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SUMMARY

For the purpose of this project, a modified SERVQUAL instrument has been used to
investigate undergraduate student perception of service quality at Cyprus College by
determining if gaps existed in student expectation versus the perception of the actual
experiences. The researcher acquired answers for five research questions designed to
determine the relationship between service quality, student satisfaction, student
behavioural intention, and certain demographic variables (gender, nationality, and

number of years at the college).

The population consisted of 1,398 students, which represented the fall 2006 semester
enrolment. A cluster sampling methodology was used for the selection of 434
respondents. The researcher has tested the reliability and internal consistency of the
survey instrument and it was found to be reliable and have adequate internal

consistency. The Cronbach’s total alpha was .919.

Each research question was analysed individually using descriptive data for
expectation, perceptions, and gap scores. The results of the survey indicated that there
was a wide gap between student’s perceived performance and expectations in twenty
out of the twenty-two measured items. The most problematic dimension appears to be
the Empathy and the least problematic the Tangible dimension. The researcher found
that gender, nationality and number of years at Cyprus College are of a little value in
predicting student’s evaluation of service quality. There were, however, statistical and
practical significance found in the ANOVAs for each dependent variable. In

addition, the researcher has found that respondents, who stated that overall the quality



of service is good or very good, appeared to be satisfied or very satisfied with Cyprus
College. The same group of respondents appeared also to be more willing than the
rest of the respondents to say positive things about the college and less willing to

complain if they experience a problem.

The findings were discussed among the academic and administration leaders of the
college and a set of actions were decided and some have been implemented including
service related procedural changes, employee motivation and training, and the
establishment of a system of continuous assessment. The results that emerged from
the study and the discussions can be useful for other institutions which are concerned

about their own quality practices.
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CHAPTER ONE

INTRODUCTION

Competitive pressures confronting private higher educational institutions are forcing them to
develop operations that are more efficient and pay more attention to student needs. This
competitive intensity for students and financial resources challenges the ability of private
colleges and universities to survive. Moreover, intensive promotion alone appears not to give
an institution the customer orientation needed to attract new students and maintain its existing

ones.

Higher education institutions that are sensitive to student needs and expectations, using
appropriate customer focus policies can gain an opportunity to distinguish themselves from
their competitors. Academic institutions must implement quality improvement strategies,
systems and standards, achieving provision of excellent service quality and student satisfaction
through systematic measurement of their performance. The latter may lead to high student
retention rate and loyalty. This connection led researchers to emphasize quality as one of the
most important factors for long-term success of educational institutions (Athiyaman, 1997;

Petrouzzelis et al., 2006).

Increasingly higher educational institutions are recognising the need to place emphasis on
meeting the expectations of their students through the implementation of management systems
and practices such as Total Quality Management (TQM) (Sakthivel & Raju, 2006). With this

perspective, the need is evident for a thorough investigation, as the one offered in this study, in



order to measure student perception of quality as well as their satisfaction within higher
education institutions in general and Cyprus College in particular. At the same time the results
of the study can assist in developing continuous improvement not only in the area of service
quality but also on staff, processes and infrastructure. In addition, the findings of the proposed
study (if it is repeated on a systematic basis) will assist Cyprus College academic leaders and
administrators in tracking quality performance over time, benchmarking and diagnosing the

effects of various quality initiatives.

1.1 The current scene: Higher Education in Cyprus

A high level of private entrepreneurship has characterised the Cyprus economy, especially in
the last 30 years. The private higher education sector is no exception to this. Private colleges
were established in Cyprus as early as the 1960’s; where as the University of Cyprus started its

operation in the early 1990s’.

The educational system in Cyprus has evolved significantly during the past decades due to the
growing need for a more educated workforce but mainly due to the rapid socio-economic
development (Shaelou, 2004). Sixty-five years ago, only a very small proportion managed to
complete primary school and continue studies. According to the Department of Statistics of
Cyprus only 16% of Cypriots used to continue their studies in secondary schools. Throughout
the years, secondary education became compulsory. Furthermore, the sustained and continued
economic development in Cyprus has created a demanding employment market seeking

specialised and well-educated employees. Today school leavers from both public and private



secondary schools total approximately 10,000. Nearly 75% of them continue their studies,

47% abroad and 28% in local higher education institutions (Statistics of Education, 2004/05).

In 2005/2006 out of the 30,000 Cypriot students continuing their education, around 12,700
were enrolled in higher institutions located in Cyprus. Around 60% of this group were
enrolled in private higher educational institutions alongside the approximately 6,000

international students. (Ministry of Education and Culture, 2006).

After 1990, there was an increasing trend for Cypriots to attend local higher educational
institutions. This resulted in the growth of private higher education in Cyprus, which by 2001

boasted more than 20 private such institutions (SEKAP, 2002).

In 2003, the leading colleges (Cyprus College, Intercollege, Frederick, and Philips) received
accreditation for some of their degree programmes. This development helped them to increase
their market share and improve their reputation. The market competition, however, continues
to be very intense. The competition is expected to become even fiercer because two new
public higher educational institutions will begin operating during the next academic year

(2007/2008), namely the Technological University and the Open University.

During the academic year 2005/2006, there were 24 private colleges, classified by the
Ministry of Education and Culture as private non-university higher education institutions (see
Appendix A). These institutions can be divided into two major groups. A distinction is usually

drawn between the leading colleges and those remaining. The reason behind this classification



is that the leading colleges are fairly comparable to public higher education institutions in
terms of quality of education, number of students and faculty, infrastructure and accredited

programmes of study.

The latest development in the area of private higher education in Cyprus was the 2005 passing
of law 109 (I), which aims to set up the legal framework for the establishment, and operation
of private universities in Cyprus. Cyprus College is one of the five institutions, which has

submitted an application to become a university.

1.2 Outline of the history and development of Cyprus College

Founded in 1961, Cyprus College is the oldest higher academic institution in Cyprus. The
college currently has around 3,500 students and four schools (The Gregoriou School of
Business Administration, The School of Science and Engineering, The School of Humanities
and Social Sciences and The School of Arts and Education). Most of the programs offered by
the college are accredited, including seventeen bachelor degree programs and one master

degree program (as of June 2007).

Cyprus College is going through a period of rapid transformation and development. This
development can be seen in the introduction of new programs of study, the increased number
of staff and faculty, enrolment growth, organisational restructuring, and the expansion of its
facilities. In addition, the application submitted to gain university status has brought about

new challenges, which have to do with the implementation of the various aspects of the law.



The Cyprus College’s aim is to ensure that these developments will help maintain and improve
the quality and high standards of education offered. As the main stakeholder in this project,
the college will benefit from its newly acquired knowledge and tools enabling overall
improvement in the quality of services and education offered, and assisting in its effort to

achieve university status.

1.3 Background of the Problem

The increasing importance of the service sector and the emphasis on service quality is widely
acknowledged (Aldridge & Rowley, 1998; Petruzzelis et al., 2006). According to Elliot and
Healy, (2001) improved service quality can improve the firm’s competitive position and

contribute to its success.

Service quality is not something which naturally occurs but rather, directed and managed. The
first component of service quality management is gaining an understanding of customer needs
and expectations. The second component is establishing a service strategy expressed in
policies and procedures which at the same time will reflect the organisation’s unique service

proposition (Kotler & Armstrong, 2006).

Service quality has evolved into a way of increasing customer satisfaction, targeting the
attraction and creation of loyal customers. A study by Jones and Sasser (1995) suggested that

loyal customers are not necessarily satisfied, but highly satisfied customers tend to be loyal.



Regarding educational institutions, Low (2000) claimed that a key element in attracting and
retaining students is the provision of quality service. For this reason the process of delivering
quality service and programmes to students should cover all areas of experience within the
institute, especially the interaction of front-line employees (faculty, administration) with
students. According to Aldridge and Rowley (1998), perceived quality derives from the
consumers’ overall evaluation of a service experience. Customer oriented institutions develop
a culture of continuous quality improvement, because sustained and consistent quality leads to
satisfaction (Harvey, 1995). Allen and Davis (1991) suggested that the topic of service quality
in marketing education should be studied and understood thoroughly by both administrators

and academicians. It is also important to view service quality from student’s perspective.

However, it is not advisable to higher education institutions to rely on student complaints in
order to measure student satisfaction because according to Vavra (1997), 50% of customers
that experience a problem never complain. From the remaining 50%, the 45% complain only

to front line personnel and only 5% of customers complain directly to top management.

Dissatisfied students may withdraw from the institute or they might continue their studies with
poor performance. The latter also, reduces profit that an institute would have gained if the
student cannot graduate. The process of attracting new customers (students) is more costly
than customers’ retention (Gemme, 1997; Anderson & Mital, 2000). Additionally, dissatisfied
students are unlikely to recommend the educational institute to potential customers; on the
contrary, via ‘word of mouth’ they will pass their unpleasant experiences to their social circle.

Dissatisfaction in combination with possible poor student performance could negatively



impact the image of an educational institution, one of the most important criteria that students

use when selecting one to attend (Parker et al., 1989).

For the needs of this project, a service quality measurement tool referred to as SERVQUAL
developed by Parasuraman et al. (1988) was utilised. The SERVQUAL defines customers’
satisfaction as the gap between customers’ expectation and actual performance (perceived
quality). If the actual performance is lower than the expected one, customers become
dissatisfied and if the actual performance is higher than the expected one, customers become

satisfied.

The measurement of perceived quality is used to examine if the actual service provided is
perceived satisfactorily by students, and for evaluating the degree of success in implementing
plans, policies and strategies targeting customer satisfaction. The results of such a survey
would provide information, which can be used by academic institutions to identify the areas

that students perceive as important and those requiring improvement.

The highly competitive educational environment, which exists in Cyprus, is an additional
factor which necessitates the need for such a study. The competition for the private colleges
comes from not only the local public higher educational institutions but also from foreign
institutions, mainly in Greece and the UK and to a lesser extent the USA and Eastern
European countries. Moreover, during the last decade, distance and online studies have

evolved significantly, especially for graduate degree programs.



Today private colleges in Cyprus are faced with unprecedented challenges:

1. Two additional public universities will start operating during the next academic year
(2007/2008).

2. The local public Universities and the Greek public universities, which attract most of
the Cypriot students, charge no tuition to their undergraduate students. The large
private colleges charge on the average CYP 4000 per academic year. This amount is
higher than the amount paid by Cypriot students who study at British universities.

3. The classification of private colleges by the Ministry of Education and Culture as non-
university higher education institutions influences negatively their image.

4. The number of high school graduates in Cyprus has remained rather stable over the last
few years (around 10,000) (Source: Department of Statistics and Research).

5. The colleges undergoing the evaluation process in order to become universities have to
implement structural and operational changes in order to comply with the requirements
of the relevant law. The implementation of the law requires costly improvements in

infrastructure and the hiring of additional, especially senior academic personnel.

All the factors outlined have forced Cyprus College and the other private colleges to become
concerned with quality management issues both in the area of education and services offered

to their students.

This section has pointed out the usefulness of the research for Cyprus College, markedly

towards its effort in becoming a private university. The primary objective of the current



project is the measurement of the degree of student satisfaction with the level of service
quality offered to students by the college. Furthermore, it aims to develop a resource allocation
strategy and processes, which could potentially contribute to the maximisation of student
satisfaction. Finally, the study aims to identify the dimensions of service quality and the

relationship between satisfaction and behavioural intention.

This project attempts to evaluate service quality at Cyprus College from the perspective of
ongoing students. It is also the opinion of the researcher that data on the impact of service

quality in Cyprus higher education is presently lacking and requires further study.

14 Theoretical Foundation

Quality is a major concern for many organisations, and it is viewed as an essential part of
their business plans in order to be better equipped to handle the challenges of the increasing
competitive environment (Samat et al., 2006). Among other practices, organisations
increasingly focus on the development and implementation of total quality systems. The
Total Quality Management (TQM) concept does not measure customer satisfaction directly
but it is relevant in developing both visionary leadership and organisational structures which

are very important for quality service (Gupta et al., 2005; Samat et al., 2006).

Due to the increasing importance of the service sector, mostly in developed economies
service quality research has taken a permanent role in service marketing; it also serves as an
indicator of customer satisfaction and organisational performance (Russel, 2005; Seeman &

O’Harra, 2006). One area in the service marketing literature that has received considerable



attention is the conceptualisation of service quality (Churchill & Supremant, 1982; Lehtinen &
Lehtinen, 1982; Gronroos 1988; Brown & Swartz, 1989; Oliver & Swan, 1989a, 1989b;
Bolton & Drew, 1991a, 1991b; Babakus & Boller, 1992; Bateson, 1992; Cronin &Taylor,
1992, 1994; Oliver, 1993; Zeithaml et al.1993, 1996; Kamvounias, 1999; Sureshchandar et al.,

2001; Russel, 2005;)

Parasuraman et al. (1985) found through the use of focus groups that consumers clearly
support the idea that good quality service takes place when the service is meeting or exceeding
what consumers expect. Also Zeithaml et al. (1990) stated that customers evaluate service

experiences and the delivery process to form perceptions of service quality.

Based on this conceptual definition of service quality Parasuraman et al. (1988) developed a
service quality model that resuited in SERVQUAL. The SERVQUAL instrument is designed
to measure customer perceptions of service quality along five dimensions (Tangibles,

Reliability, Responsiveness, Assurance, and Empathy).

For this study, it is assumed that the size of the expectation/perception gap would be inversely
related to customer’s level of satisfaction. Evidence has shown that customer satisfaction and
service quality perceptions affect consumer behavioural intention in a positive way, such as
praising the firm, preferring the company over others, increasing their volume of purchase

and/or agreeably paying a price premium (Zeithaml & Bitner, 2000).

10



A survey instrument designed to measure behavioural intention will be utilised. The instrument
was adopted taking into consideration the work of various researchers such as Parasuraman et al.
(1985, 1988, 1990, 1991a, 1991b, 1994a, 1994b), Ruby (1998), Zeithaml et al. (1996), Comm &

Mathaisel (2000), Kerlin (2000), Yu & Dean (2001), and White & Yu (2005).

1.5  Purposes and Value of the Project

The underlying aim of this project is to establish a statistically valid and reliable conceptual
and methodological framework to enable the analysis of the relationship between expectations
and perceptions of service quality; three interrelated dependent variables were measured:
service quality, student satisfaction and student behavioural intentions. A survey instrument
has been utilised to establish the mechanism which will help Cyprus College management to
increase student satisfaction, retention and loyalty; moreover, the findings could benefit other

private academic institutions in Cyprus and abroad.

The purpose of this study consists of the following four parameters:

1. Explore service quality in the context of education.

2. Establish a reliable and valid service quality measurement instrument for evaluating
service quality and student satisfaction in higher education.

3. Evaluate the relationship between service quality, customer/student satisfaction and
customer/student behavioural intentions in the context of higher private education in

general and Cyprus College in particular.

11



4. Provide a set of recommendations for the establishment of a service quality monitoring
and improvement system within the higher education setting not only for Cyprus

College but also for other similar institutions within and outside of Cyprus.

More specifically, the value of the proposed project and its contribution to knowledge evolves

around the following two axes:

Theoretical Value

1. The study aims to provide a theoretical framework for service quality measurement in
the context of private higher education in general and Cyprus College in particular.
The results will be disseminated to academic and professional audiences through
publications in international academic journals and presentations at academic

conferences.

2. The study intends to investigate and identify the degree of attention paid in the

literature to the higher education sector, in terms of quality management.

3. The study seeks to evaluate service quality models and their application within the

context of higher education and to assess their performance.

12



Practical Value

1. The proposed methodological models/frameworks enable the identification of the
dimensions constituting the service quality construct. This, in turn, will assist the top

management of Cyprus College to concentrate on succinct areas for improvement.

2. Establish a reliable, valid and concise service quality measurement instrument and

methodology for continuous assessment of service quality at Cyprus College.

3. Examine the relationship between the satisfaction of students (deriving from the

provision of services) and their behavioural intentions.

4. Derive a set of recommendations for service quality improvement at Cyprus College.

5. Investigate empirically, the extent to which service quality can contribute towards the

formulation of student retention strategies; it is a very important strategic issue for

Cyprus College and any other educational institutions.

