Image, Student Satisfaction and Loyalty.
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Figure 1 illustrates the proposed hypothetical mhodiehe study. Therefore, the study was conduttetbst the
following hypotheses:
H1: Service Quality has positive significant infle on Students’ Datisfaction
H2: Students’ Satisfaction significantly mediaties telationship between Service Quality and Stigldmtyalty.
H3: Corporate Image has positive significant infloe Students’ Loyalty
H4: Students’ Satisfaction significantly mediaties telationship between Corporate Image and Stadeoyalty.

METHODS

Population and Sample

The target population for this study is the undadgiate students in the Faculty of Business and ltanent at
Universiti Teknologi MARA (UiTM). UiTM has branches all states in the country. Since the branch pases are
widely scattered in term of geographical locatithe study applied the stratified sampling methoengby peninsular
Malaysia is divided into five geographical areaamely eastern region, northern region, southeriomegvestern
region, and east Malaysia. The regions are dividesuch a way in order to ensure homogeneity anmeargpuses
within one region, hence reducing the samplingrenithin that particular region. Since each regpmssesses almost
homogeneous characteristics in tern of locationjrenment, facilities, and climate condition, thieidy could select
one or more than one branch campus to represerggpective region.

The Service Quality Instruments

The study adopted and customised the service yutdins developed by Owlia and Aspinwall (1996).their
study, Owlia and Aspinwall (1996) developed thexfeavork for service quality which consists of 34nitegrouped
into 14 dimensions, namely reliability, responsiees, understanding customers, access, competeouggesy,
communication, credibility, security, tangibles,rfoemance, completeness, flexibility, and redradswever, after
testing further through several empirical analylesy found these 14 dimensions have overlappeel stidy develops
a statement for every service quality item concwgithe service at the university. The service gquadimeasured based
on the respondent’s perception for every item gueastionnaire.

The Corporate Image Instruments

The study adopted and customised the corporateeiritaigis from Theus (1993) and Kazoleas et al. (ROl1e
two authors developed the items based on theilystaduniversity education. The items developed bgus (1993)
consist of admission standard, quality of facujtegenditure per student, size of endowment,dimperating budget,
volume in the library, computing facilities, buitdj structures, leaderships of a university, attdbwf the faculty,
global perception of university programmes, pericgpdf a specific programme (science, liberal fang arts, business
school etc), and the perception regarding the figre’sof a university. The study adopts 16 corperahage items
developed by Theus (1993) and Kazoleas et al. (2@®ich are relevant with the high educationalisgttin the
country and customises them accordingly. The stielyelops a statement for every corporate image wérthe
university. The score on corporate image is measli@sed on the respondent’s perception for evem iin a
guestionnaire.

The Customer Satisfaction and Loyalty Instruments

The study adopts the concept of customer satisfagiroposed by Gronroos (1984). The customer aatish
items are customises to suit high educationalmggetti the country. The study develops a statenmn¢very customer
satisfaction item based on satisfaction with thecpss and satisfaction with the outcome. This stigbjdes to adopt
and customise the items developed by Bloemer €1889) to suit a higher educational setting. Ttuel\s develops a
statement for every customer loyalty items. Therescon customer loyalty is measured based on thenexif
respondent’s agreement or disagreement for eveny ib a questionnaire. For all instruments, thepaadent could
provide the score from 1 (strongly disagree) tqstfbngly agree) with the statements provided énghestionnaire.
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Sample Size Determination

Hair et al. (1995) stated that, for any researet thquires doing the factor analysis proceduréetermine the
dimensionality for the items employed, the samjde sbtained should be at least five times as nanhe items to be
analysed. However, the authors suggest that igishhacceptable and most preferred if the study @atain a sample
based on a ten-to-one ratio. In other words, if shely could obtain a number of sample ten timesrtamber of
measuring items in the questionnaire. This study#&items which consisted of 34 service qualgyns, 16 corporate
image items, 14 customer satisfaction items, aods@omer loyalty items. Hence, it is highly prefdeaand adequate if
the study could obtain 10 x 73 = 730 samples dedstay Hair et al. (1995). In order to play safedio unanswered or
unreturned questionnaires, the study decided toltlite questionnaires to 250 undergraduate stsdargach region.
Thus, the total number of questionnaires distridutefive regions was 1250. The number of questines returned
was 872, and this figure exceeds the required sasipé of 730 as stated by Hair et al. (1995). dgeitds appropriate
for the study to proceed with the factor analyscpdure to determine the dimensions for each naotst

FINDINGS

Initially, the Principal Component Factor Analygisocedure was applied to the data set to detertfine
underlying factors under the respective construth® study renames the respective dimensions atedndiees their
reliability by computing the Cronbach’s Alpha. Themension is highly reliable judging from the Crawch’s values
ranging from 0.688 to 0.96. Table 1 to Table 4siltates the reliability value for each dimensiantetestingly, the
findings indicate that all reliability measures egd 0.6 as recommended by Nunally (1978).

