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Abstract

Purpose —The study aims to develop a deeper understandititgedeaching qualities of
effective lecturers that students desire and t@weicthe constructs that underlie these desire
expectations and reveal the underlying benefitsshalents look for.
Design/Methodology/Approach -A semi-standardized qualitative technique calleldi&ing
was applied that allows researchers to reach déeyeds of reality and to reveal the reasons
behind the reasons. The study was conducted amiagster education students at a large
German University of Education and laddering questaires were handed out to 53 students
enrolled in a business management course.

Findings —The exploratory study gave a valuable first insighd the desired qualities of
lecturers. In particular, the study results indecduat students want lecturers to be

knowledgeable, enthusiastic, approachable, anddiye Students predominately want to
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encounter valuable teaching experiences to betalpass tests and to be prepared for their
profession. This study also showed that studertsnainly concerned about vocational
aspects of their studies and are less interestdubinsubject.

Research limitations/implications —Due to the exploratory nature of the study andsttape
and size of its sample, the results outlined ar@ative in nature. As the study involved only a
single group of university students from one ursitgy the results cannot be generalized to
the student population as a whole.

Originality/value — The study was the first to successfully apply treans-end approach and
the laddering technique to the issue of servicdityua higher education. The study has,
hopefully opened up an area of research and melingylthat could provide considerable
further benefits for researchers interested intthpsc.

Keywords Service quality, Higher education, Means and ebhdddering
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The Desired Teaching Qualities of Lecturers in leigEducation — A Means End Analysis

Introduction

In January 2005, Germany’s highest court overtuméatieral law that had banned the
introduction of fees and thereby paved the wayEerman universities to start charging
student tuition fees for the first time. By 2009/P0German universities will also have
switched completely to the two- level system ofeigeducation (bachelor-master) to achieve
the objectives of the Bologna process. The ainhefsb-called Bologna process is the
establishment of a European higher education aré@aitmonising academic degree standards
and quality assurance standards throughout Eurp@010. 45 European countries

participate in the Bologna Process, which is naafest the Italian city of Bologna where the

Bologna declaration was signed by European mirssieeducation in 1999. All participating
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countries commit themselves to adopt a system mipemable academic grades, introduce a
system with two main cycles (undergraduate/graduatel to promote European co-
operation in quality assurance. Therefore, allestiislin Germany will be able to complete a
Bachelor degree at one university and begin a mastegree at a different university. As a
consequence German universities have to treat their studerige as customers in the future
and try to retain them as study results indicad title recruitment of students is several times
more expansive than their retention (Josepal, 2005). While service quality studies are
quite common in the UK, as universities are expktdgoroviding its students with well-
supported lecturers, excellent learning environseard appropriate support services,
German universities have not as yet paid sufficitention to the service quality concept
applied to the university setting.

The new environment, however, will forG&erman universities to compete for good
students and the profits they generate in the medarm. German universities will have to
monitor the quality of the educational serviceg/tb#er more closely to retain current and
attract new students. Moreover, due to the introdnof tuition fees and the new two level
system of educational qualification, students imr&any will probably become more
selective and demanding, which will make it pafacly important for universities to better
understand the expectations of both current anspecive students.

Student expectations are a valuable source offrdtion (Sandeet al, 2000; Hill, 1995).
Especially new undergraduate students may havéstieaxpectations, and if higher
education institutions know about their (new) stiideexpectations, they may be able to
respond to them to a more realistic level. At leastversities could inform students of what
is realistic to expect from lecturers (Hill, 199%he knowledge of student expectations may
also help lecturers to design their teaching pnognas (Sandegt al, 2000). Hill (1995)
found that student expectations in general, angarticular, in relation to academic aspects

of higher education services such as teachingtgutaching methods, and course content
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have been quite stable over time. Telford and Ma$2005) point out that the perceived
quality of the educational service depends on stislexpectations and values. The authors
cite several studies that indicate a positive impéexpectations and values on variables
such as student participation (Claycoettal, 2001), role clarity, and motivation to
participate in the service encounter (Lengnick-teakl, 2000; Rodie and Kleine, 2000).
Accordingly, Telford and Masson (2005) believe tih& important to understand
expectations and values of students in higher educa

This paper investigates the nature of serviceityual higher education, and in particular,
what qualities and behaviours students expect thenm lecturers. We begin by reviewing the
literature on service quality and the role of thetlirer. We then describe a study that uses the
means-end approach, and laddering technique tdapeaaleeper understanding of the
attributes of lecturers preferred by students. rfHsearch study uncovers constructs that
underlie students’ expectations, and the paperledas with a summary of findings and

suggestions for further research in this area.
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Higher education as service

According to Hennig-Thuraet al. (2001, p. 332), educational services “fall inte fteld of
services marketing”. The authors, however, alsatpmit that educational services differ
from other professional services in several waykidational services play a central role in
the students’ lives and students require huge ataaimnmotivation and intellectual skills to
attain their goals. Similar to a service encourttes,interaction between students and
lecturers in a classroom is a form of human behawiat is limited in scope, and that has
clear roles for the participating actors who puraymirpose (Czepiet al., 1986).

Moreover, educational services have several sepharacteristics. They are
predominately intangible, perishable, and heteregas. Each student has his/her own
experiences and unique demands and needs. Inaddite lecturer’s teaching efforts are
simultaneously “produced” and “consumed” with blatturer and student being part of the
teaching experience (Shaakal. 1995). Thus, it should be possible to apply figdifrom the

services literature to the context of higher edocat

Definition of service quality

Due to the unique characteristics of services, mham&angibility, heterogeneity,
inseparability, and perishability (Parasuraman,6)98ervice quality cannot be measured
objectively (Patterson and Johnson, 1993). In émeices literature, the focus is on perceived
quality, which results from the comparison of cuséo service expectations with their
perceptions of actual performance (Zeithatl, 1990, p. 23). Zeithandt al. (1993)
distinguish between four types of service expeuateti expected service; desired service;
adequate service; and predicted service. Accorinigis, customers have a desired level of
service which is the level of service customerseiapreceive. It comprises what customers
believe can be performed and what should be peddri@ustomers also have a minimum

level of service that they will accept as theyismathat desired levels cannot always be
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reached. This level is called adequate servicd.|lBatween these two service levels is a zone
of tolerance that customers are willing to accEptally, customers have a predicted level of
service, which is the level of service that theldwe the company will perform.