The findings will be disseminated to the college management through presentation and

distribution of the final report, which will also include recommendations for further actions.

13



1.6 Research Objectives

Parasuraman et al. (1988,1991a) contend that SERVQUAL will indicate where the positive or
negative gaps in customer satisfaction lie, thereby assisting managers to identify the strengths
and weaknesses of their organisation and service and to take corrective actions accordingly.

The set of research objectives directed towards this effort are the following:

1. To identify gaps between students expectation levels of service and their perceptions of

service quality performance.

2. To identify the differences in student expectations of service quality based on students’

personal characteristics.

3. To identify the differences in student perceptions of service quality based on student’s

personal characteristics.

4. To identify the differences in the gaps between expectations and perceptions based on

student’s personal characteristics.

5. To find out the relationship between service quality, student satisfaction and student

behavioural intention.

14



The formulation and the investigation of the last research objective is based on the relevant
published work of Zeithaml et al. (1996), Liljander and Strandvik (1997), Yu and Dean (2001),

and White and Yu (2005).

1.7  Assumptions and Limitations

The study population is limited to undergraduate students registered in the academic programs
of Cyprus College who have been students of the college for at least one semester/term before
the survey. As such, the results of this study cannot be generalised to other groups or to
students of Cyprus College who are registered in other programs (e.g. graduate programs and
programs which lead to professional qualifications) or to students at any other time than the
period that the study took place. It is also assumed that the students surveyed were

representative of the defined population.

The definition of the population was based on the assumption that these students had a more
informed idea about what their expectations and perceptions were. In addition, it was assumed
that these students were able to express their behavioural intentions freely. Finally, the results

of the study were limited to the validity and reliability of the survey instrument.
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1.8 Definition of Terms

Disconfirmation: Refers to the discrepancies between expectations and performance.

Performance above standard is referred to as positive disconfirmation, while a performance

below standard is referred to as negative disconfirmation (Oliver & Swan, 1989a).

Expectations (E): Refers to ‘how’ or ‘what’ individual customers feel the service provider

‘should’, not ‘would’, offer (Parasuraman et al., 1988).

Perceptions (P): Refers to customers' beliefs concerning the service received (Parasuraman

et al., 1988).

Perceived Quality: Viewed as the degree and direction of discrepancy between consumers'

perceptions and expectations (Parasuraman et al., 1988).

Service Quality: An attitude, a multidimensional construct composed of differences between

perceptions (P) and expectations (E), producing the following equation, Q=P- E

(Parasuraman, et al., 1988).

SERVQUAL: A research instrument developed and refined by Parasuraman, et al., (1988,

1991a) for measuring service quality from a customer’s perspective. For the purpose of this

study, the instrument used was modified to meet the needs of an educational setting.
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Gap Analysis: A research model designed to measure service quality using the gap between

expectations and actual experience of a service transaction (DiDomenico & Bonnicci, 1996).

Consumer Satisfaction: A value judgement on the purchase and use of a service and the

comparison of the rewards and costs of the purchase of the service (Parasuraman et al., 1993).
The level of satisfaction is determined by the gap between actual experiences and expectations
of the consumers (Parasuraman et al., 1988). According to Cronin and Taylor (1992), there is

a positive correlation between service quality and customer satisfaction.

Consumer Dissatisfaction: Could lead to consumer-complaining behaviour. In such a case

the consumer might seek redress from the seller, engage in negative word-of-mouth

communication, or take legal action against the seller. (Zeithaml et al., 1996).

Behavioural Intentions: Takes place when consumers say positive things, recommend the

company, remain loyal to the company, give more money to the company and pay price
premium or say negative things, switch to another company, complain to external agencies or
do less business with the company. Behaviour intentions may be viewed as indicators that
signal whether customers will remain with or defect from the company. Behavioural
intentions are individual-level behavioural consequences of service quality (Zeithaml, et. al,

1996).
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1.9 Project Structure

Chapter One presents an overview of the educational environment in Cyprus, the background
of the problem, the theoretical framework of the study, the purpose and value of the study, the
research objectives as well as its limitations and underlying assumptions, and definitions of
important terms used in this study. Chapter Two provides a comprehensive literature review of
relevant concepts and service quality theory used to support this study. More specifically,
Chapter Two provides a review of the literature, which relates to the subject of quality
management, service quality, customer satisfaction and behavioural intention, the service
quality models and literature relevant to service quality and customer satisfaction in the
content of the higher educational environment. Chapter Three outlines the research design,
research questions, sampling frame and methods, data collection procedures, instrumentation,
validity and reliability issues, and data analysis methods. Chapter Four provides a presentation
and analysis of the data. Finally, Chapter Five provides discussion and recommendations

resulting from the study.
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CHAPTER TWO

LITERATURE REVIEW

2.0 Introduction

This chapter examines the theoretical foundation upon which the project is based. Through the
review of the relevant literature, (including concepts and instruments of service quality
theory), the researcher intends to broaden the understanding of ‘service quality, customer
satisfaction and behavioural intention’. In addition, the achieved knowledge and
understanding of these concepts are very valuable tools for the understanding, development
and implementation of strategies, and the impact these strategies have in creating satisfied

customers.

The literature review takes into account the need for quality in higher education and makes
reference to quality management practices in general and their application to the education
environment. Service quality is also examined with an emphasis on the work of some of the
early researchers regarding the discrepancies between prior expectations and actual

performance.

Reviewed in addition are the theoretical and methodological contribution of the work of
Parasuraman et al. (1985, 1988, 1990, 1991a, 1991b, 1991c, 1993, 1994a, 1994b, 1997, 2000),
the SERVQUAL model, the gap analysis and the literature related to the relationship between
service quality, customer satisfaction and behavioural intention (Zeithaml et al., 1996; Liljander

& Strandrik, 1997; Yu & Dean, 2001; White & Yu, 2005). The final part of the literature
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review focuses on the studies in higher education using gap analysis methodology or the

SERVQUAL model.

2.1 The Need for Quality in Higher Education

The concepts academic excellence and high quality are not new concepts in higher education. In
many European countries, the issue of quality in higher education institutions has always been in
the agenda especially recently within the Bologna Process. What is also not new is the rapidly
changing internal and external environment in which institutions operate and the changing public
and professional perception of what makes a quality institution. However, according to Backet and
Brooks (2006) colleges and universities today are under increasing pressures because of both

external and internal factors, such as:

e The growing climate of accountability, principally for public universities;

o The expansion in the size of student population;

¢ The increasingly diverse student population resulting from targeting international markets
and from widening student participation,;

e The increasingly competitive environment;

o The greater expectations of students as paying customers;

o The more flexible provisions at both undergraduate and postgraduate levels; and

e The increase in collaboration among higher education institutions.

Moreover, many independent private colleges and universities with student tuition as their main
source of income find their survival threatened by rising costs as they struggle to recruit and retain

students.,
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The environmental trends outlined left higher education institutions no option but to move more
and more towards the ‘business’ orientation of management in the higher education sector (Chan,
2001). For many academic institutions, education is no longer seen as ‘civil right’ but as a
consumer good or investment (McVicar, 1996). However Michael (1997) points out that the
administrators in the higher education sector must recognize that it is only the administrative or
business aspects of higher education, and not the academic aspect that have similarities to the

business sector.

Appealing to the decision makers of higher education are the new approaches and practices in
management borrowed from business practices as they see the necessity to reform the higher
education system in order to handle more effectively the needs and expectations of the
community and the students. In addition, increasing use of quality assurance systems in higher
education setting has made an impact in the areas of administration, teaching and research
(Sirvanci, 2004; Mizikaki, 2006). The quality assurance (e.g. Quality Assurance Agency
[QAA] in UK) and accreditation systems (e.g. Council of Educational Evaluation-
Accreditation [CEEA] in Cyprus) implemented by various counties and/or through
international agreements, the Bologna Process, and the European Association for Quality
Assurance in Higher Education (ENQA) have also brought new dimensions in the area of

quality management and quality assurance in higher education in Europe.

Most institutions today are challenged to seek new students aggressively, while these same
students more than ever before have a greater selection of universities and colleges to choose from
(Mergen et al., 2000; Seeman & O’Hara, 2006). This new competitive marketplace in higher

education has promoted an increasing interest in the issue of quality in education. In response to
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economic and competitive threats as well as accrediting requirements, many universities have
initiated quality efforts including TQM. Therefore, it is relevant to review the TQM theory and

examine literature related to TQM application in higher education.

2.2 Quality Management

Immediately following War World II, American and Japanese were the first to contribute to
development of quality management systems. More specifically Deming, Juran, Crosby and

Feigenbaum were in the forefront.

The first quality movement, however, can be traced to the year 1931 when Shewart published
‘Economic Control of Quality of Manufactured Products.” This publication introduced for the
first time a precise and measurable definition of manufacturing control, presented techniques for
monitoring and evaluating day-to-day production, and suggested a variety of ways to improve

quality (Garvin, 1988).

During the late 1930s and early 1940s, Deming introduced the vital role of top management in the
quality process. Deming believed that without top management support, the quality process would
not succeed (Aguayo, 1990). Deming's (2000) philosophy is captured in his Fourteen Points of

quality management, Table 2.1.
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Table 2.1: Deming’s Fourteen Points

Create constancy of purpose for improvement of product and service

Adopt the new philosophy

Cease dependence on mass inspection

End the practice of awarding business on price tag alone

Improve constantly and forever the system of production and service

Institute training
Institute leadership

Drive out fear

Break down barriers between staff areas

Eliminate slogans, exhortations, and targets for the work force

Eliminate numerical quotas

Remove barriers to pride of workmanship

Institute a vigorous program of education and retraining

Take action to accomplish the transformation

Juran was another scholar who contributed to the quality management movement. Juran (1988)
developed what he called the ‘quality trilogy.” The quality trilogy consists of three parts: 1)
quality planning: the process for preparing to meet quality goals, 2) quality control: the process
for meeting quality goals during operation, and 3) quality improvement:. the process for breaking
through to unprecedented levels of performance (Juran, 1988). According to Juran to implement
the quality trilogy successfully top management must be heavily involved, establishing quality
policies and goals, deploying the goals, providing necessary resources, and problem-oriented

training, reviewing progress, stimulating improvement, and giving recognition.
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Another leader in quality control, Crosby defined quality as any product that consistently
reproduced its design specification, leading to lower manufacturing and service costs through
savings in rework, scrap, and warranty expenses. Crosby emphasised the necessity of prevention
rather than inspection on completed products. He also believed that competitive success was the
result of a top management commitment to continuous improvement in market research, product
development, and design, production, customer service, and management practices (Evans &
Lindsay, 1969). Crosby introduced a 14-step program, which emphasised prevention over

detection, and focused on changing culture rather than on analytical or statistical tools (Table 2.2).

Table 2.2: Crosby's Fourteen Steps

Management Commitment

Quality improvement Team

Quality Measurement

Cost of Quality Evaluation

Quality Awareness

Step 6: Corrective Action

Step 7: Establish an Ad Hoc Commiittee for the Zero defects program

Step 8: Supervisor Training

Step 9: Zero Defects Day

Step 10 Goal Setting

Step 11: Error Canse Removal

NN AR Recognition

Step 13: Quality Councils

MM EBS Do it over again
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Feigenbaum (1991) introduced the term Total Quality Management (TQM), explaining that
everyone within the organisational structure from top management, to the last worker has to be

involved in qﬁality control.

Moreover, Crosby (1979), Deming (1986), Juran (1988), and Feignbaum (1999), stress the
importance of satisfying customers, both internal and external. The internal customers are those
who participate in the manufacturing or service delivery process and the external customers are
the user, the supplier, and society at large. Throughout the literature, TQM emphasises customer
satisfaction, employee involvement, and continuous quality improvement. Each factor must be
present in order for the application to work effectively (Crosby, 1979; Deming, 1986;

Feigenbaum, 1991; Juran, 1988).

According to Douglas and Fredendall (2004), despite the fact that service organisations are large
and important segments of world economies, the implementation of service quality management
practices is not as well developed as those in the manufacturing domain. The theoretical
foundations of TQM, however, reveal that it can be used equally successfully by both

manufacturing and services.

By the end of the 1980's, higher education institutions had begun to be influenced by the
experiences of business and industry in their use of quality principles resulting in the quality
movement in several higher education institutions. The first three institutions to implement the
TQM principles were Northwest Missouri State University in 1984, Fox Valley Technical College

in 1986, and Oregon State University in 1989 (Freed et al., 1997).
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Interest in the quality movement exploded during the 1990’s when a large number of universities
tried to implement quality management in an attempt to take measures to improve their operational
effectiveness. The measures included the implementation of quality assurance practices based on
international standard ISO —9001 for Quality Management Systems in Education and Training,
Total Quality Management (TQM) and Business Excellence based on awards criteria (Srikanthan
& Dalrymple, 2003). In addition, there are national quality standards such as the Malcolm
Baldrige National Quality Award (MBNQA) in the United States and the European Foundation
for Quality Management (EFQM) Excellence Award, with more emphasis on continuous

improvement and process rather than on outcomes (Carlo-Mora et al., 2006; Hides et al., 2004).

Marchese (1993), Mergen et al. (2000) and Sirvanci (2004) noted that TQM in higher education
implies focusing on customers, adopting a philosophy of continuous improvement, managing by
fact, using benchmarking, emphasising people, and adopting appropriate structure. In other words,
TQM focuses on a process that aims at improving customer satisfaction and organisational

efficiency.

The adaptation of total quality strategies has created however substantial controversy. Although
some argue that total quality strategies are compatible with higher education purposes and add
value to the institutions implementing them (Srikathan & Dalrymple, 2003; Backet & Brookes, 2006;
Sirvanci, 2004), other researchers argue that total quality strategies can only be implemented in the
area of administrative operation and not on core functions of teaching and learning (Chaffe & Sherr,

1992; Harvey, 1995b).
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Based on these views, it appears that TQM in relation to higher education has to be viewed from

two perspectives:

e The service to the student body from academic and general administrative functions.

e Teaching and learning functions.

Over the years, the literature review on the implementation of TQM in higher education has
focused primarily on administration, faculty, and staff issues of quality satisfaction (Deming,
1994; Srikathan & Dalrymple, 2003; Backet & Brookes, 2006). It also appears that most
higher education institutions implement TQM in the business and administrative areas, leaving

academic issues for later (Chaffe & Sherr, 1992).

2.3 Service and Service Quality

2.3.1 Service

Services have grown dramatically in recent years in Cyprus and in all developed countries
around the globe. In 2005, services for example accounted for 76.5% of Cyprus gross
domestic product (GDP) and nearly 72% of the active workforce was employed in the service

sector (Central Bank of Cyprus, 2005).

One of the earliest definitions presented by Rathmell (1966) stated that services are
behavioural rather than physical entities, and have been described as ‘acts, deeds,
performance, or efforts’. Kotler and Armstrong (2006) defined service as an activity or benefit

that one party can offer to another that is essentially intangible and does not result in the
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ownership of anything. Similarly, Lovelock and Wirtz (2007) presented service as an
economic activity offered by one party to another, typically without transfer of ownership,
creating value from rental of, or access to, goods, labour, professional skills, facilities,

network or systems singly or in combination.

The differentiation between goods and services are intangibility, perishability, inseparability
of production and consumption, and heterogeneity (Parasuraman & Grewal, 2000; Lovelock &
Wirtz, 2007). According to Hill (1995) intangibility is an element of service, which cannot be
grasped mentally, thus making it difficult for both providers and consumers to fully
comprehend because on one hand, the providers find it difficult to differentiate their offerings
from those of competitors; on the other hand, consumers have a difficult time evaluating a

service prior to its acquisition and consumption.

In addition, unlike physical goods, services can be consumed only as long as the consumer
remains in the process. When the activity or process stops, the service ceases to exist. Thus,
this indicates that services cannot be stored like physical goods but are perishable. Services are
also consumed at the time they are produced, but there is no transfer of ownership. However,
the consumer is an integral part of the service process. The human interaction and the labour
intensity involved in the delivery of most services, makes them heterogeneous, as each service
process is unique. This causes a lack of standardisation, which means that service quality can

vary substantially from one service conduct to the next (Berry et al., 1985, 1991).
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Another aspect of services is that in many instances consumers are part of the service delivery
process. As a result, the consumer contributes directly to the quality of the provided service,

and to his/her on satisfaction or dissatisfaction (Mills et al., 1983).