Table 1: Reliability Statistics for Service Qualityltems

Dimension Number of items Cronbach’s
in a component Alpha
Human Element 14 0.960
Academic Facilities 14 0.957
Infrastructure Facilities 5 0.870

Table 2: Reliability Statistics for Corporate Imageltems

Dimension Number of items Cronbach’s
in a component Alpha
Academic Image 7 0.909
University Image 5 0.855
Recognitions 3 0.685

Table 3: Reliability Statistics for Customer Satisfction Items

Dimension Number of items Cronbach’s
in a component Alpha
Process 9 0.933
Outcome 5 0.880

Table 4: Reliability Statistics for Customer Loyally Items

Dimension Number of items Cronbach’s
in a component Alpha
Retention 4 0.874
Recommendation 5 0.918

Estimating the Goodness of Model Fit

The schematic diagram of the proposed model inrEiduis converted into the Structural Equation Mg
procedure as illustrated in Figure 2. In Figurevg,can see the dimensions for each construct,@aie&d in table 2 to
table 5, is included in the model. The estimatparfimeters is presented in Figure 3.
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Figure 3: The Structural Model Showing the Estimateof Parameters Linking the Constructs

The study uses at a few universally-recognisedxesl@s a measure to assess the fitness of thesapaodel.
The indexes used are Goodness of Fit Index (GRljugted Goodness of Fit Index (AGFI), and ParsimGmpdness
of Fit Index (PGFI). Table 5 illustrates the fitsdadexes produced by AMOS 5.0 to indicate theefinof the model.
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Table 5: Model Fit Summary produced by AMOS

Model GFI AGFI PGFI
Default model 0.960 0.923 0.506
Saturated model 1.000
Independence model 0.322 0.171 0.263

Referring to Table 6 above, the Goodness of Fiexn(GFI) is 0.96. This figure exceeds 0.90 as meguby
Joreskog and Sorbom (1984). According to JoreskmSorbom (1984) the GFI value of 0.90 or highéidates the
model is a perfect fit to the data. Another indiwe Adjusted Goodness of Fit Index (AGFI) is 0.928e figure also
exceeds the requirement by Tanaka & Huba (1985)ala & Huba (1985) state that the AGFI value ab0\a89
indicates the model is a perfect fit to the dataaly, the study looked at the Parsimony Goodmdgst Index (PGFI).
The PGFI for the model is 0.506. Mulaik et al. (2P8tate that the PGFI value exceeds 0.5 woulctatdithe model
employed is a perfect fit to the data in the stutlye path analysis among all constructs in the misdédustrated in
table 6.

Table 6: Path analysis for all constructs in the madel

: . Beta Standard | Critical |P-
Variables Path Variables Estimate Error Region \F/)alue
Students’ satisfaction — Corporate image 0.508 0.145 3.506 ***
Students’ satisfaction — Service Quality 0.442 0.057 7.719 **
Students’ loyalty — Corporate image 0.421 0.142 2.9600.003
Students’ loyalty — Service quality 0.051 0.058 .884| 0.377
Students’ loyalty — Students’ satisfaction 0.673 0.053 12.597***

The findings of the study fail to accept the fingpothesis proposed in the study which statesstiatice quality
has a significant effect on students’ loyalty (puea> 0.05). However, the findings of the study man the second
hypothesis of the study that states students’faatisn significantly mediates the relationshipvibet¢n service quality
and students’ loyalty. The findings suggest thatise quality has an indirect relationship on studéloyalty through
students’ satisfaction for the services renderethbyuniversity.