This paper examines how lecturers should behagevlirch qualities they should possess
(desire expectations) from a student’s point ofwik has been recognized that despite its
importance, the issue of customer expectationsllis :ieglected area and desire expectations
in particular have received little attention (Yehal, 2003; Pieterst al, 1998). Customers
can use such desire expectations as referencestiarfdr satisfaction judgments (Singh and
Widing, 1991). In addition, desire expectationsthight to be more stable and less
dependent on the particular service situation tither types of expectations (Zeithagtlal,
1993). Therefore we contend that examining thereattidesire expectations is an important
contribution to the area of satisfaction and serguaality, which are related but still distinct
concepts.

Service quality and customer satisfaction are &mmehtally different concepts. While
guality is a general attitude, satisfaction is é#dko particular transactions (Robinson, 1999;
Aldridge and Rowley, 1998; Rowley, 1997; Patteranod Johnson, 1993). There are,
however, conceptual issues in the services litezgatancerning the sequential order of the
two constructs. While authors such as Yastaal. (2004); Farrelkt al. (2001); Andreassen
(2000); Croniret al. (2000); Dabholkaet al. (2000) regard perceived quality as an
antecedent to satisfaction, other authors (e.geBitl990; Parasuramanal, 1988),
however, consider customer satisfaction as an edésdt to service quality. Farrell al.

(2001) give a good overview of this contentiousaaptual issue. Zeithaml and Bitner (2000),
who also assume that service quality and custoatesfaction are fundamentally different
concepts, regard satisfaction as the broader comgtpservice quality being a component of
satisfaction. They believe that customer satisbadis influenced not only by service quality

perceptions but also by product quality, pricespaal factors, and situational factors.
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In higher education literature, Browreal. (1998) and Guolla (1999) show that students’
perceived service quality is an antecedent to siuskgtisfaction. Thus, this paper follows the
majority of recent papers that regard service guaB an antecedent to customer satisfaction.
Positive perceptions of service quality can leasttment satisfaction and satisfied students
may then attract new students by engaging in pesitiord-of-mouth communication to
inform acquaintances and friends, and they maymdtuthe university to take other courses
(Marzo-Navarrcet al, 2005; Wiers-Jenssat al, 2002; Mavondet al, 2004; Schertzer and
Schertzer, 2004). Student satisfaction has alszsdiye impact on fundraising and student

motivation (Elliott and Shin, 2002).

Quality in higher education and the role of lectures

Quality in higher education is a complex and matdted concept and a single correct
definition of quality is lacking (Harvey and Gre#893). As a conseguence, consensus
concerning “the best way to define and measuracequality” (Clewes, 2003, p. 71) does
not exist yet. Every stakeholder in higher educafmg. students, government, professional
bodies) has its own view of quality due to part@uleeds. This paper is concerned with one
particular stakeholder in higher education: stusles stated, due to the introduction of
tuition fees and the new degree structure, studer@ermany will probably be regarded
more as customers of educational services in themdistant future. Students receive and
use the training offered by the university, whichkas them priority customers of educational
activities (Marzo-Navarret al, 2005). Authors such as Saneéel. (2000), Gremler and
McCollough (2002), and Hill (1995) also regard st as primary consumers of higher
education service. This view, however, does notmtleat other perspectives may not be
valid and important as well. In this connectionala (1999) rightly points out that students
could also take the role as clients, producers paaducts. Based on findings in the service

quality literature, O’Neill and Palmer (2004, p.)4f&fine service quality in higher education
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as “the difference between what a student expeatsceive and his/her perceptions of actual
delivery”.

Pieterset al. (1998, p. 757) suggest that the “extent to whigst@mers attain their goals
depends partly on the behaviour of service empkiyaed Oldfield and Baron (2000, p. 86)
characterize higher education as a “pure” servicepint to the importance of the quality of
personal contacts. Thus, the underlying assumpfidinis paper is that for students, the
gualities and behaviours of lecturers have a sant impact on their perceptions of service
quality. This proposition is extensively supporiedhe services literature; Hartline and
Ferrell (1996) for example believe that it is trehviours and attitudes of customer contact
employees that primarily determine the customegst@ptions of service quality. Other
studies indicate that the human interaction elenseetsential to determine whether service
delivery will be deemed satisfactory (Chebat andligsy 2000). Importantly, employees who
are competent, able and willing to solve a probbam increase customers' service encounter
satisfaction (Bitneet al. 1990). Bitnetet al. (1994) recognized that in services satisfaction is
often affected by the nature of the interpersomi@raction between the customer and the
contact employee. Similarly, Van Dolenal. (2004) and Chung-Herres&d al. (2004) have
argued that for retail companies, frontline empts/eperate before during and after a
purchase as the primary point of contact and keyaeiding good service.

In the context of higher education, Hange¢ml. (2000) developed a valid instrument to
evaluate modules or units of study. Their findingdicate that the instructional quality of the
lecturer is the main influence on the perceivedituaf modules. Likewise, Hilet al. (2003)
found that the quality of the lecturer belongshe most important factors in the provision of
high quality education. Research findings by awgtsarch as Schwaiger (2002) and Harnash-
Glezer and Meyer (1991) also stress the crucial eblecturers. Pozo-Mune al. (2000, p.

253) even maintain that “teaching staff are kepcin a university’s work”. Therefore, the
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behaviours and attitudes of lecturers should bgtimeary determinant students’ perceptions

of service quality in higher education.

The student perspective

Winsted (2000) and Zeitharat al. (1990) maintain that service providers will onky &ble to
deliver service encounters that will satisfy custosnf they know what their customers

expect in general, and if they understand thecatiemployee behaviours and attitudes from a
customer’s point of view in particular. If lectusgknow what their students expect, they may
be able to adapt their behaviour to their studamtslerlying expectations, which should have
a positive impact on their perceived service quaiid their levels of satisfaction.