Higher education possesses all the fundamental characteristics of a service. Educational services
are intangible, heterogeneous, inseparable from the person delivering them, simultaneously
produced and consumed, and perishable, and the customer (student) participates in the delivery

process (Darlaston-Jones et al., 2003).

Furthermore, Russell (2005) indicated that higher education institutions are recognising that
they operate within a service industry setting and, as a sector, have begun placing more
emphasis on meeting the expectations and the needs of its customers, that is, the students.
Despite the fact that customers for the services of a higher education institutions may fall into
five groups: the students, the employees, the employers, the government and the public sector,
and the industry and wider community (Kanji & Tambi, 1999), the primary customers are the
students (Hill, 1995; Wallace, 1999). Although it is generally assumed that students are the
customers of the institutions that they attend, the situation is much more complicated. Among
these difficulties is the terminology used; the words client, stakeholder, customer, and true

customer are often used to convey different meanings.

It has also been suggested that students are in fact the ‘product’ rather than the customers of

the higher education industry. Students’ progress through their program of study just as raw

material flows through the manufacturing process (Sirvanci, 1996). Through their participation
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in the production process, students affect the performance and quality of the final service. It is
therefore very important to measure their perceptions in issues related to service quality
(Zeithaml et al., 1990; Hall, 1996). It appears that the student’s multiple roles cannot be
simplified or reduced to that of a customer. For this reason in order to minimize complexity,

Kamvounias (1999) suggests referring to them simply as students.

The marketing concept argues that customer needs must be the central focus of the firm’s
definition of its business purpose, and profit can only be achieved through customer
satisfaction. Many university administrators, however, continue to focus more on activities for
attracting and admitting more students rather than on managing enrolments and trying to
increase student retention by satisfying the admitted students (DeShields Jr et al., 2005). On
the contrary, other universities have recognised that service quality initiatives needed to be
undertaken because they have understood the changing conditions in higher education, such as
an increasingly competitive environment (Elliot & Healy, 2001; O’Neill, 2003) and the
changes of their students’ needs (Nguyen et al., 2004). It is evident that in order to succeed,
higher education institutions need to include service quality assessment in their efforts to be
accountable for the effectiveness of their services (Di Domenico & Bonnicci, 1996; Sirvanci,

2004).

More specifically, higher education institutions need to adopt a more market-oriented

approach, allowing them to develop a better understanding of their market environment, to

identify their target markets, to assess target market needs, to modify their offerings to meet
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those needs, and to thereby enhance customer satisfaction by delivering superior service

quality.

2.3.2 Service Quality

Service quality has become the focal point of competitive advantage amongst businesses, with
the move towards more service-based economies. It has been argued that it is the fundamental
strategy for competitiveness today (Kotler & Keller, 2007). Nevertheless, through the review
of literature, it becomes clear that quality as a construct is generally difficult to define
precisely. Despite the well-documented impact of quality on organisational performance and
its pervasiveness in management and marketing literature, little agreement exists regarding its
meaning. The term ‘quality’ has been variously defined, with different authors giving

alternative definitions. For example, quality has been defined as:

e conformance to requirements (Crosby, 1979)

e meeting and/or exceeding customers' expectations (Gronroos, 1984; Parasuraman et
al., 1985)

e apredictable degree of uniformity and dependability at a low cost with a quality suited
to the market (Deming, 1986)

o fitness for use (Juran & Gryna, 1988)

e providing a better service than the customer expects (Lewis, 1989)

e producing service that meets "as much as possible" the needs of the consumers

(Boomsma, 1992)
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e the delivery of excellent or superior service relative to customer expectations

(Zeithaml & Bitner, 2000)

A much-advocated definition of service quality is one that developed from the customer’s
perspective. Peters and Austin (1985) claim that customers perceive service in their own
unique, idiosyncratic, end-of-the-day, emotional, irrational and totally human terms; and there
is no such thing as fact and reality, only what the customer thinks is reality. Additionally,
Feigenbaum (1991) contended that the prevalent business recognition is that quality must be
defined in customer, not producer, terms. Quality is conformance to customer specifications; it
is the customer's definition of quality, not the manager's, that counts (Berry et al., 1984). Only
customers judge quality; all other judgements are essentially irrelevant (Zeithaml et. al., 1990).
Gronroos (2000), too, argues that it should always be remembered that what counts is quality
as perceived by customers. In view of the feature of intangibility possessed by most services in
an absence of objective measures, it is appropriate to assess the quality of a firm by measuring

the customer's perception of the experience during the delivery process.

In addition, the following reasons have been identified as to why it is unsafe to view quality by
relying on managerial opinions of customer perceptions (Donelly et al., 1985).
e Management may not know what specific purchase criteria users consider important.
e Management may misjudge how users perceive the performance of competitive
products on specific performance criteria.
e Management may fail to recognize that user needs have evolved in response to
competitive product development, technological advancement, or other market or

environmental influences.
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The main theme in the service marketing literature is that service quality as perceived by

consumers is a function of what customers expect from a service and what they perceived is the

performance of the firm in providing the service (Lehtinen & Lehtinen, 1982; Gronroos, 1984;

Parasuraman et al.,, 1985, Gronroos, 1988).

Grénroos (1988) identifies the following six criteria of good perceived service quality:

1.

Professionalism and skill: customers see the service provider as knowledgeable and

capable to solve their problems in a professional way.

Attitude and behaviour: customers perceive a true, friendly concern for them and their

problems.

Access and flexibility. customers feel that they have easy, timely access and that the service

provider is prepared to show empathy to their needs.

Reliability and trustworthiness: customers can trust the service provider to keep promises

and act in their best interests.

Recovery: customers know that immediate corrective action will be taken if anything goes

wrong.

Reputation and credibility: customers believe that the brand image stands for good

performance and acceptable value.
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Expanding on the research of Gronroos, Parasuraman, et al. (1985) further defined the concept of

perceived service quality and developed the SERVQUAL instrument.

Delivering quality service means conforming to customer expectations on a consistent basis.
Parasuraman et al. (1985) regards service quality as the degree and direction of the discrepancy
between customer perceptions and expectations of the level of services. Parasuraman et al. (1988)
define service quality as the gap between customers’ expectations (E) and their perception of the
service provider’s performance (P), producing the famous equation, Q=P-E. Service quality levels
are high when the gap between perceptions of performance and desired expectation is non-existent
or the former exceeds predicted expectations. Gronroos (1990) claims that service quality is
subjectively judged by the clients, the disconfirmation between the perception of customers and

their expectations of the service.

Cronin and Taylor (1992) and Buttle (1996) have questioned ‘expectations’ as a standard of
measuring service quality, although the concept of perceived quality has become the foundation of

most of the ongoing service quality research and theory development in service marketing.

Higher education institutions need to examine service quality expectations from the student’s
perspectives. If they continue only to focus on the conformance to specifications, they will
overlook the importance of customers' perceptions. Understanding the service quality
expectation of students would give faculty and administrators the opportunity to close the gap
between these expectations and the actual perceptions of service quality. Educational
institutions which define quality in student terms are more likely to stay current in major

trends constantly taking place in the marketplace.
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2.4 Customer Satisfaction and Behavioural Intention

This section will examine the relation between satisfaction/dissatisfaction and behavioural
intention. According to various authors (Ham & Hayduk, 2003; Athanassopoulos et al., 2000),
there is a significant correlation among service quality dimensions, customer
satisfaction/dissatisfaction and behavioural intention. Behavioural intentions are favourable and
the relationship with the organization is strengthening when customers are satisfied with the
quality of the provided services. On the other hand, the relationship with the organisation is

- deteriorates when the level of satisfaction with quality of the provided services is low.

There has been considerable debate in the literature about the concepts of service quality
assessment and customer satisfaction. Even though the focus of many satisfaction studies has
been on the relationship between satisfaction and other variables such as service quality and
loyalty, a commonly accepted definition of satisfaction has yet to be established (White & Yu,

2005). As a result, there is no mature satisfaction measurement tool (Athanassopoulos, 2000).

Strong similarities exist between the constructs of service quality and customer satisfaction, and

controversy surrounds the nature of the relationship of these distinct constructs.

Oliver (1997) identified three main differences between perceived quality and satisfaction in

an attempt to highlight their discrete characteristics:

e The nature of concept: Service quality is evaluated based on specific attributes, but

satisfaction is more general.
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o The nature of judgment: Service quality is more cognitive whereas satisfaction is more
emotional.

o The nature of expectations: Service quality expectation is based on ideal standards of
excellence, but for satisfaction is based on concrete elements such as needs and

treatment.

Additionally, service quality addresses only issues of quality while satisfaction may address

non-quality issues like price and value (Thomas et al., 2004).

Some researchers believe that satisfaction is a more general variable than service quality,
suggesting that the later is an antecedent of the former, leading to the conclusion that perceived
service quality is a component of customer satisfaction (Oliver & DeSarbo, 1988; Parasuraman
et al., 1988; Ting, 2004). According to Parasuraman et al., (1985, 1988) the service quality
assessment and customer satisfaction concepts are fundamentally different in terms of
underlying causes and outcomes. Quality assessment appears to focus on service dimensions
while satisfaction is generally seen as a broader concept, which can be described the consumer’s

fulfilment response.

Vavra (1997) on the other hand, suggests that service quality is a consequence of consumer
satisfaction. Further, Athiyaman (1997) supports this approach with the findings in a survey
carried out in an Australian university, indicating not only that perceived quality is a
consequence of consumer satisfaction, but also that the effect of perceived quality on

behavioural intention is greater than that of satisfaction. For the education sector, Hampton
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(1993) suggested that satisfaction and service quality might actually be the same construct

because satisfaction becomes part of service quality through service experience.

Other researchers argue that satisfaction is multi-dimensional, including in its formation
cognitive elements related to the beliefs and expectations of a product/service, as well as
affective elements that include emotions (Athanasopoulos, 2000, Yu & Dean, 2001). Emotional
satisfaction refers to the set of emotional responses which take place during the consumption
experience (Wong, 2004). One’s positive emotion is linked to one’s decision to stay and
continue involvement, and can lead to positive ‘word-of-mouth’ behaviour (Bagozzi et al.,
1999). In addition, a study undertaken by Wong (2004) indicated that service quality is
positively associated with emotional satisfaction, which in turn is positively associated with

customer loyalty.

Despite the debate about whether satisfaction is an antecedent to or a consequence of service
quality, or indeed something else, the majority of the available literature tends to support that
satisfaction in an outcome of service quality (Cronin & Taylor, 1994; Parasuraman et al.,

1994a; Brady & Robertson, 2001).

Cronin and Taylor (1992) also examined the relationship between service quality, consumer
satisfaction, and purchase intentions. They established three propositions for their study that

stated:

1. Customer satisfaction is an antecedent of perceived service quality.

2. Consumer satisfaction has a significant impact on purchase intentions.
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3. Perceived service quality has a significant impact on purchase intentions.

The results of their study indicated that propositions one and two have a significant effect on
consumer satisfaction and purchase intentions, respectively. However, concerning position

three, it was found that service quality does not have a significant impact on purchase intention.

There is, however, evidence which suggests that it is the satisfaction of the customer that
determines future intention and behaviour towards the service (McDougall & Levesque, 2000;
Zeithaml & Bitner, 2000). Behavioural intentions to return and to recommend are considered to

be an outcome of overall satisfaction (Anderson & Mital, 2000; Hennig-Thurau, 2001).

Jones and Suh (2000) found that overall satisfaction has a direct influence on how likely
customers were to re-use the service. Research findings indicated also that customer
satisfaction impacts purchase intention, customer retention and the organisation’s financial
performance (Gemme, 1997; Anderson & Mital, 2000; Braun & Scope, 2003). Evidences also
have shown that customer satisfaction and service quality perceptions affect consumer intentions
to behave in other positive ways: Praising the firm, preferring one company over others,
increasing their volume of purchases, or agreeably paying a price premium (Zeithaml & Bitner,
2000). Kau & Lou (2006) found that satisfied customers are more likely to trust the firm and talk
positively about it to family and friends. Social behavioural intentions are customer behaviours
that influence the behaviour of other existing and potential customers of the organisation
through positive or negative behaviour (Johnston, 1998; Anderson & Mital, 2000) and word-of-

mouth communication (Parker et al., 1989; Szymanski & Henard, 2001;). Social behavioural
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intentions both positive and negative affect the individual customer as well as other customers

by disseminating information through ‘word-of-mouth’.

The study of Bendall-Lyon and Power (2004), which took place in a health service environment,
indicated that satisfaction with both structure (the physical environment and physical facilities in
which the service occurs) and process (the interaction with the service personnel within the
environment during the service performance) attributes were found to directly influence both

intention to recommend and intention to return to the healthcare provider.

A study undertaken in an educational environment by Boulding et al., (1993) found strong links
between service quality and other behavioural intentions of strategic importance to a university.
These included saying positive things about the school, planning to pledge to contribute money
to the class upon graduation and planning to recommend the school to employers as a place

from which to recruit.

The image of the academic institution is another component which influences students’
behavioural intention. Institutional image has two components. The functional component is
related to tangible characteristics whereas the emotional characteristics associated with the
psychological dimensions (feeling and attitude towards the organisation) (Gray, 1986). A study
undertaken by Nguyen and LeBlanc (2001) revealed that there is a positive relationship between
image and reputation of the higher education institution and students’ intention to continue their

studies.
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According to Dick and Basu (1994), in service organisations, satisfaction and loyalty are
closely related and satisfaction is an antecedent variable of loyalty. It appears that the same
causal relationship can be found in the higher education sector (Martensen et al., 1999;
Goncalves et al., 2004). Based on this relationship a student satisfied with the service received
is likely to develop attitudes and behaviours indicative of loyalty such as positive interpersonal
communication with other potential customers about the higher educational institution
(Browne et al., 1998; Guolla, 1999; Mavondo & Zaman, 2000; Tsarenko & Mavondo, 2001).
These students may also show the intention to return and undertake other courses/degrees
offered by the same higher educational institution (Lervik & Johnson, 2003), other forms of
training and development courses, and may also continue even after graduation to maintain a

relationship with the institution through donations (Henning-Thurau et al., 2001).

Furthermore, research has indicated that institutional commitment to students appears to be
critical to retention and that poor academic performance is only one of the elements, which
influence student withdrawal from courses (Mclnnis et al., 2000). In addition, a growing body
of research suggests that the social adjustment of students and the sense of belonging with the
institution’s overall environment are important factors in reducing withdrawal rates (Gerdes &
Mallinckrodt, 1994; Peel, 2000). In addition, it is found that a satisfied and loyal student
positively influences teaching quality through active participation and committed behaviour. It
is therefore an input of the service production process, and it contributes positively to the

overall service delivery system (Rodie & Kleine, 2000).
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A broad conceptualised survey instrument consisting of 13 items designed to measure
behavioural intention was first introduced in 1996 by Zeithaml et al.. The scale aimed to capture
five dimensions: Loyalty to company, propensity to switch, willingness to pay more, external
response to a problem; and internal response to a problem. Yu and Dean (2001) and White and
Yu (2005) after taking in consideration the work of Zeithaml et al. (1996) and Liljander and
Strandvik (1997) developed an 11-item research instrument using a seven point Likert scale
design to measure behavioural intentions in an educational environment. The proposed scale

includes the following eleven statements/variables:

1. Say positive things

2. Recommend to someone else

3. Encourage friends to apply

4. First choice if pursue further study

5. Complain to other students

6. Complain to external agencies

7. Complain to employees

8. Try to switch to another school

9. Continue if the price increases

10. Willing to pay more for the same benefit

11. Would consider studying elsewhere if offered more attractive prices

2.5 Models for Assessing Service Quality

Gronroos (1984) is one of the first researchers who dealt with the service quality issue from the
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standpoint of service offerings. Grénroos used consumer behaviour research findings and derived
the conclusion that quality of service is dependent on two variables: expected service and received
service. Based on these findings Gronroos (1984) proposed a model, which demonstrate how
customers perceive quality of a given service. The suggested model divides customer perception

of any particular service into two dimensions:

1. Technical quality (or outcome): What the consumers perceive, the technical outcome of
a process. This dimension is called outcome quality by Parasuraman et al. (1985) and
physical quality by Lehtinen and Lehtinen (1982). More specifically technical quality is

what the customers receive when the buyer-seller interaction is over.