CONCLUSIONS AND IMPLICATIONS

The study was conducted to examine the relatiossfuipongst the components of post-experience eiaiuat
public higher education, namely satisfaction, senguality and loyalty. In addition, the study exaes the influence
of corporate image on student post-purchase expmrithrough student satisfaction and loyalty. Tihdifigs of the
study support the literature that service quabtyhie antecedent to student satisfaction and theeciences of student
satisfaction is student loyalty. The study alsoauees that corporate image has an impact on custopast-purchase
experiences. This suggests that public HLIs shootdoverlook to build a favourable corporate imagee it has an
impact on customer perceptions of the firms in masyects, such as functional and emotional aspects.

The finding indicates an important implication teetuniversity in term of managing students’ expimbs.
Students’ loyalty is established when they aresBad with services rendered by the institutiomsothers words, the
delivered services meet their expectations. Thesefib is important to avoid making promises ofideling service
quality which the institutions probably fail to dedr because this may jeopardise students’ loy&gcondly, the
management of a university should undertake to topttie quality of services implemented by the ensity meeting
students’ expectations from time to time. Thera igkelihood that students’ expectations may chasgéng the long
period of time they are getting services from Hllience serious attentions need to be given in megsstudents’
expectations and perceptions of the delivered serguality and addresses made to the shortfalthanreliability,
assurance, tangibility, empathy and responsivesgscts of service quality.
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In addition, the findings of the study support thigd hypothesis of the study that proposes cotgaraage has
positive significant influence on students’ loyalfy-value < 0.05). Moreover, hypothesis four of #tady is also
supported which suggest students’ satisfactionifiigntly mediates the relationship between corporianage and
students’ loyalty. The findings provide an impottanplication to the management which suggests itigntaining a
favorable corporate image of the university woudddle to gain its outgoing undergraduates loyatty becoming the
paying customers of the postgraduate centre al$bheasame university. At the same time, the coreoimage of a
university has a significant influence on studestisfaction being the paying customers of theensity. Again the
university could benefit from the behaviour of $atisfied customers. Therefore, it is recommendekLtls to spend
time, resources and effort to build a strong imafehe service operations through advertising atigeroeffective
promotional campaigns to create a strong and faaerimage to its stakeholders which include sttslebhus, the
favourable corporate image of a HLI may be helpfuthe competitive market since it might differexté it from its
competitors.

REFERENCES

Anderson, E.W., Fornell, C., and Lehman, D. (19%)stomer Satisfaction, Market Share, and ProfitpbFindings from SwedenJournal of
Marketing 58: 53-66.

Anderson, E.W. and Mittal, V., (2000). Strengthenihe Satisfaction_Profit Chain, Journal of SenRasearch 3, November, pp 107-120.

Barich, H., and Kotler, P. 1991. A framework fornketing image managemeigloan Management Revig&: 940-104.

Bloemer, J., De Ruyter, K. and Peters, P. (1998)dtigating drivers of bank loyalty: the complekationship between image, service quality and
satisfactionInternationalJournal of Bank Marketind6: 276-286.

Bloemer, J., De Ruyter, K., and Wetzels, M. (192®)king perceived service quality and service loyea multidimensional perspectivEuropean
Journal of Marketing33: 1082-1106.

Bowen, J. and Shoemaker, S. (1998). Loyalty: Atagia commitmentCornell H.R.A. Quarterly: 12-25.

Brown, S.A. and Gulycz, M. (2002performance Driven Customer Relationship Managen&fiiey, Canada.

Carlos Flavia'n and Miguel Guinali’u and Eduarder@® (2005), The influence of corporate image amsamer trust - A comparative analysis in
traditional versus internet banking, Internet Reseavol. 15 No. 4, 2005 pp. 447-470.

Croshby, A.L., Evans, R.K. and Cowles, D. (1990)laRenship quality in service selling: An interpenal influence perspective. Journal of
Marketing 54 (7): 68-81.

Darlene, L.M. and Bunda, M.A. (1991). The Measurenué Service Quality in Higher Education. Papersented at'3International Conference on
Assessing Quality in Higher Education, Bath, Endlan

Dick, A. and Basu, K. (1994). Customer loyalty: tod an integrated conceptual framewdidurnal of Marketing Scienc2: 99-113.

Fatt, J.P.T., Wei, M., Yuen, S and Suan, W. (20B@hancing Corporate Image in Organisatiddanagement Research New®lume 23 Number
5/6, pp. 28-54.

Fitzsimmons, J.A., and Fitzsimmons, M.J., (200%ervice Management: Operations, Strategy, and rirdion Technology, McGraw-Hill
International edition, Boston.