Oldfield and Baron (2000, p. 86) maintain thafiis an inclination to view service
quality in higher education from an organizatiopaispective”. They suggest that institutions
should better pay attention to what their studeratst instead of collecting “data based upon
what the institution perceives its students finggamant”. Similarly, Josepét al. (2005)
point out that research on service quality in higkghucation has relied too strongly on the
input from academic insiders while excluding theunfrom the students themselves. They
believe that traditional approaches leave “decs@imout what constitutes quality of service
(e.g. such as deciding what is ‘most importanstiedents) exclusively in the hands of
administrators and/or academics” (p. 67). The asthtberefore, suggest that academic
administrators should focus on understanding tleelsef their students, who are the specific
and primary target audience

Following Joseplet al. (2005), this paper focuses on the elements incequality that
students themselves believe to be of prime impodaAfter all, students have to decide what
the term quality means to them. Sanelfeal. (2000) designed a University Students’
Expectations of Teaching (USET) questionnaire tostisdents what they believe should

happen in learning and teaching (ideal expectatiovizat is likely to happen (predictive
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expectations) and what they certainly do not warttappen (counter-ideal expectations). The
guestionnaire was also used to collect studenisi@pabout the qualities of a good teacher.
Concerning the latter, students had to rank tHevahg teacher qualities in order of
preference: approachability, teaching skills, estéism, knowledge, and organisation.
Although students could have named additional tjealof a good teacher, no respondent
added any further quality to the list.

The present study will go a step further. Instefdsking students to rank given teacher
qualities, respondents will be allowed to nameattebutes of good lecturers, which are the
most important to them. In this connection, Row[#997, p.11) believes that researchers
should identify the quality dimensions that are i@st important to students as they are
“most likely to have an impact on their overallistction”. Students can also give the
reasons why the attributes are of particular relegao them.

Given the current lack of knowledge concerningréesxpectations (Pieteet al, 1998)
the research study will be exploratory in naturee $tudy aims to develop a deeper
understanding of the attributes (qualities and biehas) of effective lecturers that students
desire and to uncover the constructs that undéwdise desire expectations and reveal the
underlying benefits that students look for. To addrthese issues, a semi-standardized
gualitative technique called laddering will be apglas O’Neill and Palmer (2004, p. 41)
suggest that qualitative methods “provide an irgtiang insight into the mindset of individual
students”. Laddering allows researchers to reaepaldevels of reality and to reveal what
Gengleret al. (1999, p. 175) refer to as the “reasons behindaasons”. It is normally used
to reveal relations between attributes of prodisssyices or individuals (“means”),
consequences provided by those attributes, andmedrgalues or goals that the consequences
reinforce (“ends”). By asking students about thalijes lecturers should possess and how
they want them to behave, we will be abledonparewhat qualities lecturers should possess

and what behaviours they should exhibit from aeatiid point of view with what the
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literature on this topic suggests lecturers toTanour best knowledge, no research study has
applied the means-end chain framework and the fadgeechnique to the issue of service
quality in higher education. Below we shall detailv the means-end approach is appropriate

and useful in this research study.

The means-end approach and the laddering technique

Grunertet al. (2001, p. 63) describe the means-end approacbhresdf the most promising
developments in consumer research since the 19B@dfers researchers the ability to
examine the consumer’s individuality in depth wistdl producing quantifiable results.
Although initially used to solve product-or branasgioning problems in general and to link
the consumer’s product knowledge to his/her setfilledge (Olson and Reynolds, 1983;
Gutman, 1982) in particular, the means-end appr@sacht limited to these areas (Reynolds
et al, 2001a). Recently, the means-end framework has &eglied to the domain of
consumer behaviour (e.g. Bagozzi and Dabholkar4;1Bterset al, 1995; Pieterst al,
1998), sales management (e.g. Deeter-Schetalk, 2002; Botschemt al, 1999; Reynolds
et al, 2001b), and strategic marketing (e.g. ReynoldsRochon, 2001; Norton and
Reynolds, 2001).

Botscheret al. (1999), for example, examine the reasons why ousts seek specific
characteristics and behaviours of sales personitielthe view that by understanding the
underlying benefits sought, sales personnel coeldrizouraged to adapt their behaviour to
their customers’ expectations, and in turn, improwstomer satisfaction. The rationale of the
study was that thieehavioursof sales personnel are theansoy which customers can satisfy
or strengthen their personal goals aatlies The work of Pieterst al. (1998) is concerned
with customers’ desired expectations about semmployees. They suggest that the ability of
a customer to attain his personal goals and vthesnds) depends partially on the

behaviours (the means) of service employees.
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Thus we see that the means-end chain approacbn/@sl Reynolds, 1983; Gutman,
1982; Howard, 1977; Young and Feigin, 1975) attenbpidiscover the salient meanings that
consumers associate with products, services aravimhis. The approach focuses primarily
on the associations in the consumer’s mind betwleeattributes of products (or services or
behaviours) (the “means”), the consequences oétagsbutes for the consumer, and the
personal values or beliefs (the “ends”), whichstrengthened or satisfied by the
consequences. Attributes are the tangible andgribncharacteristics of a product or
service. Consequences are the reasons why a cattidbdute is important to the consumer.
They are the psychological or physiological restiitg consumers are motivated by in their
use of the product or service (Gutman, 1982). \&laay be seen as the consumers’ universal
life goals and the most personal and general caes®es individuals are striving for in their
lives (Rokeach, 1973). The linkages between atiegyiconsequences and values are the
means-end chains assuming that customers have éagevhbout the symbolic and/or
personal value that products or services help tleeachieve or satisfy (Petet al, 1999).
There is also an assumption that consumer knowlisdgierarchically organized in the
consumer’s memory in a manner which spans diffdexals of abstraction (Reynolés al,
1995). At higher levels of abstraction, the conioes to the self are more direct and stronger
than at lower levels of abstraction. Therefore semuences (mid level of abstraction) are
more relevant to the self than attributes (low l@feabstraction) and values (high level of
abstraction) are more relevant to the self thasgreal consequences (Olson and Reynolds,
1983). In this way, there is a movement at incregigihigher levels of abstraction to desired
ends, reflecting progress from the product to aspaicthe consumer’s self concept (Gutman,
1997).