2. Functional quality (or process-related): How the customers receive the technical
outcome, which Gronroos refers to as the expressive performance of service
(Gronroos, 1984). This is referred as quality process by Parasuraman et al. (1985) and
as interactive quality by Lehtinen and Lehtinen (1982). Functional quality in other
words is how the customers experience the simultaneous production and consumption

process.

Gronroos’ (1984) study concluded that both technical and functional qualities are interrelated.
For instance, it was found that high level of functional quality might compensate for
temporary problems with technical quality. The author also concluded that an acceptable
technical quality is a prerequisite for a successful functional quality. Grénroos also pointed out
that technical quality is more objective and can be more easily measured than the functional
quality which appears to be more subjective and thus more difficult to measure. Finally,

Gronroos determined that functional quality is more important to the perceived service than
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technical quality, as long as the latter quality dimension is adequate.

Gronroos (1984) identified three important areas which may influence service quality outcome.
One such element is the organisation’s image and more specifically the way the customers
perceive the organisation’s image. It appears if a firm has a favourable image, minor mistakes will
probably be forgiven. If, however, the image is negative, the impact of any mistake will often be

considerably greater than it would otherwise be (Gronroos, 1990).

Gronroos (1990) stated that in forming a full assessment of service quality, the customer contrasts
the perceived quality with the expected quality; this assessment is affected by a number of factors
such as traditional marketing communication activities, organization’s image, customer needs and
word-of-mouth communication. For example, he suggested that advertising or image might create
customer expectations which are not met by actual performance. Figure 2.1 summarises the

relations between the components in the model.

Figure 2.1: Gronroos Service Quality Model
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Source: Grénroos, (1990), p.41
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Gronroos (1984) postulates that if technical quality is satisfactory, functional quality will be the
critical component determining the perceived service quality. If the outcome fails to satisfy the
customer, even the best service attitudes cannot compensate for the failure of the technical quality.
That is, functional quality is dependent on technical quality. In addition, since the technical quality
of most mutual competing services is similar, functional quality becomes a means for

differentiation.

This model suggests that service quality is subjectively judged by the customers, and is the
discrepancy between the perception of customers and their expectations. Gronroos (1984)
maintains that service quality is a perceived judgement resulting from an evaluation process where
customers compare their expectations with the service they perceive they have received. This
disconfirmation paradigm has become the theoretical groundwork of most of the ongoing service
quality research and theory development in service marketing (Gronroos, 1990; Zeithaml et al.,

1990).

Parasuraman et al. (1985, 1991) developed the gap model to measure the attributes of service
quality. Once again, service quality was defined as the difference between consumer expectations
and their perceptions. The initial Gap Model included the determinants of service quality listed in

Table 2.3.
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_Table 2.3: Ten Dimensions of Service

DIMENSION DESCRIPTION

Organisation demonstrates consistency of performance and
dependability. Performing the service right the first time.

. Reliability

. Responsiveness Employees are willing and ready to provide service. Timely service.

. Competence Employees possess the skill and knowledge to perform the service.

. Access Service is easy to approach and use. Convenient hours and location.

. Courtesy Employees are polite, respectful, friendly and neat.

. Communication Explanations of service are understandable.

Organisation has customer's best interests at heart by maintaining its

- Credibility reputation and employing trustworthy personnel.

. Security Freedom from danger.

. Understanding Employees know the customer and provide attention to customer needs.

10. Tangibles Physical evidence of the service is satisfactory.

The service quality model by Parasuraman et al. (1985) indicates further that consumer
perceptions of quality are influenced by four gaps occurring in the internal process of service

delivery (Figure 2.2):

e Gap 1: Customer Expectation — Management Perception: The gap between what

customers expect from an organisation and what the management understand/perceive.
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Misunderstanding of customer needs could imply wrong implementation of customer

focus strategies.

Figure 2.2: Service Quality Gap Model
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Source: Zeithaml, V.A., Berry, L.L., Parasuraman, A. (1988), p. 36

e Gap 2: Service quality specifications: The difference between management
perception and the actual designing of service specifications. Even if the management
understand customer needs and expectations, it maybe difficult to transform them into

service quality specifications.
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e Gap 3: Service Delivery: Described as the gap between service specification and the
actual implementation of service delivery. Despite the fact that design of service
quality specification could be correct, the process of developing the actual deliverable
service may shift due to factors like employees’ low performance, production process

problems, financial reasons, management, etc.

e Gap 4: Communication: Customer perception is shaped by the marketing and
promotion of service offering. This gap could be caused by the inability of the
organisation to communicate the actual quality of service offered to consumers. This

. could result in cusfbmer expectation being higher thén the actual service performance
or it could communicate low customer -expectation leading to failure to attract

customers.

Each gap is associated with those aspects of organisational factors that contribute to the nature of
the gap. These factors enable an organisation to identify functions or organisational characteristics
that may influence its performance in any of these gaps. Parasuraman et al. (1985) propose that
organisations with significant problems in areas such as those described in Gaps 1, 2, 3, and 4 will
experience service quality problems that cause customers to receive poorer service than they
expect. These gaps contribute to an overall service experience. Based on this analysis,
Parasuraman et al. (1985; 1988) developed Gap 5: the difference between expected service and
perceived service. Evaluations of high and low service quality depend on how consumers perceive
the actual service experience versus what they expected. Service quality, then, is a function of the

magnitude and direction of the gap between expected service and perceived service.
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Parasuraman et al. (1985) presented the differences between customers' paired expectation and
perception statements as, ‘Perceived Service Quality,” through the creation of three possible
outcomes:

1. Service quality exceeded expectations where

PS>ESor PS-ES>0.

Expectations exceeded means ‘Quality surprise.’

2. Service quality received met expectations where

PS=ESorPS-ES=0.

Expectations met means ‘Satisfactory.’

3. Service quality received did not éxcéeded expectations where

PS <ES or PS - ES <0.

Expectations not met means ‘Unacceptable Quality.’

The gap analysis is similar to a value change in which the output from one gap affects the
level of quality in the next gap. A large gap in the initial stages of the process could result in a
large deviation from expected service performance. The gap model is an inferred
disconfirmation (perception-minus-expectations) technique that seeks to measure the
difference between customers’ expectations and the actual performance (Parasuraman et al.,
1985, 1988). As Petruzzellis et al. (2006) argued ‘Customers are satisfied when the service fits
their expectations, or very satisfied when the service is beyond their expectations, or
completely satisfied when they receive more than they expected. On the contrary, customers
are dissatisfied when the service is below their expectations, and when the negative gap is high

they tend to communicate the negative aspect’ (p.352).
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Nevertheless, other authors such as Oliver (1989), Cronin and Taylor (1992), Teams (1993),
Brown et al. (1993a, 1993b), Arnauld et al. (2002), and Firdaus (2006) recommend the use of
performance-based models, which follow direct disconfirmation techniques, and which
provide an absolute measure of service performance experience (perception only). One such

model is the SERVPERF model introduced in 1992 by Cronin and Taylor.

SERVPEREF uses vthe original SERVQUAL seven-point scale, but it measures only the service
: quality» éxperience. It is based on a similar framework as SERVQUAL but it measures the
customers’ perception only as an ‘attitude’, by claiming that customers’ expectations are
misleading (Cronin & Taylor, 1992). The relationship of those two methods can be
represented in a simplified equation as: SERVPERF = SERVQUAL with out service quality
expectations. SERVQUAL compares the perception of the service received with expectations,

while SERVFERF, uses only the perception for the measure service quality.

According to Cronin and Taylor (1992) the usage of direct measurement offers better validity
with the elimination of the difference score measurement. Cronin and Taylor (1992), in a
comparison of the SERVQUAL and SERVPERF results, claimed that SERVPERF
outperformed SERVQUAL. Yuksel and Rimmington (1998) stated that only performance is
the most reliable and valid measurement of satisfaction. In a response to the above claims,
Parasuraman et al. (1996), questioned the practical usefulness of SERVPERF. They stated that
managers are more interested in accurate identification of service shortfall than the precise

identification of service or accurate explanation of perceived variance of service quality. More
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specifically, SERVQUAL according to Parasuraman et al., SERVQUAL is more preferable

among managers who are interested in the use of a more practical diagnostic tool.

2.5.1 SERVQUAL

SERVQUAL is a two-part instrument, with 22 items measuring expectations of customers and
22 similarly worded items measuring perceptions or experiences of customers to measure
service quality. It is a multiple-item scale for measuring consumer perceptions of service
quality (Parasuraman et al., 1985, 1988, 1991a). SERVQUAL was designed as a diagnostic
instrument to assess where strengths and weaknesses of service lie within a business or
institution. The first part of the questionnaire asks customers to indicate the level of service
they would expect from an organisation. The second part asks customers to evaluate the service

performed by a specific service organisation.

In the developfnent of the original SERVQUAL instrument, the author took into consideration
the research outcome of Gronroos (1984) and Lehtinen and Lehtinen (1982). In the original
design of SERVQUAL instrument, Parasuraman et al. (1985) collected data from respondents in
five service categories (appliance repair and maintenance, retail banking, long distance
telephone, securities brokerage, and credit cards). In 1988, Parasuraman, et al. tested the service

quality model developed in 1985. The result was the development of the SERVQUAL.

In addition, the authors based the model on perceived quality and the definition given by

Zeithaml (1988) that ‘service quality is an overall evaluation similar to the attitude; related but
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not equivalent to satisfaction ... and results from a comparison of expectations with

perceptions of performance’ (p.15).

The final instrument was a result of several studies conducted over a period of years. The initial
process began with focus group interviews, conducted by Parasuraman et al. (1985). The
original SERVQUAL instrument reflected the criteria used by customers in assessing the
service quality fit of 10 dimensions: tangibles, reliability, responsiveness, communication,
credibility, security, competence, courtesy, understanding and knowing the customer, and
access. These critéria were established from their exploratory research, serviﬁg as the
foundation for the SERVQUAL instrument (Parasuraman et al., 1988). The development of the
final instrument resulted from numerous revisions and extensive use of factor analysis to
determine the five distinct dimensions of quality service as offered by Parasuraman et al. (1985,

1988, 1990, 1991b). The five dimensions are as follows:

1. Tangibles: The physical conditions of facilities, equipment, communication materials and
appearance of personnel.

2. Reliability: The ability to perform the promised service dependably, on time, and
accurately.

3. Responsiveness: The willingness to help customers, to deal effectively with complaints,
and to provide prompt service.

4. Assurance: The knowledge and courtesy of employees and their ability to inspire

trust and confidence.
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5. Empathy: The provision of individual attention, recognition, and care to customers.

Each of the five distinct dimensions is represented in the 22-item SERVQUAL scale. Three
dimensions, Tangibles, Responsiveness, and Assurance, have four items each, and the other two
dimensions, Reliability and Empathy, have five items each. The instrument also contains a
section designed to ascertain customers' assessment of the relative importance of the five

dimensions.

Based on these quaiity dimenéions, Parasuraman et al. (1988) developed a series of standard
questions/statements to measure the stated gaps and to what extent they exist respectively in a
given organisation. These questions/statements address different roles like customers (Gap 5),
management (Gapsl and 2) and service contact personnel (Gap 3 and 4). The standard
questionnaire firstly measures the respondent’s expectation of a service and then the actual
perception of the service delivered by the organisation. Since both expectations and
perceptions are measured using 22 parallel questions/statements, a total of 44
questions/statements are required. The use of a seven-point Likert scale with 7 indicating

‘strongly agree’ and 1 ‘strongly disagree’ is recommended for the measurement.

Parasuraman et al. (1988) tested the SERVQUAL instrument for reliability and validity,
through its application in five service organizations (banking, credit cards, product repairs,
insurance, and telephones). They have found SERVQUAL to be reliable, exhibiting high
internal consistency. More specifically, the research indicated reliability to be the most critical

dimension, regardless of the service being studied. The authors claimed that the five dimensions
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of service quality as determined by the results of factor analysis appeared to be fairly consistent
across their studies resulting in a scale reliability of approximately .90. By examining the extent
to which the items represented the construct’s domain the SERVQUAL instrument was judged
to have content validity. Convergent validity was investigated by contrasting SERVQUAL
scores to responses to a question about overall service quality ratings while high regression

scores supported the authors’ claims for construct validity (Parasuraman et al., 1991c).

Zeithaml et al., in 1993 have introduced significant changes to the SERVQUAL instrument.
The introduced changes have taken in consideration some of the issues that had reflected a
lack of consensus between the authors and other researchers in the understanding of customer
service quality and customer satisfaction. Zeithaml et al. have expanded the SERVQUAL
model to include the relationship among customer service expectation, service level
antecedents, perceived service, service quality, customer satisfaction, and other relevant
parameters. More specifically, they extended the Gap 5 concept labelling it the zone of
tolerance. In this case, the customer expectancy of service quality is measured in two levels,

namely:

1. Desired Service: The level of service representing a combination of what customers
believe can be and should be provided
2. Adequate Service: The minimum level of service customers are willing to accept

during the process of service delivery
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2511 Criticism of SERVQUAL

The perception of service quality has been studied extensively during the past few decades, with
most studies based on the disconfirmation paradigm (Seth et al., 2005). However, despite its
popularity, widespread application and numerous citations in service quality related literature,

SERVQUAL has been subject to a number of both theoretical and operational criticisms.

A number of researchers have questioned the necessity of measuring customer expectations
(Cronin & Taylor, 1992; Brown et al., (1993), Teas (1993); Buttle, 1996; Yuksel & Remington,
1998; Arnauld et al., 2002). They have questioned the definition of service quality as the gap
between customers' expectations and perceptions and have raised questions about SERVQUAL
as a two-part instrument for measuring service quality. They have also questioned the use of
difference scores, and more particularly the use of expectations as a comparison standard in
measuring service quality. Cronin and Taylor (1992) compare these expectation-perception
gaps versus perception only, through the introduction and use of the SERVPERF instrument and
claimed that measurement of service performance alone is sufficient for the measurement of
service quality. In addition, according to Cronin and Taylor (1992; 1994) SERVQUAL is
paradigmatically flawed because of its weak adoption of the disconfirmation model. They
criticize Parasuraman et al. for their hesitation to define service quality in an attitudinal terms
despite the fact that Parasuraman et al. (1998) had claimed that service quality was similar in

many ways to an attitude.

Some of the researchers debate whether the dimensions of the SERVQUAL instrument are

consistent across industries (Babakus & Boller, 1992; Cronin & Taylor, 1992; Teas, 1993).

54



Carman (1990) after testing the generic qualities of the SERVQUAL instrument in three service
settings (a type of retailer, a business school placement centre, and a dental school patient clinic)
suggested that SERVQUAL needed to be customized to the specific service and that more
replication and testing of the SERVQUAL dimensions and measures are needed before accepting
it as a valid generic measure of perceived service quality. Carman found that SERVQUAL was
consistent in many areas but needed some changes when adapting the instrument to a particular
setting. More specifically, Carman found that only Tangible, Reliability, and Security dimensions
were present in all three different service settings, and that Responsiveness and Empathy
dimensions were relatively weak in some of the settings. Finally, Carman argued that the five
dimensions are not generic and that users of these scales should add items on new factors such as

the original ten dimensions.