Getty, J.M. and Thompson, K.N. 1994. The relatigmsletween quality, satisfaction, and recommendielavior in lodging decisiondournal of
Hospitality and Leisure Marketing: 2-22.

Gronroos, C. (1984 5ervice Quality: The Six Criteria of Good Serviagaf)ty. St John’s University Press: New York.

Gronroos, C. (2001). The perceived service quabiycept — a mistaké®anaging Service Quality1: 150-152.

Haedrich, G. (1993). Image and Strategic CorpaateMarketing Planninglournal of Public Relation Researbh83-93.

Hair, J.F. Jr, Anderson, R.E., Tatham, R.L., aratB] W.C. (1995)Multivariate Data Analysis, 2ed Englewood Cliffs: Prentice Hall.

Hesket, J.L., Sasser Jr. W.E., and Schlesinger(1987), The Service Profit Chain, Free Press, Newk.
http://en.wikipedia.org/wiki/Ministry _of Higher Edation_(Malaysia)assessed on August 1, 2008.
http://www.phed.gov.my/Services/IPTS_Directory.8apxSemua&c=Semuyassessed on August 1, 2008.
http://www.mohe.gov.my/webkpt v2/maklumat.info_kgenarai.php?m=3&navcode=NAV004&subcode=SUB001&I&NS, assessed on
August 1, 2008.

Joreskog, K.G. & Sérbom, D. (1984)SREL-VI user’s guid€3rd ed.). Mooresville, IN: Scientific Software.

The Journal of International Management Studiesu¥@ 4, Number 1, February, 2009 39



Kazoleas, D., Kim, Y. and Moffit, M.A. (2001). Inkttional image: a case study. Corporate Commuicieat an Intenational Journal 6, pp. 205-216.

Kennedy, S.H. (1977). Nurturing Corporate Imageropean Journal of Marketingyl: 120-164.

Lovelock, C.H. (2001). Classifying services to gstrategic marketing insightdournal of Marketing47: 9-20.

Mulaik, S.A., James, L.R., Van Alstine, J., BennBitt, Lind, S. & Stilwell, C.D. (1989). Evaluati@f goodness-of-fit indices for structural equation
models.Psychological Bulletil05: 430-445.

Nunnally, J.L. (1978)Psychometric Theory"@ed, New York: McGraw-Hill

Owlia, M.S., and Aspinwall, E.M. (1996). A framewdior the dimensions of quality in higher educatiQuality Assurance in Educatipd(2): 12-
20.

Rynes, S.L. (1991). Recruitment, job choice, andtihire consequences: A call for a new researcéctiim. In Handbook of Industrial and
Organizational Psychology™ ed., Dunnette, M.D. and Hough, L.M. (Eds), pp.-3@@, Consulting Psychologists Press: Palo Alto, CA

Shank, M.D., Walker, M., and Hayes, T., (1995) Ustind Professional Service Expectation: Do we kmdwat our students expect in a quality
educationdournal of Professional Service Marketig(1): 71-89.

Tanaka, J.S. & Huba, G.J. 1985. A fit index for @oance structure models under arbitrary GLS egtimaBritish Journal of Mathematical and
Statistical Psycholog$8: 197—-201.

Theus, K.T. (1993). Academic reputations: the psea#f formation and decayublic Relations Reviedd: 277-291.

Treadwell, D.F. and Harrison, T.M. (1994). Concafizing and assessing organizational image: madelge, commitment and communication,
Communication Monographs 61, pp. 63-85.

Wheelem, T.L. and Hunger, J.D. (2008)rategic Management and Business Polic{, Etlition N.J: Prentice-Hall

Zainudin, A. and Zaihan, O. (2004). The ImpactGafrporate Image on Perceived Quality in Healthdadestry. Proceeding of Conference of
Social Science Research (CSSR 2005). InstituteesE&ch Development and Commercialization UiTM,

Zeithaml, V.A., Bitner, N.J., and Gremler, D.D.@0B). Services Marketing: Integrating Customer Bo&aross the Firm,5edition, McGraw-Hill,
International Edition, New York, NY.

Zimmer, M.R., and Golden, L.L. (1988). Impressidneiailing stores: a content analysis of consumages.Journal of Retailing64(3): 265-293.

40 The Journal of International Management Studiesu¥@ 4, Number 1, February, 2009