The means-end approach is based on two premisasy(Ma and Crawford, 2002): First,
that values have a significant impact on (buyingfjdviour, and secondly that consumers

cope with the huge diversity of products (or segsior behaviours) by classifying them into

12
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classes or sets to make the choice-making proesssreThe means-end approach has its
roots in Kelly’'s Personal Construct Psychology (1/4955). According to Kelly, individuals
have their own view of the world and are probal@gable of reflecting on and controlling
their behaviour by creating rules or developingties. Similar to Kelly, a means-end
researcher believes a consumer’s understandingvolements of the world relate to them
can be represented through means-end chains (Gengle 1995). The means-end chain
approach also parallels the expectancy-value thgtmgenberg, 1956), which proposes that
consumer actions have consequences and that corssi@ae to relate certain consequences
to certain product attributes (Reynolds and Gutm&88). Consumers will seek attributes
that produce desirable and relevant consequentesoatelp them attain their personal goals.
Similarly, consumers learn to avoid certain atti@suthat produce consequences which
prevent them from reaching their goals or fromifystg their beliefs and/or behaviour.
Grunert and Grunert (1995) distinguish betweendivfferent views of the means-end
approach. According to thmotivational viewmeans-end chains and laddering should help
the researcher learn about the consumers’ buyirtiyeso This view is modelled on
traditional motivation research by authors sucb@&ster (1964). Theognitive structure
view, advocated by others (Gutman, 1982; Reynolds arich@n, 1988; Jollgt al, 1988)
proposes that means-end chains should be regasdaddelling consumption-relevant
cognitive structure. Here knowledge relevant tostonption is stored and organised in the
memory (Grunert and Grunert, 1995). This view assumhierarchical model that consists of
cognitive concepts of various levels of abstractlmat are interrelated in chains and networks.
In accordance with the cognitive view of human gsjrcognitive structures and cognitive
processes interact and control human behavioum@tand Grunert, 1995).
Cognitive structures are often displayed as netwoflcognitive categories and the linkages

between them. A system of means-end chains carb#eren as axtractfrom the
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cognitive structure that is regarded as being Saamt for explaining consumer buying
behaviour.

The means-end approach assumes that cognitivestes are hierarchical with cognitive
concepts spanning different levels of abstractioreover, the approach states that the
extracts from the cognitive structure are of linigge, which means that the cognitive
concepts are linked by one-to-one associations.edevy the interviewer deduces this linear
structure from a possibly larger cognitive netwdtking the laddering interview (Grunert
and Grunert, 1995). Herrmann (1996) criticizesrtteans-end approach for assuming a
hierarchicalknowledge structure while modern cognitive psyolglresearch indicates that
cognitive structures are complagtworks Van Rekom and Wierenga (2002) suggest that
knowledge representations are better viewed agiasiem patterns osemantic networks
(Chang, 1986). In this alternative model, consurhake patterns of interconnected concepts
in their minds where the resultant network may lmeencritical than the hierarchies within
(Van Rekom and Wierenga, 2002). Similarly, Olsod BReynolds (2001) maintain that it is
the connections between components (attributesetences, values) where the importance
lies as it is here that the most meaning is presenthis view suggests that we should be
more interested in threlationsbetween the concepts of meaning tharhibearchyof
concepts. Thus, means-end relations should bededas semantic relations between

concepts with both hierarchicahd non-hierarchical relations.

Types of laddering methods: hard and soft laddering

There are two different laddering approaches thathe distinguished: soft laddering and
hard laddering (Grunest al, 2001; Botschen and Thelen, 19989ft ladderingefers to in-
depth interviews where respondents are restrictdittle as possible in their natural flow of
speech. Researchers have to understand the medniregggiven answers and to link them to

the means-end model (Grunettal, 2001).Hard ladderingrefers to data collection

14
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techniques (interviews and questionnaires) whesearehers compel respondents to “produce
ladders one by one and to give answers in suchyalvaathe sequence of the answers reflects
increasing levels of abstraction” (Grunettal, 2001, p. 75). Although the majority of
published means-end chain studies use in-deptletadpinterviews as data collection tool
(Botschen and Thelen, 1998pme authors use questionnaires to collect ladgleiata. In

1991, Walker and Olson developed a paper-and-pearsion of the laddering interview. The
researcher asks respondents to fill in a structguesgtionnaire and to write down maximally
four attributes that are of relevance to them ded tspecify why a certain attribute is
important to them. For each attribute, respondeautsgive up to three reasons (Botschen and
Hemetsberger, 1998).

Botschen and Hemetsberger (1998) believe thasimgwa paper-and-pencil version, the
researcher can prevent interviewer bias withodicdity. Furthermore, no social pressure is
involved, and respondents themselves can decida thiey want to end the laddering
process. According to Botschenal. (1999), the major advantage of the paper-and-penci
version in comparison to the traditional in-deptterviewing technique is the cost-efficient
data collection. It is also easier to manage atakds less time to collect and to analyse
laddering data compared to soft laddering. Moreoseveral researchers (e.g. Pietdral,

1995; Goldenbergt al, 2000; Botschen and Hemetsberger, 1998; Botsame T laelen,
1998) have already employed the paper-and pengioresuccessfully. Thus, we decided to

hand out laddering questionnaires instead of caimyipersonal interviews.

Analysis of laddering data
According to Reynolds and Gutman (1988), the amalysmeans-end data consists of three

stages:

1. Content Analysis

15
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The analyst has to content analyse and code adleitpeences of attributes, consequences, and
values (the ladders) obtained from the ladderirgstjannaires so that comparisons of ladders
from several respondents can be made. The resediahéo break down the raw laddering
data into separate phrases (chunks of meaningh Meaningful categories have to be
developed so that comparable phrases with identieahing are grouped together. Coding is
frequently an iterative exercise as the reseaitagto recode data, split or combine
categories, and generate new or drop existing cagsgseveral times. A decision-support
software programme called LADDERMAP can be veryphdlat this stage. The analyst can
use an interactive data entry feature to enteouprt chunks of meaning per ladder and to
categorize each phrase as either an attributeygeqgoence, or a value (Gengler and Reynolds
1995). With the software, the analyst can changereview the content analysis without
difficulty and for example alter each coding witlsi@conds. Gengler and Reynolds (1995, p.
24) suggest that researchers should develop mauyfispcodes for the first analysis and

combine all codes “until a manageable number of@pmately 50 remain”.