Validity problems in relation to the measurement of expectation and the practicalities of
administrating the instrument have also been raised in relation to the SERVQUAL instrument. It
has been questioned whether it is practical to ask consumers about their expectation of a service
immediately before consumption and their perception of performance immediately after the
service as the expectations with which the consumer will compare their experience may be
altered as a result of the service experience (Gronroos, 2000). It has also been suggested by
Grénroos that. expectations may not be clear enough in a consumer’s mind to act as a suitable
benchmark against which perceptions can be compared, and that expectations are something that
can be biased by previous service encounters. However, Gronroos admitted that theoretically, a
comparison of expectations and experiences makes sense, because expectations influence the

consumer’s perception of the quality of service.
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Brown et al. (1993) administered two surveys using a difference score questionnaire and a non-
difference score questionnaire in the business courses of a single university. The study revealed
three instances where the use of difference scores to measure service quality could lead to
psychometric problems: reliability, discriminant validity, and errors induced by variance
restriction. According to Brown et al. the problems occur because a measure with low reliability
may posses discriminant validity simply because it is unreliable. Similarly, the study revealed
that variance restriction takes place when expectation component scores used to calculate the

difference score is consistently higher than the experience component.

‘Buttle (1996) raises the issue of ‘socially acceptable’ answers and the problem that respondents
may record high expectations because they believe this is what the researcher wants to hear.
Further to that, Clow and Vorhies (1993) argue that when expectation and experience
evaluation are measured simultaneously, respondents will indicate that their expectations are
greater than they actually were before the service encounter. Similarly, Babakus and Boller
(1992) have also found that the dominant contributor to the gap scores was the perception score

because of a generalized response tendency to rate expectation higher.

Furthermore, Babakus and Boller (1992) have suggested that the instrument needs better wording
for some of the scale items, while Lewis (1993) has criticised the SERVQUAL suggested scale
for its lack of verbal labelling for points two to six. Lewis believes that the absence of the mid
point label might cause confusion to respondents who might interpret it as ‘don’t know’ or ‘do

not understand.’
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25.1.2 Responses to Criticisms of SERVQUAL

In response to criticism of the SERVQUAL model, Parasuraman et al. published various articles
with the intention to respond to the objections and raised concerns regarding the appropriateness

of the SERVQUAL instrument.

In response to Cronin and Taylor's (1992) claims related to the value of expectation
measurement, Parasuraman et al. (1994a, 1994b) defended their initial position, maintaining that
their previous research work (1985, 1988) and the existing service quality literature had provided
strong backing for defining service quality as the discrepancy between customers' expectations
and perceptions. In addition, Parasuraman et al. referred to the conceptual work in the service
quality literature presented by Gronroos (1988); this supported the disconfirmation of the
expectations conceptualisation of service quality and their work (Parasuraman et al., 1985;
1988) concerning the importance of the gap analysis in determining overall service quality. In
turn, Parasuraman et al. stated that Cronin and Taylor’s work does not justify their claim that the

disconfirmation paradigm is flawed.

Parasuraman et al. (1991c¢) responded to Carman's (1990) criticism of SERVQUAL questioning
the universal applicability of the instrument across all service industries by arguing that the
SERVQUAL items represent core evaluation criteria for the measurement of service quality.
However, Parasuraman et al. agreed that the individual SERVQUAL items should be viewed as
a basic framework for assessing service quality and that content-specific items should
supplement when appropriate. More specifically the SERVQUAL model, according to

Parasuraman et al. (1994a), provides a basic skeleton through its expectation and perception
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format, encompassing statements for each of the five-quality dimensions. According to the
authors, the core of the instrument when necessary can be adapted or supplemented to fit the
characteristics of the specific research needs of a particular organisation. They have also
suggested that the wording of the questions needs to be tailored to the specific service

application, using terminology with which respondents can identify (Parasuraman et al., 1991c).

Parasuraman et al. (1994a, 1994b) a‘cknowledged also that they had re-examined and amended
their views about the relationship between customer satisfaction and service quality after taking
in to consideration research work and related litérature that presented service quality perception
as an antecedent of customer satisfaction. They have also rejected vCronin and Taylor's claim

that a performance-based measure such as SERVPEREF is superior to the SERVQUAL measure.

Brown et al. (1993) in their criticism, they have addressed the issue of psychometric concerns
about the SERVQUAL conceptualisation. Parasuraman et al. (1993) rejected the claims of
Brown et al. concerning high correlation and low reliability of the SERVQUAL instrument.
They have stated that this claim does not create serious threats, because the construct being
manipulated is an expectation minus perception difference score. In reality, the studies of both
research groups, Parasuraman et al. and Brown et al., actually indicated a rather moderate
correlation between the SERVQUAL's experience and perception measurements. Regarding the
issue of the reliability of the SERVQUAL instrument, Parasuraman et al., revealed that the
Brown et al. investigation showed very strong reliability for both components of SERVQUAL
(0.94 for expectations and 0.96 for perceptions). Regarding the issue of inflated discriminant

validity because of low reliability, Parasuraman et al rejected the claim by indicating that the
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reliability of the SERVQUAL instrument has been shown to be consistently high in many
studies. They acknowledged, however, the concerns related to the variance restriction, since
there are higher mean values and low standard deviations for the expectation component of
SERVQUAL relative to the perception component. According to Parasuraman et al., this concern
has limited relevance, notably if the gap scores are used only for diagnostic purposes. In
addition, Arambewela and Hall (2006) stated that the practical application of the measurement
approach is the major strength of the SERVQUAL instrument over other measures.
Furthermore, the instrument has practical implications for organisations, frying to improve the

global perception of their service quality (Furrer et al., 2000).

Despite a great deal of criticism addressed on theoretical and operational grounds, SERVQUAL
has been successfully used in many different settings around the world and for different types of
service organisations. Since its introduction, SERVQUAL has been widely acclaimed as a major

contribution to academic and expressly, marketing research literature (Furrer et al., 2000).

2.5.2 Applications and Extensions of SERVQUAL

Although SERVQUAL is far from being generally accepted by academics, it has been adapted
to measure service quality in a variety of settings — probably more than any other service
quality measurement method. The growing popularity of the SERVQUAL instrument can be
seen by the diversity of its application in research pursuits ranging from service quality
assessment, competitor analysis, and segmentation to customer profiling, covering both the

services and manufacturing industries (Furrer et al., 2000).
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Other than the educational setting, SERVQUAL has been tested and used to measure service
quality in various contexts. Published studies using the SERVQUAL model include:
" o Hospitality (Gabbie & O’Neill, 1996; Ingram & Daskalakis, 1999; Dean & White,
1999; Juwaheer 2004; Olorunniwo, 2006)
e Banking (Angur et al., 1999; Avckiran, 1999; Lassar et al., 2000; Newman, 2001; Zhu
et al., 2002; Yaras et al., 2004)
e Healthcare (Andaleeb, 1998; Hoxley, 2000; Hasin et al., 2001; Wong, 2002; Curry &
Sinclair, 2002; Mostafa, 2004; Wisnieswski & Wisnieswski, 2005; Lim & Tang, 2006)
o  Professional services (Phillip & Hazlett, 2001)
e Public services (Wisniewski, 2001; Brysland & Curry, 2001; Orwig et al.,1997)
e Transportation (Durvasula et al., 1999; Sultan & Merlin, 2000; Frost & Kumar, 2001;
Huang et al., 2006)

e Telecommunication (Van der Wal et al., 2002)

In addition, the model has been used in many other organizational settings such as dental
services, car serving, accounting firms, architectural services and a variety of other industrial,
commercial and not for profit settings (Buttle, 1996). There are also a number of studies using
SERVQUAL, which address service-quality measurement in the business-to-business
marketing of services (Dracula & Mehta, 1999), in the field of internal service quality in the
internal supply chain of consumer-supplier relationships (Aunty & Long, 1999; Farmer et al.,

2001) as well as on front-line employees and support staff (Frost & Kumar, 2000).
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SERVQUAL has been successfully adapted in different service settings. Research on the
extension of the SERVQUAL scale has been successfully undertaken resulting in variations of
SERVQUAL either dedicated to a distinct type of organisation or to a certain kind of
organisational setting. An extension constructed for a distinct type of organisation is the
Banking Service Quality (BSQ) measure (Bahia & Nantel, 2000) which has been designed to

measure service quality in banking.

The Association of Research Libraries (ARL) has also used the SERVQUAL instrument for
the development of LibQUAL. More than 500 libraries have participated in LibQUAL,
including public libraries as well as those found in colleges and universities; it has been used
in libraries of law and health sciences. LibQUAL has expanded internationally, with
participating institutions in Canada, the U.K., and Europe (www.libqual.org - Searched

2006).

Frost et al. (2000) explores the extent to which the construct of service quality plays a part in
an internal marketing setting. A conceptual model known as the ‘Internal Service Quality
Model — INTSERVQUAL’ was designed based on the original gap model developed by
Parasuraman et al. (1985). The model evaluates the dimensions, and their relationships, that
determine service quality among Singapore Airline internal customers — front-line staff — and

internal suppliers — support staff.
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2.6 Measuring Service Quality in Higher Education

Much of the published work on service quality aspects of higher education has concentrated on
creating and implementing new and innovative academic programs to improve course content
and teaching methodology (Joseph, et al., 1999; O’Neill, 2003). However, the increasingly
competitive environment has forced many higher education institutions to becoming
increasingly more responsive to the student needs and, as a result, it is not surprising that the

quality of services being offered has begun to receive attention (O’Neill, 2003).

Researchers concerned with measuring service quality in the higher education sector have
carried out both qualitative and quantitative studies, some using focus groups to identify
attributes before developing and administrating a quantitative instrument. A number of these

researchers have sought to adopt on, or adapt, the SERVQUAL model.

Boulding et al. (1993) have used a research instrument, containing 36 items to study expectations
and perceptions associated with the delivery of services in an educational setting. After assessing
students' behavioural intentions, the study concluded that the higher the students' perceptions of
a university's overall service quality, the more likely these students would be to recommend their
school to others. It was also found that high student expectations of what a university will provide
during future service encounters leads to higher perceptions of quality after the student is exposed

to the actual service.
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Schwantz (1996) used a modified SERVQUAL instrument to compare the views of two age
groups of students concerning the service quality at Texas Tech University. The traditional
(ages 24 and under) and non-traditional students (ages 25 and over). The respondents, were
asked to compare service quality (expected and received) from support staff with that from
faculty. The study indicated that there is no significant difference in the expectations or
perceptions of traditional versus non-traditional students, or in students' expectations of support

staff versus faculty.

Hampton (1993) designed a research instrument based on SERVQUAL to research college
student satisfaction with professional service quality; and then épplied this methodology to
examine students' perceptions of service delivery. Hampton's questionnaire contained 45
attributes which were grouped in‘seven dimensions (a) quality of education here (b) teaching (c)
social life-personal (d) social life-campus (e) campus facilities (f) effort to pass courses and (g)
student advising. The questionnaire also contained one question on overall satisfaction. The
study suggested that the gap between customer perception and expectation is the general
definition of consumer satisfaction and that perhaps university education is one of those services
in which satisfaction and service quality are one and the same. Hampton found a negative
correlation between the gap scores and overall satisfaction, which supported the hypothesis that
as the gap increases, overall satisfaction decreases. The research results indicated also that there
is a significant relationship between students' perceptual gaps and their evaluation of service
quality, and that expectation/experience gaps could be a measure of service quality for the

professional services delivered by institutions of higher education.
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Kearney and Kearney (1994) used the gap analysis to study how the gap between transfer
student expectations and perceptions were related, using an initial and a follow-up
investigation. The objective of the study was to explore how the gaps (assessed at two different
times), students' initial expectation (1989 survey), and later perception (1993 survey) were
related to persistence and graduation. Kearney and Kearney (1994) found that there were large
gaps between the experiences and initial expectations of multiple transfer students. The students
were particularly dissatisfied with the university's academic characteristics, which had been the
most important factors to them when they coming to the school. Based on this finding, the
authors, suggested that higher education institutions must take steps to influence student

expectations by improving their communication with newly admitted students.

DiDomenico and Bonnkici (1996) conducted a study based on a gap analysis method using
Parasuraman’s et al. (1985) 10 original service dimensions: responsiveness, reliability,
tangibles, communication, competence, access, credibility, courtesy, understanding and knowing
the customer, and security. The student asked respondents to compare the level of current
service provided to an ideal level of service. DiDomenico and Bonnicci (1996) reported
differences between the expectation and perception scores as a gap score. The research results
indicated that Tangibility was the only dimension that surpassed students' expectations. All the
other variables scored in the negative. The lowest scores were for Reliability, followed by
Responsiveness and Competence. The study concluded that offering outstanding service quality,
as perceived by the customer, could create a competitive advantage. In order to achieve and
maintain this competitive advantage, higher education institutions must first determine where

they stand in the eyes of the students. High tuition cost, made students increasingly critical about
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what they are receiving for is money. The author suggested that in order for any institution to
overcome the intense competition within higher education, academic institutions need to not only
provide better service to the students but also systematically evaluate the quality of services

offered.

Kerlin (2000) conceptualised student satisfaction with the service processes of selected student
educational support services at Everett Community College, using the SERVQUAL
instrument (22-item survey). The study was designed to examine five specific student and
academic support service areas: registration, financial aid, counselling, career planning and
library services. The results suggested a significant difference between genders with female
respondents having higher mean expectation than males. The author has also indicated that
the competition among academic institutions is increasing their desire to deliver high quality
service in order to attract and retain students. Some variables, which can influence service
quality and may affect satisfaction are accessible and prompt service, knowledgeable
assistance and personal attention. Satisfaction may influence a student's desire to attend,
retention, and word-of month recommendations. Academic institutions according to Kerlin,
need to take advantage of the SERVQUAL and its ability to offer a targeted method of
identifying areas that can improve student satisfaction. In addition, Kerlin argues that the
systematic measurement of service quality would be helpful to higher education institutions; it
would aid in building a database and reference points about student satisfaction with service
quality in their efforts to be accountable for the effectiveness of their services. This is

especially true for private universities.
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Ruby (1998) researched student satisfaction at a group of ten Midwestern Christian colleges
by examining various student support services, namely academic records, admissions, career
services and financial aid. He found that students evaluate service quality differently
depending on the department to which they belong. Females have a tendency to both expect
and perceive higher levels of service quality than males. However, a reasonable relationship

between satisfaction and commitment to the institution was established.

Anderson and Zwelling (1996) conducted a study separately across four clinics at the
University of Houston medical school. The researchers used a revised SERVQUAL
instrument in order to identify which areas in these clinics were in need of improvement in
terms of customer perceptions of service quality. When the results were compared, the
researchers were able to identify that significant differences existed in customer expectations
in ten of the fifteen items, but a significant difference in perceptions surfaced in only one of
the items when the four clinics were compared. They were also able to identify that of the five
attributes of the SERVQUAL scale, one dimension, Reliability, was the most important one
across all four clinics. Although all four clinics scored similarly on perceptions of service
quality, due to the size of the gap measured between expectations and perceptions at some of
the clinics, customers from these clinics could be classified as dissatisfied customers.
Therefore, the role of expectations in influencing customer levels of satisfaction and
dissatisfaction cannot be disregarded when measuring service quality across a number of

different sites.
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Anderson (1995) used a revised SERVQUAL instrument to evaluate student perceptions of
service quality in an academic advising office at the University of Houston. It was a two-stage
research with the first one to take place prior to the implementation of a total quality
management program and the second one to take place after its implementation. For the
research instrument, only 16 out of the 22 statements were used because some of the
statements were not applicable to the nature of the service offered. The expectation section of
the instrument was administered before obtaining a service, and the perception sections after
receiving the service. The gap analysis undertaken was designed to provide a benchmark
against which to compare the post implementation survey results. A comparison of the
benchmark survey with the follow-up survey indicated changes in both expectations and
perceptions. The research results indicated that the longer students were enrolled with the
institution, the lower the student’s expectations and perceptions regarding the quality of
service from the academic advising office. According to Anderson, the adaptation of the
specific SERVQUAL instrument gave management information with which to improve
services provided to students. In addition, the author suggested that the same study with the
same methodology and instrument should be repeated every year. This approach would give
managers the opportunity to document the effects of their efforts to improve the service

quality of the academic advising office.