2. Implication Matrix
The researcher then has to aggregate the codeslfodual means-end chains across
subjects and to illustrate them in a matrix to esprthe number of associations between the
conceptual meanings (attributes/consequences/yaltlesrefore, the analyst gives each code
a number, which is then used to compute a matmsisting of rows and columns. Rows
represent the respondents’ ladders, while coluranmgspond to the elements within the
ladders. The constructed computed matrix is calednplicationmatrix as the associations
between the constructs are generally labelledraplitations”. An implication matrix
“bridges the gap between the qualitative and gtetivie aspects of the laddering technique”
(Deeter-Schmelet al, 2002, p. 619) by showing the number of times arde leads to

another code. An implication matrix generally diéss two different types of implications: In
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adirectimplication one attribute/consequence is stateelctly after another
attribute/consequence in the same ladder, withoytrdervening attributes/consequences. In
anindirectimplication two attributes/consequences are statéide same ladder but separated
by at least one intervening attribute/consequetd®DERMAP automatically generates
implication matrices. In the next step, the fousdaiations have to be represented on a

hierarchical value map.

3. Hierarchical Value Map
A hierarchical value map is “a graphical represemieof a set of means-end chains which
can be thought of as an aggregate (e.g., markel}lewgnitive structure map” (Gengler al,
1995, p. 245). A hierarchical value map is madefupodes, which stand for the most
important attributes/consequences/values (concepte@nings) and lines, which represent
the linkages between the concepts. It graphicallgssup the information collected during the
laddering interviews (Claeyt al, 1995) and thus illustrates the customer’s vatat(nan
and Higie, 1993). A value map normally consistshoée different levels, which relate to the
three concepts of meaning: personal value conegptput at the top of the diagram,
functional and psychosocial consequences are posdinear the middle and attributes are
placed at the bottom of the map.

In order to facilitate the map in general, andréedability in specific, the researcher has
to decide that the value map only displays assoastbeyond a specific “cutoff” level, which
means that linkages have to be mentioned by aicentianber of respondents in order to be
graphically represented. For example, a cutofflle¥& means that every connection between
constructs mentioned by respondents is graphicafisesented. The resulting map is “a mass
of links and concepts that usually is unintelligib{Christensen and Olson, 2002, p. 484).
The higher the chosen cutoff level is, the morkdges and constructs of meaning will

disappear and the more interpretable the map @dblme. However, if the cutoff level is too
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high, too many constructs will have disappearedthadesulting map will not be interesting.
Researchers, therefore, have to find a balancedeetdata reduction and retention (Gengler
et al, 1995) and between detail and interpretabilityr{(§bnsen and Olson, 2002) to create a
clear and expressive map with sufficient informatiBesearchers should try different cutoff
levels and explore their resulting maps in ordadémtify a consensus map that is the most
meaningful and interpretable given the goals ofrésearch study (Christensen and Olson,
2002).

After having described the means-end approackemeigl, and the laddering technique in
particular, the next section is concerned withrésearch study that was carried out to explore
the desire expectations of teacher education stsidegeneral and to reveal the desired

attributes (qualities and behaviours) of lecturensarticular.

18



DESIREEXPECTATIONS

The study

The study was conducted from March to June 2004gstdeacher education students at a
large European University. Laddering questionnaivese handed out to 53 students aged
between 19 and 32 years (X=22.9) enrolled in antessi management course who took part
on a voluntary basis. Grunert and Grunert (199§yest that researchers should collect
ladders that are from a groupfadmogeneousspondents, and teacher education students at
this university all have similar backgrounds, cdinoen the surrounding area, and they want
to achieve a common purpose: they all want to bec@achers. For students to be able to fill
in the laddering questionnaire, they received ailet laddering instruction that we

developed from existing instructions (Pietetsl, 1998; Botschen and Hemetsberger, 1998).

In particular, respondents were asked to:

e Think about the behaviours or characteristics atugers that are important to you.
Please do not describe the behaviours or charasties that lecturers actually
exhibit or have, but how you would like them toadbe.

* On the next page four sequences of boxes appeel. $&muence contains four
boxes. The text above the first box in each seguesads “I would like the lecturer
to be ... or to act ...” Write in the first box of thist sequence the desired
characteristic or behaviour of the lecturer thatnees first to mind. Please be as
specific and as exact as possible.

* Now think about another characteristic or behavithat you would like the lecturer
to have or to display. Write this in the first baixthe second sequence, and so on,
until you have written your desires in the firskbse of the four sequences.

* Once you have done this, proceed to the secondfltbe first sequence. The text
above this box reads: “... that is important to medaese...” Indicate in this box
why the characteristic or behaviour of the lectuiermportant to you.
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» After you have indicated that, proceed to the tlhioct of the first sequence. The text
above this box reads: “... and this is important te because...” Indicate in the
third box, why what you indicated in the second isamportant to you in this
situation. Please then complete the fourth boxendame way.

 When you have completed the first sequence, prdaogbd second sequence, and so
forth, until you have completed all four sequentiegou really do not know why
something that you indicated in a previous boxrpartant to you, you can leave the
following box open. However, we would appreciaiéybu try to be as complete as

possible.

The following figure presents the laddering questaire used in our research study:

(Take in figure 1)

A total of 53 laddering questionnaires were hanaigtd The number of distributed
guestionnaires was theory-driven as qualitativeaeshers should always theoretically reflect
on gathered data to decide whether they need nabae Besearchers should sample
respondents until they believe that their categoaighieve theoretical saturation. Theoretical
saturation means that no new, or relevant datagareamcerning a category, that the
category is well-developed, and that the linkagesvben categories are well-established
(Strauss and Corbin, 1998). The problem for qualgaesearchers is that they do not know
the minimum sample size at the beginning of a s{@lyman, 2004, p. 334). We originally
planned to hand out 78 laddering questionnairéilsree courses. After having analysed the
filled in questionnaires from the first two courskewever, we discovered that respondents

did not provide any new categories. As our categoreached theoretical saturation, we
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decided that no additional questionnaires weressaeg from the third course and we

stopped the laddering process after 53 questioemair

Data analysis and results

Meaningful categories were developed to group togrgbhrases with identical meanings.
Following Gengler and Reynolds (1995), we combiakkdodes until a manageable number
of approximately 50 remained. The following taldé®w the 8 attributes, 11 consequences,
and 2 values. The codes are listed in descenddwy,drased on the frequency of mention in

the ladders.

(Take in Tables 1, 2, and 3)

We then used LADDERMAP to create implication masi@nd a hierarchical value map. The

following table shows an extract from an implicatimatrix:

(Take in Table 4)

The number of direct relations is given to the téfthe decimal and indirect relations are
expressed to the right of the decimal. For exaniplethusiasm” leads to “motivation” 7
times directly and 8 times indirectly. Thus, 7 r@spents said that the lecturer’'s enthusiasm
directly leads to their motivation, whereas 8 rexfents sequentially related the two elements
with another element in between.

In the next step, the found associations are septed on a hierarchical value map, which
represents the most important attributes, consegserand values (conceptual meanings) and
the linkages between them. The map only displagscations beyond the cutoff level of 5,

which means that linkages have to be mentioned l®aat 5 respondents in order to be

21



DESIREEXPECTATIONS

graphically represented. This cutoff level was @moas the resulting map keeps the balance

between data reduction and retention and betwetail dad interpretability.

(Take in Figure 2)

The hierarchical value map in figure 2 reveals mpglex structure. Students mentioned
several attributes. Thus, the most critical attelsiare ,expertise, approachability,
communication skills teaching skills, friendlinessthusiasm, humour, and teaching
methods.

These findings are similar to previous study rsstiat indicated the importance of these
instructor factors (e.g. Feldmann, 1976; Braskatngl, 1981; Patrick and Smart, 1998;
O Tooleet al, 2000; Willcoxson, 1998; Westermaahal, 1998). In particular, Hilet al.
(2003) found that students want lecturers to bevkedgeable, well-organized, encouraging,
helpful, sympathetic, and caring to students’ imtlnal needs. Sandet al. (2000) found that
students at the beginning of their university tisire lecturers who have good teaching skills
and who are approachable, knowledgeable, enthigsiastl organised. According to
Lammers and Murphy (2002), students regard higddfurers who are enthusiastic about
their subject, inspiring, knowledgeable, and hdlgdimilarly, Shevlinet al. (2000) mention
“lecturer charisma” and Andreson (2000) pointsthat students desire lecturers who are
caring, enthusiastic, and strongly interested enstudents’ progress. Brown’s (2004)
gualitative study results indicate that competentdrers know their subject, are willing to
answer questions, are approachable, and also hseresa of humour. In addition, they should
be flexible enough to explain things in differerdys, and to treat students as individuals.

As the size of the circles in the hierarchicalieamap stands for the frequency
respondents brought up a certain concept, expaéstibe most important attribute of

lecturers. This supports findings by authors sicR@zo-Munozt al. (2000), Husbands
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(1998), Patrick and Smart (1998), and Ramsden (1®Ba also point to the importance of
lecturer expertise. For example, the study resyltBozo-Munozt al. (2000) indicate that
competency is the by far most important charadteres “ideal” teachers. Teachers should
have knowledge of their subject and be able to comaate it clearly to their students.

According to Greiml-Fuhrmann and Geyer (2003), witerviewed 40 students at
commercial colleges, good teachers should giveaggbions, answer questions, change their
teaching methods, and should be interested in lamd soncern for their students and their
learning progress. Good teachers should also betows, friendly, patient, and fair graders.
Similarly, students in our study want lectureratswer their questions (“problem solution”),
to choose the most suitable teaching method (“iagahethods”), and to be friendly
(“friendlines$”). Students, however, students did not express desire for empathetic
lecturers, an attribute that authors like Westemredral. (1998) and Elton (1996) found to be
of importance to students.

Finally, authors such as McElwee and Redman (1B8Bve that reliability is a factor
that has a significant impact on students’ peroggtiof service performance. Lecturers
should turn up to classes on time and keep readrstsident performance. Students in our
sample, however, did not mention this attributedent enough to be displayed in the
hierarchical value map.

In addition to displaying the most important diies of lecturers, a hierarchical value
map also shows why these attributes are impontestiudents. In this way, it offers a deeper

understanding of the attributes of lecturers thather education students desire by

the underlying benefits that students look for.
In this connection, respondents mentioned seeersequences and values. Students’
desire to learn something (“learning”) appearsddhe most important consequence and the

most important concept of meaning altogether. Stteleelieve that they have to make
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valuable learning experiences at university in galnrend to acquire skills and methods
(“knowledge”) in particular, which help them prepdor their profession (“professional
gualification”). The linkage between learning amebwledge supports findings in
psychological literature that indicate that theméag process builds on existing knowledge
and leads to new knowledge (e.g. Schonpflug anérgiftug, 1995).

As the width of the line in the hierarchical valmap reveals, learning is strongly
associated with performance. Students want to akmble teaching experiences to be able
to pass tests (“performance”), which are necedearstudents to obtain the degree and to
start their careers. Students think that they ble @ pass their tests if they are motivated
(“motivation”). Students who believe that they at#e to pass their tests feel freed from
doubt and have certainty (“security”). The lectis@nthusiasm has a positive impact on their
motivation. In addition, the lecturers’ expertisathusiasm, and their teaching skills are
associated with “learning”. Furthermore, studehisk that they can perform well if the
atmosphere in class is supportive (“atmospherdijcivcan be positively influenced by the
perceived humour and friendliness of the lectufee strong focus on learning and
performance supports findings by Rolfe (2002) thaggest that students may increasingly
regard their university education as ‘instrumenaal’they enter higher education mainly for
career reasons.

The ability of lecturers to choose the most slgabaching method from a variety of
teaching tools (“teaching methods”) is importanstiodents as lecturers can then offer
interesting lessons (“interesting lessons”), whiesults in students being observant and
paying attention to what their lecturers are sayfaggentiveness”). This, in return, helps
students to learn (“learning”). The lecturer's coomeation skills also have a positive impact
on students’ attentiveness.