Ham and Hayduk (2003) also used a SERVEQUAL instrument in order to analyse perceived
service quality and the significant correlation between service quality dimensions, customer
satisfaction and behavioural intention in two universities (private Southern Wesleyan

University and public Western Michigan University). According to the results of the study,
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there is no significant correlation between perceived service quality and gender, age or income
differences. In addition, the study has shown that although positive and negative correlations
exist between service quality, customer satisfaction and behavioural intentions, the responses
of subjects from public verse private academic institutions were similar. Ham and Hayduk
suggested that due to the competitive environment in today’s higher education setting,
changing demographics and the failure rate of universities, there are two options available for
the management of academic institutions. First, there is a need to change student perception
through freshman orientation sessions or a discussion at the beginning of the first class in each
course. The study has indicated that such practices can increase student satisfaction and
improve retention rate. The second option is to try to change the perception of faculty and
administrators through training, underscoring the influence that their behaviour and

involvement has on student perceived service quality, satisfaction, and behavioural intention.

Wolverton (1995) used a modified version of gap analysis for the needs of a qualitative study.
Wolverton's objective was the identification of gaps in organisational communication that
influence stakeholder expectations and perceptions of quality for an educational program of a
single university. The participants in the study were doctoral students, program faculty,
administrators, program graduates, prospective employers, and students in another university's
educational administration program. Wolverton's revised gap analysis model incorporated the
following six areas in the study: internal information, external information, vision, education
performance, communication, and quality. Wolverton found gaps in five areas of the
organisation's internal and external communications systems. Differences were in (a) student

expectations and faculty perceptions of student expectations (b) practitioner expectations,
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program faculty and administrator perceptions of practitioner expectations (c) administrator
expectations for the program and faculty perceptions of administrator expectations (d) the
education program students, faculty, and administrators would like to see delivered and each
group's perceptions of the program that is actually delivered and (e) the program and what is
communicated about the program. Finally, Wolverton concluded that the SERVQUAL model

potential lies in its use as a diagnostic tool.

Arambewela and Hall (2006) investigated the relationship between SERVQUAL dimensions
of Reliability, Responsiveness, Assurance, Empathy and Tangible, country of origin and
satisfaction among four groups of postgraduate business students from four Asia countries
(China, India, Indonesia, and Thailand) studying in five different universities in Victoria,
Australia. The findings indicated significant differences between country of origin and student
satisfaction. More specifically the study revealed that all SERVQUAL dimensions have an
impact on student satisfaction, though there were variances in the impact of each dimension,
with the Tangible dimension being the most significant in forming satisfaction among all
groups of students. According to the authors one of the major challenges faced by universities,
is the increasing diversity of overseas students originating from variety of countries. The
findings of this study are therefore useful for educational institutions in developing of a

segmented approach in targeting services to students from different countries.
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2.7 Managerial Implications and Practical Use

This study can contribute to the academic theory of service quality, customer satisfaction and
behaviour intentions, and at the same time may serve as a guide for management in higher
educational settings in their efforts to evaluate service quality and student satisfaction

problems.

According to Parasuraman et al., the SERVQUAL instrument can be adapted to any service
organisation after customising it to the organisational setting. Additionally, the service quality
gaps will help the managers (academic and administrators) of the college to diagnose where
performance improvements can best be targeted. The largest negative gaps combined with
assessment of where expectations are highest give an indication which service areas require
improvement. Moreover, the gap analysis model should guide management to discover
quality problems and find appropriate ways to close service gaps, conspicuously the

perceived service quality gap.
2.8 Summary

The empirical study of service quality has emerged from the disconfirmation paradigm (Oliver,
1977, 1989; Churchill & Surprenant, 1982) and the model of perceived service quality defined
and developed by Parasuraman et al. (1985, 1988). Providing quality service is considered an
essential strategy for success in today’s competitive environment. Research done using

customer perspective is essential for organisations that want to remain or become consumer
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oriented. The competitiveness and the complexity of the education market locally and
internationally fuel the need for investigating service quality and student satisfaction.
Especially since students participate in producing the service, thereby affecting the performance

and quality of the final service (Zeithaml et al.,1990).

The research studies and other related literature reviewed in this chapter, indicated strong
evidence supporting that SERVQUAL is an appropriate instrument, which, with appropriate
modifications and adaptations can successfully evaluate service quality. Inherent within the
SERVQUAL model is the notion that the use of expectation minus perception gaps will
appropriately identify service areas, which require improvement. In addition, the researcher
recognises that the gap analysis methodology can be a useful diagnostic tool in efforts to understand

service quality, customer (student) satisfaction, and customer behavioural.

Chapter Three presents the research questions and discusses research methodology, issues such as

survey and sampling design, the development of the research instrument, and its reliability.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.0 Introduction

The literature review chapter identified and critically evaluated methodologies, models, and
instruments in the field of service quality, customer satisfaction, and behavioural intention. The aim
behind this thorough review of the literature was to avoid inappropriate methods and invalid

practices, which could lead to poor data collection and/or inability to answer the research questions.

Utilising the SERVQUAL instrument, this project examines undergraduate students perceptions of
the quality of services offered at Cyprus College by determining if gaps existed in the students’
expectations versus the perceptions of their actual experiences with the quality of college services
delivered. Further, the project was designed to investigate the relationship between service quality,
satisfaction and behavioural intention. Service quality literature indicates that there is a positive
relationship between customer satisfaction and customer retention. This same phenomenon could

be a factor in college student retention and loyalty behaviour.

3.1 Research Design

The methodology adopted was based on a triangulation framework. Triangulation combines

several research methodologies to study a single phenomenon. This methodology has been
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used extensively for many years in the area of social and behavioural sciences (Denzin, 1978;

Pelto & Pelto, 1978).

The rationale behind the adoption of triangulation foi the purpose of this project lies in the
incapacity of any single approach or conceptual and methodological framework to adequately

explain/analyse the theoretically complex phenomenon of service quality.

As Dreher and Hayes (1993) postulated, the combination of empirical and theoretical
paradigm, enables the researcher to ‘zero in’ on the information sought. This, in turn, increases
the researcher’s confidence in the findings, and reduces problems of bias and validity (Jack &

Raturi, 2006).

Thus for the purposes of this project, in addition to the extensive review of the existing
relevant literature, the following empirical and methodological paradigms were also

examined:

a.) The methodological/empirical framework of SERVQUAL (Parasuraman et al., 1988).

b.) The conceptual paradigms as proposed by Gronroos (1984, 1990) and Parasuraman et
al. (1985, 1988, 1991, 1993, 1994).

c.) The 13-item scale developed for service oriented organisations by Zeithaml et al.
(1996), the emotion scale developed by Liljander and Strandvik (1997), and the

emotion scale adopted in a higher education setting by White and Yu (2005).
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d.) A panel discussion/focus group with the participation of selected administrative and
academic managers of Cyprus College (exploratory research) and the formation of a
committee for the examination of results as well as the development of
recommendations and implementation strategies.

e.) Design and implementation of a survey (including research design, research questions,
sampling frame and methods, data collection, operationalisation of variables, validity

and reliability testing, and data analysis).

For the purpose of this study, a quantitative research methodology was build from current literature
using SERVQUAL for the evaluation of services in higher education settings. Moreover, the
systematic collection of data using the same research methodology and survey instruments allows
management to compare findings and measure the success or failure of implemented policies and

procedures (Mark et al., 2003).

The findings produced will provide an initial analysis of student satisfaction and lay the
groundwork for a more systematic measurement of student satisfaction with the service quality
offered at Cyprus College on an annual basis. The ultimate goal, however is the management
(administrative and academic) of the college to use these findings to improve existing policies or

introduce new policies and practices, improving the quality of services offered to students.

3.2 Research Questions

Parasuraman et al. (1988, 1991b, 1991c) contend that SERVQUAL indicates where the positive or

negative gaps in customer satisfaction lie, thereby assisting managers to identify the strengths and
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weaknesses of their organisations and services and to take corrective actions accordingly. A set of

research questions directed towards such a strategy include the following:

1.

Are there any gaps between student expectations of service and their perceptions of
service quality performance?

Are there significant differences in student expectations of service quality based on
gender, number of years at Cyprus College, and nationality?

Are there significant differences in student perceptions of service quality based on

- gender, number of years at Cyprus College, and nationality?

Are there significant differences in the gaps between expectations and perceptions of
service quality based on gender, number of years at Cyprus College, and nationality?
What is the relationship between service quality, student satisfaction and student

behavioural intention?

The analysis will take in to consideration the following key statements related to behavioural

outcomes included in the developed survey instrument: Say positive things about the college,

recommend the college to someone who seeks their advice, encourage friends and relatives to

consider the college for their educational needs, continue their studies at the college even if

they had to pay higher tuition, transfer to another college if they experience problems, and

complain to college employees and/or external agencies if they experience problems with the

college. The formulation and the investigation of the last research question is based on the

relevant published work of Parasuraman et al. (1994), Zeithaml et al. (1996), Liljander and

Strandvik (1997), Yu and Dean (2001) and White and Yu (2005).
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3.3 Population and Sample

The population consisted of undergraduate students registered for Diplomas (two-year study)
and Baccalaureate (four-year study) degree who had completed at least one semester/term
(students who were admitted and registered at the college during or before the Spring
semester/term of 2006) at Cyprus College. The intention was to include in the survey research
subjects with sufficient knowledge and exposure/experience to/with the different college

services offered.

The following group of undergraduate students were excluded from the sample population and

did not complete the survey:

Students who:

1. Were registered in their first semester of their programme or

2. Had been given advanced standing (transfer students) and were in the programme for
the first time.

3. Were registered as part-time and were not pursuing a degree.

4. Were registered in non-academic degree programmes (two-year and three-year
professional degree programmes and students who were registered for external
qualifications — Association of Certified and Chartered Accountants and Certified
Accounting Technicians).

5. Were registered only for intensive English language courses (International students).
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6. Were full-time employees or whose parents were full time employees of the College at

the time of the survey.

The total number of students qualified to be surveyed was 1,389. The sample size for the study
consisted of 434 students (451 surveys were collected but 17 of them were found to be incomplete
and/or unsuitable for use by the researcher), which represents 31.4% of the population. It should be
noted that the whole process was designed to ensure the representativeness of the results. The level
of certainty (confidence level) that was decided to be adopted for the purpose of this study was at
95%. Furthermore, the sample that was selected for the purpdse of the survey provided a + 3.9%

confidence interval.

In order to achieve a representative sample, the researcher created subsets (groups of classes)
which included classes offered throughout the day-morning, afternoon and night, different
days of the week and in a variety of course subjects and levels (e.g. first year, second year
courses, etc.). The questionnaires were distributed to students during the beginning of the class
period to control (reduce) the influence of past experience on formulating expectations
(Zeithaml et al., 1993). The survey took place five weeks after the beginning of classes (during
the second week of November 2006). This particular time period was selected to ensure that
students had been sufficiently exposed to the different services offered to them prior to the

survey.
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For the administration of the survey, five experienced researchers/interviewers were picked
and appropriately trained and supervised by the researcher. All five of them were highly

qualified and experienced members of the Cyprus College Research Centre.

Taking into consideration the nature and objectives of the study, as well as the selection
criteria of the sample, the researcher chose the one stage cluster sampling method as the most
appropriate strategy. More specifically, the following steps recommended by Zikmund et al.
(2003) were followed. First, the population was divided into mutually exclusive and exhaustive
subsets (offered courses). Second, a random sample of the subsets was selected. Then all of the
population elements in the selected subsets for the sample were used (all students attending the

selected courses were surveyed once).

Cluster sampling methodology in education is normally used when not all the members of the
selected population are able to participate. One weakness of the particular sampling method is that
commonly used inferential statistics to prove or disprove hypotheses may not be appropriate for
analysing data (Suskie, 1997). Since it was not a goal to use inferential statistics, this drawback

does not create any serious consideration.

To eliminate the possibility of obtaining duplicate data, or to avoid including students, who
were not part of the defined population, detailed instructions were followed before the
distribution of the questionnaire while students not qualifying were marked in the class roster

and asked not to complete the questionnaire.
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Given probable duplications of students in classes, student absences on the days the survey was
administered, the number of students who were not qualified to be part of the population, and
possible non-participation of some students, it was estimated that 750 seats (registered students)
were needed to form the sample frame in order to collect at least 450 completed surveys. With an

average class size of 23, it was calculated that 34 classes would be singled out to participate.

The eligible classes numbered 443. Following cluster sampling methodology, each class was
listed using its code in alphabetical order, numbered, and a random number was used to select
34 classes. The enrolment at that time in those classes yielded a total of 782 seats. Out of the
782 seats, 143 of them were eliminated because some students did not qualify to be part of the

population or their names appeared more than once in the rosters of the selected courses.

3.4 Development of the Research Instrument

In this study, the intention was to identify the gap between expectations and perceptions of
service quality as well as to measure student satisfaction and student behavioural intention

through the use of the survey.

A self-administrated questionnaire was used in this study to measure students’ expectations and
perceptions of service quality at Cyprus College (see Appendix C). The instrument’s first page
included information on the purpose of the study and instructions for its completion. Because the
questionnaire was ‘anonymous, respondents felt reassured that their responses would be kept

confidential. The questionnaire was divided in five sections.
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The survey instrument used in this study is an adapted version of the SERVQUAL survey, which
includes twenty-two items that measure five dimensions of service quality on a five-point Likert-
type scale. The format of the survey instrument is adapted from that used by Ruby (1996) and
Kerlin (2000). The questionnaire can be found in Appendix C. The SERVQUAL authors have not
restricted the use of the instrument, but on the contrary, they have suggested modifications in order
to reflect the service being evaluated without affecting the reliability and validity of the instrument
(Parasuraman et al., 1988; Parasuraman et al., 1991c). For example, modifications included the
addition of the name of thé institution and the use of the word ‘student’ instead of ‘customer’ in

the items.

A panel was formed consisting of the Deans of the three Schools, the Directors of Planning
and Development (representing the offices of the Registrar and the Bursar), and
representatives from Admissions, Student Affairs, and Management Information System as
well as a senior researcher from the College Research Centre to review the original 22
SERVQUAL items; They also suggested revisions, both in terms of content and design, that
were more appropriate for an educational environment. The panel members met twice and
recommended several revisions consistent with those of Parasuraman’s et al. (1988) regarding
modifications to SERVQUAL after reviewing and discussing the research objectives and the
proposed research instrument. The panel also evaluated the survey instrument for content and

face validity.
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The panel members were selected to take part for three basic reasons. Firstly, because of their
experience and involvement in the services offered to students, secondly because the findings
can be a valuable source of information for their respective departments, and thirdly this

collective decision making approach could eliminate any form of insider researcher bias.

The questionnaire used consisted of five parts; each part was designed (in respective order):
1. to measure respondent’s expectations
2. measure respondent’s perceptions
3. to rate the overall service quality and satisfaction
4. to measure student’s behavioural intention, and

5. to collect information about the profile of the respondents.

Part one and two of the questionnaire consisted of two sets of 22 statements. The first part
was constructed to measure the respondents’ service expectation and the second perception.
The intention was to measure the perceived service quality, which is the gap between
expectations and perceptions of service quality received based on the five dimensions
developed in the Service Quality Gaps Model. The five dimensions include reliability
(statements 4, 9, 11, 14, and 16), responsiveness (statements 1, 8, 10, and 15), assurance
(statements 2, 12, 13, and 22), empathy (statements 3, 5, 7, 18, and 20), and tangibles

(statements 6, 17, 19, and 21).

The two sets of statements were designed to produce separate ratings of expectation and

perceived service. The researcher did not use a two-column format but chose to measure
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expectation and perception separately using two different pages. The researcher took in to
consideration the suggestion of Clow and Vorhies (1993). These authors indicated that when
expectation and experience evaluation are measured simultaneously, respondents tend to

indicate that their expectations are greater than they actually were before the service encounter.

The survey required calculating disconfirmation scores between expectation and perception
levels of service using labelled five-point balanced scale. In order to reduce respondent
confusion and frustration and increase response rate, the researcher opted for the five- point
rather than the seven-point scale after reviewing the findings of the pilot study and the
recommendations of Babakus and Mangold (1992). The use of the simplified scale also
allowed the researcher to use verbal labelling for all points of the scale, something not done
in the original instrument. This omission has been criticized by Lewis (1993) who also
believes that absence of label, notably at the mid point, might be interpreted as ‘don’t know’

or ‘do not understand’.