As stated, students want lecturers to be opeundgestions, criticism, and questions. They

should also take time for their students during after lessons (“approachability”). Lecturers
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who are approachable can then provide directiadeice (“counselling”) and solve students’
problems (“problem solution”). For lecturers toddade to solve their students’ problems, they
have to have sufficient knowledge in their subjesdtls (“expertise”). The lecturer’'s
approachability is also indirectly related to stuidédesire for security and well-being. The
linkage between approachability, counselling araligty supports findings by Rolfe (2002)
that indicate that students want lecturers to lz@l@ve for them, to respond to their requests
and to deal with their concerns. Hill (1995), howevound that for second year
undergraduate students personal contacts with asadtaff are less important than for first
year students. Thus, the importance of personahctsxmay depend on students’ educational
experience, a hypothesis that could be testedurilzer study.

The value map also illustrates that the lecturerendliness, which is associated with
nonverbal signals like open body posture, forwardydean, and casual smiling
(“friendliness”), makes students feel good (“wedliig”). Students also think that if they can

save time (“save time”), due to a quick learninggass (“learning”).
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Summary of findings

This paper has described how the means-end chpioagh and the laddering technique can
be successfully used to investigate service quialitygher education. Laddering allows
researchers to reach deeper levels of reality@ueh¢over structural relationships between
attributes of services or individuals (“means”)nsequences provided by those attributes, and
personal values or goals of students that the coresees reinforce (“ends”). Given the
current lack of knowledge concerning student desstggectations an exploratory research
study using the laddering technique was carriedmutvestigate how lecturers should
behave and which qualities they should possess &stadent’s point of view. The Laddering
method allowed us to “dig deeper” and reveal thestroicts which drive the importance of
the desired attributes of lecturers and uncoveb#refits that students look for. The
exploratory study gave a valuable first insighoitiie desired teaching qualities of lecturers
and revealed the linkages between desired attsbateisequences and values including
“security”, and “well-being’. In particular, the study results indicate theacther education
students want lecturers to be knowledgeable, erat$iirs approachable, and friendly. They
should also possess sufficient communication aachiag skills and to be able to choose the
most suitable teaching method from a variety ofh&sg tools. Students predominately want
to encounter valuable teaching experiences to lgetalpass tests and to be prepared for their
profession. This study also showed that studertsnainly concerned about vocational
aspects of their studies and are less interestdinsubject. The knowledge of student
expectations may help lecturers to design theattieg programmes. The introduction of
tuition fees in Germany will probably strengtherstitonsumerist” approach. Countries such
as the UK already witnessed similar developmentdf¢R2002). Then, German universities
will also have to offer value for money in genaaatl lecturers will have to emphasise the

vocational relevance of their courses and modulgsirticular.
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Limitations and directions for further research

The research study has several limitations. Firatlpthe study was exploratory in nature as
it was the first to apply the means-end approachthe laddering technique to the issue of
service quality in higher education. Its aim wagitee a first valuable in-depth insight into
what matters for teacher educatgindents by revealing several important constréatgher
research studies, however, should improve our kedgé of this topic.

Due to the exploratory nature of the study in gah&nd the scope and size of its sample
in particular, the results outlined are tentativeature. As the study involved only a single
group of university students from one universihe tesults cannot be generalized to the
student population as a whole. Qualitative reseas;thowever, can enhance generalisability
by carrying out further studies using similar deddlection and analysis methods at other
research sites. Social scientists have to decidghehthe additional research sites should be
heterogeneous or homogeneous. As comparable résmtdeterogeneous research settings
will contribute to generalisability, qualitativesearchers should prefer these sites to
homogeneous locations. By applying research firgltogother contexts and by demonstrating
existing connections and linkages, qualitative aed®ers engage in “moderatum
generalization” (Bryman, 2004, p. 285). Qualitatresearchers, therefore, can demonstrate
that their findings are valid beyond and outsiddipalar research contexts. However, they
also have to be aware of the fact that moderatumergésations “will always be limited and
somewhat more tentative than those associatedstdtistical generalizations of the kind
associated with probability sampling” (Bryman 2004285). Thus, fellow researchers should
carry out further studies using similar data cdltatand analysis methods at other research
sites. While this study was conducted with prospedeachers, who represent a
homogeneous group that is necessary for the ladylprocedure, fellow researchers should
hand out laddering questionnaires to students valve A completely different background.

Results from these studies could then be comparedlifferences could be revealed.
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The measurement of service quality in higher etioicanakes it necessary to consider the
perspectives of other stakeholders (e.g. the govent, employers, students’ families) as well
(Rowley, 1997). Thus, fellow researchers could ararthe desire expectations of other
stakeholder groups as well. Further research douledxample investigate whether student
desire expectations differ greatly from what leetarbelieve students want. Bitredral.

(2000) suggest that service providers may not avkapw their customers’ service quality
expectations. Similarly, Mattila and Enz (2002)ridwa large gap between customer and
employee perceptions regarding service quality etgpens. Thus, fellow researchers could
hand out questionnaires to both lecturers and gtedents. The resulting hierarchical value
maps could be compared to highlight different vielnsights gained could make lecturers
aware of differing perceptions and identify areasstaff training. In the context of service
quality in higher education, first research resaltsady indicate that a service expectation
gap exists. Shandt al.(1995), for example, found that service delivexgextations are
lower among professors than among their students.

Botscheret al. (1999) point to the fact that the paper-and-peraision of laddering that
was used for this study provides hardly any cont&ermation. As a consequence, the
development of meaningful categories during condmalysis is occasionally difficult to
perform, especially if the researcher’s pre-ladugknowledge about their respondents’
cognitive categories is limited (Grunert and Gran&®95). In addition, Botschest al. (1999,
p. 55) admit that “little is known about the vatidand reliability of the procedure and the
comparability of results obtained from traditioteddering interview (soft laddering) and
paper-and-pencil laddering”. Due to the lack ofspeal interviewing techniques (e.g.
postulating the absence of an object or a stabeiofy or evoking the situational context), an
inevitable amount of richness of data is lost. Byn#he researcher has no control over the
interviewing process himself (e.g. who really filisthe questionnaire?). Grunettal. (2001,

p. 76), therefore, suggest that future researchldhatarify “under which circumstances it
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may be safe to perform hard laddering, and whappears necessary to employ soft
laddering”.