The five-point scale used to measure respondents expectations of the quality of services
available was labelled as follows: ‘very unimportant’ (1), ‘unimportant’ (2), ‘neither
unimportant nor important’ (3), ‘important’ (4), and ‘very important’ (5). For measuring
student’s perception of the provided services, a five-point balanced scale was also applied.
The labels in this case were as follows: ‘very dissatisfied’ (1), ‘dissatisfied’ (2), ‘neither
dissatisfied nor satisfied’ (3), ‘satisfied’ (4), and ‘very satisfied’ (5). For all the scales used in
the survey instrument response ‘do not know/no answer’ (6) was allowed despite the fact that

such answers offer no value to the research since they are excluded from the analysis.
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However, the use of such an option gives the opportunity to the respondents to avoid
answering questions, which do not represent their true knowledge. In some cases
questionnaires remain uncompleted by respondents who feel that they are being forced to

choose an answer that they do not want to give (Creative Research Systems, 2003).

In part three of the questionnaire, respondents were asked to rate the overall quality of
service provided by Cyprus College and also to indicate their level of
satisfaction/dissatisfaction with the provided service. In the first instance, a 5-point scale was
used with labelling ‘very poor’ (1), ‘poor’ (2), ‘neither poor nor good’ (3), good.’ (4), and
‘very good” (5) where in the second instance a statement measuring students’ feelings toward
the college (student satisfaction/dissatisfaction) was measured using a 5-point scale but with
labels ‘very dissatisfied” (1), ‘dissatisfied’ (2), ‘neither dissatisfied nor satisfied’ (3),
‘satisfied’ (4), and ‘very satisfied’ (5). In both questions the respondents had again the option

of choosing not to answer or of stating their lack of knowledge (6).

In addition, part four of the questionnaire consists of nine statements/questions conceived to
assess students’ positive loyalty behavioural intentions and student complaints, which depend
on the students' general assessment and attitude toward perceived service quality and student
satisfaction/dissatisfaction. For this part of the questionnaire, the 13-item scale developed for
service-oriented organisations by Zeithaml et al. (1996) was taken in to account. The specific
13-item scale structure includes loyalty behavioural intention questions, which concern saying

positive things about the company, recommending the company to someone who seek advice,
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encouraging friends and relatives to use the company, considering the company as first choice

from which to buy services or doing more business with the company in the next few years.

The 11-item behavioural intention scale developed by White and Yu (2005) for a higher
institutional setting was also consulted. The scale consists of three positive emotion items,
four negative emotion items, and two other emotions, regret and disappointment. The scale
included statements, regarding student complaints (to other students, to external agencies, and

to college employees).

Once again, the panel discussed, evaluated and made recommendations on the set of variables.
Recommendations included wording changes on some of the statements used in the scale proposed by
White and Yu (2005) and incorporating in to the questionnaire 9 items from the proposed
behavioural intention scale (see Appendix C). It was agreed by the panel members that two of
items/statements, referring to tuition level changes should be left out because the college tuition is
regulated/by the Ministry of Education and Culture and any reference to it could cause confusion, and

possibly creating the impression that the college is planning a tuition increase.

In analysing behaviour intentions, subjects were required to respond to statements on a five-
point scale that ranged from ‘not likely at all’ (1) to ‘very likely’ (5). Points 2 to 4 also had
verbal tags (‘Highly unlikely’ (2), ‘neither unlikely nor likely’ (3), and ‘highly likely’ (4)). As

before, choice (6) gave option to choose not to answer or to state their lack of knowledge.
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Earlier consumer behaviour research practices were utilised to identify the demographic
variables needed to determine attitudes (Wells & Prensky, 1996). These were developed as
follows:
1. Gender was indicated by the respondent using a categorical question where male
was coded 1 and female was coded 2.
2. Mode of study was indicated by the respondent using a categorical question
where ‘Full time’ was coded 1, and ‘Part time’ was coded 2.
3. The student’s nationality was also classified using a categorical question
where ‘Cypriot student’ was coded 1, and ‘International student’ was coded 2.
4. The student's length of period completed at Cyprus College was indicated by the
respondent using a categorical question where ‘Less than one year’ was coded 1,
‘One year’ was coded 2, ‘Two years’ was coded 3, ‘Three years’ was coded 4, and

‘Four years or more’ was coded 5.

The language of the modified SERVQUAL instrument was English since it was directed to
both Cypriot and foreign students. Even though Cyprus College’s main language of instruction
is English and the defined population included only students who meet the college English
language proficiency admission criteria, the researcher believes that this is one of the
limitations of the study. It is a limitation because, for almost all of the respondents, English is

not their first language.
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3.5  Reliability and Validity of the Research Instrument

3.5.1 Reliability

Reliability is concerned with the consistency, accuracy and predictability of research findings.
The reliability of a measure refers to the extent to which the measurement process is free from
random error (Zickmund, 2003). In this study, Cronbach alpha (Cronbach, 1951) is adopted to
gauge the internal consistency of the measurement instrument. Internal consistency is an
indicator of how well the various items complement each other in their measurement of
different aspects of the same construct (Litwin, 1995). Hence Cronbach alpha is adopted in

this study to assess the reliability of the measurement.

In the SERVQUAL study and most subsequent replication studies, the Cronbach alpha
coefficient, an indicator of internal consistency reliability, have been over 0.7 (Asubonteng et
al., 1996), which is suggested by Nunnally (1978) as a minimum level of acceptance in social
science studies. For exploratory research, a general reliability of 0.50 — 0.60 is considered

sufficient (Nunnally, 1978).

Parasuraman, et al. (1988) reported reliability coefficients for the five dimensions of service
quality ranging from 0.72 for tangibles to 0.86 for empathy, with a total score of 0.92
reliability. Parasuraman, et al. (1991) also reported that other researchers found SERVQUAL
reliability coefficients ranging from 0.53 to 0.93. There is also an indication from cross-
cultural research that the scale may produce different Cronbach alpha when the same research

take place in more than one geographic setting. Ford et al. (1999) computed alphas for a
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QERVQUAL application in the higher education contexts of both New Zealand and the USA.
The New Zealand study produced lower Cronbach alpha (ranging from 0.683 to 0.851) in all

five dimensions compared to those in the USA (ranging from 0.705 to 0.889).

3.52 Validity

The validity of a measurement scale is the extent to which it is a true reflection of the
underlying variable that it is attempting to measure. Alternatively, validity is the extent to
which the scale fully captures all aspects of the construct to be measured. Validity is
concerned with the question: Are we measuring what we think we are measuring? Assessing
the validity of a measurement scale includes examining three different types: content validity,
predictive validity, and construct validity (Churchill, 1991; Nunnally, 1978). The current study
addressed content validity through literature review and the pilot study since content validity
is concerned with how well the scale or instrument represents the content of the property or

characteristics being measured (Churchill, 1991).

Previous research using SERVQUAL has reported acceptable validity (Babakus & Boiler,
1992; Carman, 1990). In addition, Caruana et al. (2000) after testing the validity of the
SERVQUAL instrument, concluded that respondents were generally capable of distinguishing

between desired and adequate types of expectation.
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3.6  Pilot Study

Questionnaire pre-testing/piloting offers many benefits, including the opportunity to experiment
with various approaches to a given quotation of statement, wording choices for clarity, and
understandability as well as examination of the content and the effect of different question
sequences. More importantly however, pre-testing can give potential insight into the existence of
position bias in either the questions or possible answers (Zikmund, 2003). Also following Suskie's
(1997) recommendations about the need for piloting survey research before the actual one takes
place, a draft of the adapted SERVQUAL survey was given to a volunteer group of eleven
students fifteen days prior to the actual administration of the survey. These eleven students were
volunteers recruited by the researcher. The group consisted of six female and five male students,
three of whom were foreign students. Besides, the group comprised students who had studied at the
college for at least one year. None of the participants were personally known to the researcher and

all were excluded from the actual survey.

After introducing the purpose and objectives of the study, the survey was introduced by the
researcher using a pre-written script. All volunteers then completed the survey within 20 minutes
and subsequent discussion was encouraged. Volunteers were asked to comment on wording,
format, clarity, and content. In order to acquire richer data from the volunteers the researcher
encouraged them to discuss some of their experiences at the college. This approach allowed the

researcher to gain some insights into their interpretation of service quality.

88



It was not the intention to use the volunteers as a focus group that would contribute data to the
study. Though some focus group strategies were followed in order to make effective use of the
pilot group, the typical outcomes of a focus group were not pursued. Nonetheless, the extended

discussion did result in some changes to the survey.

Based on the student comments, discussion and the researcher’s own perceptions of weaknesses
in the instrument, wording was refined in the instructions, and other minor wording changes in the

questionnaire were made for clarity purposes.

The eleven completed surveys from the pilot test were tallied to assure that the format of the
survey was conducive to efficient and effective data entry and analysis. As stated previously the

results were not included in this study.
3.7 Survey Administration and Data Collection

The college adopted the SERVQUAL survey and the study methodology as part of its goal to
systematically assess student satisfaction as well as to support the self-study report necessary for
the university application process (see Appendix D). The Dean of Academic Affairs has
approved the effort (see Appendix B). The college Research Centre (RC) and top management
(academic and administrative) assisted in reviewing and refining the instrument and the underlying

methodology of the study.
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Via email, the Dean of Academic Affairs informed all faculty members about the intention and
scope of the study. The faculty members were informed two weeks before the survey was
distributed that a number of courses would be selected and they would be asked to take class time
to assist in the administration of the survey. Once the classes were selected through the cluster
sampling methodology described, the appropriate number of surveys (matched to the class
enrolment) were prepared. Each questionnaire was accompanied by a cover letter, which
explained the purpose of the survey to the student, identified the expected time for completion
and assured the student of anonymity. The script, which was read by the researcher in class, also
assured the students of anonymity, and asked them not to complete the survey if they had already
done so in another class. Though the students were not explicitly informed that their participation
was voluntary, the language of the cover letter indicated that they were invited to participate and
cooperate. Neither a reward nor a penalty was offered to the student for completing or not

completing the survey.

The survey was administrated from November 6 to November 10, 2006. The intention was to
complete the survey within the shortest possible time period. Since the researcher was associated
with some of the services being assessed, all completed surveys were returned to an appointed

senior researcher of the RC to avoid the appearance of bias in data collection, editing and analysis.

After all the completed questionnaires were centrally edited for completeness and consistency, and

subsequently coded, a junior researcher at RC performed data entry. Each usable survey was

numbered and the data was entered with all responses linked to the number of the survey. After
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being cleaned from possible data entry mistakes the data was loaded into SPSS for processing

and analysis.

All responses were anonymous. Since no personal identification data, such as name or student
number, was marked on the surveys, the survey data was not linked to existing student records at

the college.

3.8  Data Analysis

SPSS (Statistical Package for the Social Sciences) was employed to perform the data analysis.

Several steps were taken to organize and analyse the data.

The first set of 22 questions, henceforth identified as ‘Expectations’, and the second set of 22
questions, henceforth identified as ‘Perceptions’, were analysed to determine the frequency and
means of the responses. Both the expectations set and the perceptions responses were broken into
two groups: those who rated a service on the 1-5 scale, and those with ‘do not know or no answer’
response; only the former group of responses were noted. The gap between expectations and

perceptions on each of the items was reviewed in terms of the most positive and most negative

gaps.

In preparation for the analysis of the second, third and fourth research questions, data were re-

grouped for gender, nationality, and number of years at the college.
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The following data analysis methods were used:

» Descriptive statistics: Standard descriptive statistics such as means, standard deviations and

variances were reported for all variables to analyse the data set. Ranges and frequency
distributions, and cross tabulations were used to assess the accuracy of data entry and for

the needs of the research questions all questions/statements included in the questionnaire.

»  QOne way analysis of variance (ANOVA): A one-way analysis of variance (ANOVA) was

conducted using each of these categories as the independent variable or factor and the
responses to expectations or perceptions as the dependent variable. An analysis was also
conducted using those categories as the independent variable or factor and the gap score as the
dependent variable. An analysis of variance compares the variance of means between groups to
that of the variance of means within groups in order to determine whether one mean differs
significantly from another. Significance at the .05 level was held to be creditable.

*  Regression analysis: The primary purpose of regression analysis was to determine the

importance weights indirectly (in the form of beta coefficients) by using unweighted or
‘raw’ scores, etc., as independent variables (perceived service quality and student
satisfaction/dissatisfaction influence on behavioural intentions).

*  Reliability analysis: Cronbach’s alphas were computed for each set of variables measuring

the same dimension to provide evidence of reliability. Reliability analysis was utilised for

expectation and perceptions of service quality.
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3.9 Ethical Considerations

A number of issues were considered when conducting this study in order to make the process
ethically sound. The participants in the study were informed of the purpose of the research
and their consent was obtained. The researcher has explained to the research participants
(students and management [both administrative and academic]) the purpose, aims, nature, and

duration of the proposed study.

In terms of confidentiality and participants’ anonymity both were fully secured. Furthermore,
the respondents participated in the survey voluntarily, and the use of self-administrated

questionnaire reduced the possibility of error or bias caused by the presence of the interviewer.

Moreover, experienced researchers were purposely selected to carry out the administration of
the survey and not the faculty teaching the selected courses in order to minimise any bias
which could have been caused due to their authority positions. Of course, it has to be
mentioned that students at Cyprus College assess each course they are registered for towards
the end of each semester/term. Therefore, the respondents were familiar with the instructions

and procedures required for the completion of a questionnaire.

In addition, the researcher obtained approval for conducting the study from the Dean of

Academic Affairs and followed the college’s research policy.

93



Beyond the factors already examined, the researcher was fully aware of the pros and cons
which could derive out of his current position within the College and his role as an insider
researcher. Robson (2002) classifies the insider researcher as someone who catries out a study

in their work setting.

According to Kvale (1995), with insider research, the concept of validity becomes problematic
because of the researcher’s involvement with the subject of the study. More specifically

someone may question the researcher’s objectivity and results may be distorted.

In order to overcome these weaknesses, the researcher had involved all the college’s
management in the process by asking them to participate in two panel discussions and in the
design of the research instrument. In addition, the data was collected by the RC of the college.
These precautions were taken by the researcher in order to overcome the question of

objectivity and distortion of results.

Conversely, there are also many cited advantages of insider research. Some argue that insiders
have knowledge to which the outsider is not privy (Rooney, 2004). In addition, Hockey (1993)
stated that the insider researcher has the ability to share the social world of the participants and
therefore is less likely to experience culture shock but on the contrary, the participants will
show understanding and appreciation. Hockey offers a further advantage for insider research,
namely that there is a possibility to enhance rapport with the research participants. Robson

(2002) on the other hand states that ‘over familiarity’ and ‘taken-for-granted-assumptions’ can
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lead to ‘thinking as usual’ and the replacement of truth with truism can easily take place.

These conditions might lead to the lack of objectivity.

Of course, the issue of objectivity is a challenging one for any researcher. Bell (1993) suggests
that seeking objectivity is an impossible goal and that the insider researcher must strive to
accomplish it. However, examining all factors - the researcher’s extensive experience with
quantitative research, the awareness through out this project of possible objectivity problem,
and the previously outlined detailed precautions taken - the researcher feels confident that

subjectivity has been overcome.

3.10 Summary

This chapter has provided a description of the research methodology and procedures that were
utilised in conducting the analysis of the collected data. In addition the chapter incorporated a
description of the methods and statistical techniques that were employed to ensure reliability and

validity of the survey instrument.

The methodological foundation followed generated a sufficient response for an analysis of the

research questions. Descriptive statistics and analysis of variance techniques will be used to

present the data in Chapter Four, and a discussion will follow in Chapter Five.
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CHAPTER FOUR

DATA ANALYSIS

4.0 Introduction

The results are discussed by first examining the demographic characteristics of the
respondents, the reliability of the survey, and then by analysing the data with respect to each of
the five research questions. Descriptive statistics are used to analyse the raw data, and a one-way
analysis of variance (ANOVA) is used to determine statistical significance between groups for
the first four research questions. Research question five was addressed using descriptive
statistics, the Pearson product moment correlation coefficient and simple linear regression

analysis.