The results of the research study indicate thit femv respondents were able to reach the
highest level of abstraction, explaining the ratlaek in codes at the value level. However, in
comparable paper-and-pencil laddering studies byoasi such as Pietees al. (1998);
Botscheret al. (1999) and Botschen and Hemetsberger (1998), negmbs were also only
able to come up with few values like “feeling gopttiarmony with yourself”, and
“satisfaction”. Botschen and Hemetsberger (1998pest that researchers could conduct in-
depth laddering interviews to gather more and dei@permation. Thus, fellow researchers
should conduct semi-standardized qualitative intdepe-on-one laddering interviews to
learn more about the desired qualities of lecturers

A hierarchical value map only displays associaibayond a specific “cutoff” level,
which means that associations have to be mentioyp@dcertain number of respondents in
order to be graphically represented. However, Gtuare Grunert (1995) rightly argue that
neither theoretical nor statistical criteria exist help researchers decide which cutoff level
they should choose. Thus, fellow researchers doylich develop these criteria.

The described difficulties with the means-end apph and the laddering method are both
researchable and solvable and authors such asGetiad: (2001) think that significant
progress would be possible within only a few yeffsllow researchers could be attracted to
these issues.

This paper has focused on the issue of servicityuahigher education and by applying
a method which has previously not been used inctimgext, it has hopefully opened up an
area of research and methodology that could reapiderable further benefits for researchers
interested in this topic. After having shown theg taddering technique can be applied

successfully to the issue of service quality ineigeducation it is hoped that fellow
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researchers take up our call and develop furthueliest to test the application of the laddering

technique in their investigations of service quailit higher education.
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Table 1 - Overview of attributes (cutoff level 5)

D

5S

na

1

=

Name of Attribute | Number of Characteristics
times
mentioned
(in ladders)

Expertise 27 Lecturers should have sufficient knowledge @ef shibject the
teach

Approachability 26 Students want lecturers to be open to suggestmitgism,
and questions. They should also take time for thiidents
during and after lessons.

Communication Skills | 22 Lecturers should be skilled to use the rightdsdp gain acces
to the contents of their students’ minds in genaral to tailo
their messages to best suit students’ languagéiebibnd
preferences in particular.

Teaching Skills 17 This attribute describes the ability of lectareto selec
appropriate course contents and give their lessoisgical
structure.

Friendliness 14 Lecturers should give positive mobal cues and behave if
friendly manner. Friendliness is associated witmveobal
signals like open body posture, forward body lesang casug
smiling.

Enthusiasm 13 Lecturers should transmit excitensmd interest for the
subject

Humour 8 Lecturers should have the quality of béurgqy

Teaching Methods 7 Lecturers should be able to sfhdbe most suitable teach

method from a variety of teaching tools
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Table 2 - Overview of consequences (cutoff level 5)

Name of Consequencq Number of Characteristics
times
mentioned
(in ladders)

Learning 48 Learning reflects the extent to which studentel fthey
encountered a valuable teaching experience

Performance 27 Students want to pass tests ar atafrom the crowd

Counselling 27 Students want lecturers to proviolection or advice as to|a
decision or course of action

Professional 22 Students want to acquire skills and methodsetpriepared far

Qualification their profession

Attentiveness 20 Students are observant and pawtiatt to what their lecturers
are saying.

Atmosphere 19 Students want an atmosphere condiucsteidying/learning, g
comfortably studious atmosphere

Motivation 18 This stands for the psychological tfea that arouses an
organism to take action toward a desired goal aedréason
for the action

Problem Solution 18 Students want to get the ingpoesthat lecturers will answer
their questions and solve their problems.

Interesting Lessons 12 Students want varied lesttinat are characterised by the
lecturers’ use of different teaching methods andien®ols

Knowledge 12 Knowledge stands for the sum or raobevhat has been
perceived, discovered, or learned.

Save Time 11 Students can solve tasks quicker and have ritoesfor othe

(leisure) activities.
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Table 3 - Overview of values (cutoff level 5)

Name of Value Number of Characteristics
times
mentioned
(in ladders)
Security 16 Students want to have certainty aruktéreed from doubt.
Well-being 13 Students want to be in good handstarfigle! happy
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Table 4 — Extract from implication matrix
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Figure 1 — Paper-and-pencil version of laddering
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to be...or to act..

| would like the lecturer ..that is important

to me because..

..and that is important
to me because..

..and that is importan

to me because..

1.Important
—characteristic
or behaviour

2.Important
—characteristic
or behaviour

3.Important
—»characteristic
or behaviour

4.Important
— characteristic
or behaviour

Source: Adapted from Pietegsal. (1998, p. 760) and Botschen and Hemetsberger (12954)
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Figure 2 — Hierarchical value map of teacher edonattudents
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SECURITY BEING
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SOLUTION
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PERFORMANCE
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NESS
N=14

APPROACH
ABILITY
N=26

MOTIVATION LEARNING

N=48

N=18

COMMUNICATIO!

SKILLS
N=22

White circles represent attributes, grey circlemdtfor consequences, and black circles represéuns.

! As German universities want their students not tmbtudy for a bachelor but also for a master (iément of
new students would be more expensive than keepistgrey ones), they have to be more service orteatel
treat their students more as customers and keepghtsfied (otherwise they would switch to anotieiversity
). This new service orientation of German univéesits definitely a consequence of the new twoeggistem.
before that, German students had difficulties witlitching to another university as they only hazha-cycle

sytem (diploma degree).

% Respondents mentioned “fairness” but the attribioes not appear in the corresponding value mayodie

chosen cutoff level. Thus, we decided not to mentigs attribute here anymore to avoid confusion.

% Respondents mentioned “hedonism” but the valus doeappear in the corresponding value map dtheto

chosen cutoff level. Thus, we decided not to mentitgs value here anymore to avoid confusion.
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