41  Demographic Characteristics

The profile of the respondents is described in Table 4.1. The table also includes some
demographic indicators of Cyprus College’s actual student body, always within the
parameters of the defined population.

Fifty-four percent of the respondents indicated male gender and 46% female gender. This

compares very favourably with enrolment data drawn from the total defined population,

which indicates that 53% were male and 47% female.
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Twenty-five percent of the respondents have been attending Cyprus College for one year or less,
17% for two years, 28% for three years and 31% for four or more years. The characteristics of the
respondents compare favourably with enrolment data drawn from the defined population, as

indicated by Table 4.1.

Table 4.1:Demographic Characteristics of Respondents

Base: All interviewed

Male
Gender
Female

Less than 1 year

1 year

Duration at Cyprus

College & years

3 years

4 years or more

Full time student
Mode of study
Part time student

Cypriot student

Nationality International

student

The respondents were also asked to indicate whether where full-time students (registered for four or
more courses) or part-time students (registered for three or less students). Eighty-nine percent of the

respondents appeared to be full-time students and 11% part-time during the fall semester of 2006.

97



The results compare favourably with enrolment data drawn from the total defined population,
which indicates that 87% of the students were registered for four or more courses during the fall

semester of 2006 and only 13% were registered for three or less courses.

The percentages associated with nationality of the respondents were very similar to those of the
defined population. Eighty-five per cent of the SERVQUAL respondents were Cypriots and 15%

international students.

The analysis of the demographic characteristics of the sample has determined that the sample
population is representative of the defined population in terms of gender, duration of study, mode

of study, and nationality.

4.3 Reliability Analysis

Table 4.2: Reliability Analysis

Cronbach’s alpha

Responsiveness Assurance Tangible Reliability

The Cronbach’s alpha for each of the five dimensions of service quality is presented in Table
4.2. In this study, Cronbach alpha was calculated by taking the expectation less perception
scores (P-E) for each survey item representing the dimensions of service quality and

calculating the Cronbach alphas for all items representing each dimension (Responsiveness,

98



Assurance, Empathy, Tangible, and Reliability). The Cronbach’s alpha for service quality
dimensions ranges between .712 and .796, except for tangibility, which is .641. The total
alpha of .919 indicates that the five dimensions of SERVQUAL are internally reliable

(Nunnally, 1978).

The higher Cronbach alpha coefficient indicates a high internal homogeneity amongst items of
the measure. Nunnally (1978) suggests that for social research, a Cronbach alpha coefficient

of at least 0.7 is required.

4.4 Research Question One
Are there any significant gaps between student expectations of service and their

perceptions of service quality performance?

Data for this question were analysed by reviewing the respondents' expectations, perceptions and

the subsequent gaps between expectations and perceptions.

For the analysis, Part One and Part Two of the SERVQUAL questionnaire were used. Part One
asks respondents: ‘How important are the following characteristics in determining the quality of
service you expect to receive at a typical college/university?’. Twenty-two items followed. The
respondents answered the question on a five-point scale with 1 (very unimportant), 2
(unimportant), 3 (neither unimportant nor important), 4 (important), and 5 (very important). The

purpose of Part One was to elicit the students' expectations of service quality for a typical college.
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Part Two of the SERVQUAL survey asked respondents: ‘How accurately do you believe the
characteristics which follow describe your experience of the quality of service offered at Cyprus
College.” Respondents scored each item for the same five services as in Part One. The
respondents answered the question on a five-point scale with 1 (strongly disagree), 2 (disagree), 3
(neither disagree nor agree), 4 (agree), to 5 (strongly agree). The purpose of Part Two was to
elicit the students' perceptions of actual service quality at Cyprus College on the twenty-two
items, which cluster under the five different dimensions as conceptualised in the SERVQUAL
model. In both parts, students were able to respond, ‘do not know’ or ‘no answer’ if they were not

familiar with the service.

The tables which follow represent the gap scores for each one of the five dimensions
(responsiveness, assurance, empathy, tangible, and reliability) which are computed by comparing
the expectations and perceptions of each individual respondent and then computing the mean of all
of the gaps. A negative gap indicates that perception of service quality fells below expectations. A
positive gai) indicates that perceptions of service quality exceeded expectations. Respondents who
scored only an expectation or a perception, instead of both, are excluded since no gap score could

be computed.

Reviewing expectations and perceptions can be illuminating, but the essence of the SERVQUAL
instrument focuses on the concept that gaps between expectations and perceptions indicate
customer satisfaction or dissatisfaction. There is, however, no pre-set benchmark for judging how

good or bad a gap is based on the magnitude of the gap.
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4.4.1 Responsiveness Dimension

Table 4.3: Responsiveness Dimension: Gap Analysis

RESPONSIVENESS Expectation Perception

. St. St.
Attributes Mean Deviation Mean Deviatioit

1.Service is prompt 4.34 0.88 3.77 0.90

8.Employees are willing
to help

10.Tell students when
the service will be 4.25 0.87 3.73 0.92
provided

4.49 0.82 3.83 0.90

15. Employees not too
busy to help

In Table 4.3 it can be observed that the respondents assigned very high expectations in all
items in the Responsiveness dimension (all mean scores are above 4 points), ranging from
mean scores of 4.17 (Employee never too busy to respond to students) to 4.49 (Employees
always willing to help students). From the perceived performance aspect, all items received
scores below 4 points. The highest rating is recorded for item ‘Employees always willing to
help students’ (Mean 3.83). It appears that for the Responsiveness dimension, all four items

had significantly large negative service quality gaps (p = .000; < .05) of more than .5 points.
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4.4.2 Assurance Dimension

Table 4.4: Assurance Dimension: Gap Analysis

ASSURANCE Expectation Perception t-value

& St. St.
Attributes Mean Deviation Mean .

2. Employees who
are consistently 447 0.82 3.80 0.91
courteous

12. Employees instil
confidence

13. Knowledgeable
employees

22. Accurate and
confidential service

It can be observed in Table 4.4 that the respondents assigned very high expectations in all
items in the Assurance dimension (all mean scores are above 4 points), ranging from
‘Accurate and confidential services’ (mean 4.24) to ‘Knowledgeable Employees’ (mean
4.60). From the perceived performance aspect, all items received scores below 4 points. The
highest ratings are recorded for the item ‘Knowledgeable Employees’ (Mean 3.94) and the
item ‘Consistently courteous employees’ (mean 3.80). It appears once again that for the
Assurance dimension all four items had significantly large negative service quality gaps (p =

0.000; < .05), ranging from 0.47 to 0.67.
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4.4.3 Empathy Dimension

Table 4.5: Empathy Dimension: Gap Analysis

EMPATHY Expectation Perception

. st. st.
Attributes Mean | [ ootion | M€ | peviation

3. Provide personal

¢ 435 0.89 3.65 1.00
attention

5. Understanding needs

of students 4.46 0.76 3.66 0.97

7. Policies that have the
student’s best interests

18. Provides individual
attention

20. Convenient
operating hours

Table 4.5 shows that the respondents assigned very high expectations in all items in the
Empathy dimension (all mean scores are above 4 points), ranging from ‘Policies that have
student’s best interests at heart’ (mean 4.14) to ‘Understanding needs of students’ (mean 4.46).
From the perceived performance aspect, all items received scores below 4 points. The highest
rating is recorded for the item ‘Understanding the specific needs of student’ (mean 3.66). The
other items have also received mean scores around 3.64 points. It appears that for the Empathy
dimension, all five items had significantly large negative service quality gaps (p = 0.000; <

.05), consisting of more than 0.5 points.

Overall, the attributes of the Empathy dimension received the lowest perception mean scores

of all the rest of the dimensions and the highest negative service quality gap. According to the
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findings, the Empathy dimension appears to be the most problematic area, thus requiring the

greatest improvement.

4.4.4 Tangible Dimension

Table 4.6: Tangible Dimension: Gap Analysis

TANGIBLE Expectation Perception

. St. St.
Attributes Mean Deviation Mean Deviution

6.Attractive

: 4.16 0.82 3.79 0.87
materials

17. Visual appealing

physical facilities _ S e

19. Employees neat,
professional ! 1.06 3.70 0.90
appearance

21. Modern-looking
equipment

It can be observed in Table 4.6 that the respondents assigned expectations, which range from
‘Employees with neat, and professional appearances’ (mean 3,71) to ‘Visually appealing
material’ (4.16). From the perceived performance aspect, all items received scores below 4
points. The highest rating is recorded for item ‘Attractive materials’ (mean 3.79). It appears
that for two items ‘Visually appealing physical facilities’ and ‘Employees with neat, and
professional appearances’ the negative service quality gaps were not significant (p = 0.000; <
.05). The remaining two items however have significantly negative service quality gaps (p =

0.000; < .05), of less than 0.4 points.
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4.4.5 Reliability Dimension

Table 4.7: Reliability Dimension: Gap Analysis

RELIABILITY Expectation Perception

. St. St.
Attributes Mean Deviation Mean Deviation

4. Providing services
at the promised time s 0.86 ; 0.94
(deadlines)

9. Keeping/Having
accurate records

11. Providing services
as promised

14. Dependability in
handling service
problems

16. Performs services
correctly

It can be seen in the above table (4.7) that the respondents assigned very high expectations in
all items in the Reliability dimension (all mean scores are above 4 points), ranging from
‘Keeping accurate records’ (mean 4.09) to ‘Providing services as promised’ (mean 4.39).
From the perceived performance aspect, all items received scores below 4 points. The highest
ratings are recorded for the item ‘Providing service at the promised time’ (Mean 3.74) and the
item ‘Keeping accurate records’ (mean 3.73). It appears that for the Assurance dimension all

four items have significantly large negative service quality gaps (p = 0.000; <.05).

Thus the answer to the Research Question One is affirmative in terms of the difference
between the respondents’ expectations and perceptions. It appears from the analysis that

twenty out of the twenty-two measured items have significantly large negative service quality
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gaps (p = 0.000; < .05). Only the items of the Tangible dimension appear to have zero or small
negative service quality gaps. More specifically one item (‘Visually appealing physical
facilities’) had no gap (0.00) and another item (‘Employees with neat, and professional
appearances’) had a negative gap, but it was not significant (p = 0.000; < .05).  The most
problematic dimension appears to be the Empathy and the least problematic the Tangible

dimension

4.5 Research Question Two
Are there significant differences in student expectations of service quality based on

gender, nationality and number of years at Cyprus College?

Data for Research Question Two is analysed using a one-way analysis of variance and 95%
confidence level. For the analysis, Part One of the questionnaire was used. Part One of the
SERVQUAL survey asks respondents to indicate: ‘How important are the following
characteristics in determining the quality of service you expect to receive at a typical
college/university?’. The respondents answered the question on a five-point scale with 1(very
unimportant), 2 (unimportant), 3 (neither unimportant nor important), 4 (important), and 5 (very
important). In addition, students were able to respond, ‘do not know’ or ‘no answer’ if they were

not familiar with the service.

The purpose of Part One is to elicit the students' expectations of service quality for a typical

higher education institution for twenty-two items.
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Respondents rating of their service quality expectations served as the dependent variable and
gender, mode of study, nationality and number of years at the college as the independent
variable in Table 4.8, 4.9, and 4.10, respectively. The data is reported separately for gender,

nationality, and number of years at Cyprus College.

4.5.1 Expectation by Gender

Table 4.8 provides the mean scores by gender and indicates the significance at the .05 level.
The items for which there is a statistical significance are shaded in yellow. The findings
indicate that the female respondents had higher expectations than the male respondents in 21
out of the 22 measured attributes/items. The items for which females respondents had higher

expectations than males are shaded in green.

For female respondents, the mean scores ranged from 3.65 to 4.67 with five items having
mean scores above 4.5. For the male respondents, the mean scores ranged from 3.70 to 4.53
with one item having a mean score above 4.5. Both groups reflect the lowest expectation mean
scores in the Tangible dimension and the highest expectation means scores in the Assurance

dimension.

For seven items, the differences between male and female responses are statistically

significant at the .05 level. The items for which there was statistical significance are shaded in

yellow. These items are:
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Table 4.8: Expectation by Gender Expectation
[) ) .

Mean-

Attributes Females

1. Service is prompt 4.36
8. Employees are willing to help 4.55
10. Tell students when the services will be provided 4.30
15. Employees not too busy to help 4.26

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

A }
Attributes
6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

Attributes

4. Providing services at the promised time
9. Keeping/Having accurate records

11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly

1. Employees not too busy to help (Responsiveness)
2. Employees constantly courteous (Assurance)
3. Knowledgeable employees (Assurance)

4. Provide personal attention (Empathy)
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5. Convenient operating hours (Empathy)
6. Keeping/Having accurate records (Reliability)

7. Dependability in handling service problems (Reliability)

The answer to Research Question Two, then is affirmative in terms of the difference between
the responses of the females and males. There are significant differences based on gender in
seven out of the 22 items (p=0.000; <.05). The Tangible dimension appears to be the only
dimension, which did not have any items with significant differences between genders
(p=0.000; <.05). Despite the differences between mean expectation scores, though, both
female and male respondents tend to rate the items in the questionnaire similarly for both their

low and high expectations. In sum, female respondents have higher expectations than males.

4.5.2 Expectation by Nationality

Table 4.9 provides the mean scores by nationality (Cypriot students vs. international students)
and indicates significance at the .05 level. The findings indicate that the Cypriot students
(respondents) had higher expectations than the international students (respondents) in 21 out
of the 22 measured attributes/items. The only item in which foreign students had higher
expectations than native students is ‘Accurate and confidential services’. The items for which

Cypriot students had higher expectations than foreign students are shaded in green.

For Cypriot students, the mean scores ranged from 3.73 to 4.61, with only one item having a

mean score above 4.5 and four items having mean scores below 4. For the foreign students,
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the mean scores ranged from 3.52 to 4.48, with eight items having mean scores below 4.0.
Both groups had their lowest expectation mean scores in the Tangible dimension. The Cypriot
students showed their highest expectation mean scores in the Assurance dimension and the

foreign students, in the Reliability dimension.

Table 4.9: Expectation by Nationality Expectation

Attributes Cypriot International

1. Service is prompt 4.34 4.33
8. Employees are willing to help 4.49 4.48
10. Tell students when the services will be provided 427 4.13
15. Employees not too busy to help 423 3.82

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

Attributes

6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

Attributes

4. Providing services at the promised time

9. Keeping/Having accurate records
11. Providing services as promised

14. Dependability in handling service problems
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For seven items, the differences between native and foreign students are statistically
significant at the .05 level. The items for which there is a statistical significance are shaded in

yellow. These items are:

1. Employees not too busy to help (Responsiveness)

2. Employees constantly courteous (Assurance)

3. Accurate and confidential services (Assurance)

4. Policies that have the student’s best interests (Empathy)
5. Provide personal attention (Empathy)

6. Attractive material (Tangible)

7. Dependability in handling service problems (Reliability)

Thus, the answer to Research Question Two is that there are significant differences based on
nationality in seven out of the 22 items. Summarising, Cypriot students have higher

expectations than foreign students.

4.5.3 Expectation by number of years at Cyprus College

For analysis, the data was grouped into two categories. The first category consisted of
respondents who had been students at the college for up to two years referred to as the first
group in the text and the second category of respondents who had been at the college for three

or more years referred to as the second group.

Table 4.10 provides the mean scores by number of years the respondents have been at Cyprus

College and indicates significance at the .05 level. The findings revealed that the respondents
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of the second group (three or more years) had higher expectations than the respondents of the

first group (up to two years) in 15 out of the 22 measured attributes/items, including all five

Table 4.10: Expectation by Number of
Years at the College

Expectation

Attributes Up to 2 years 3 or more

1. Service is prompt 4.31 4.36
8. Employees are willing to help 441 4.54
10. Tell students when the services will be provided 4.25 4.25
15. Employees not too busy to help 4.08 4.23

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

Attributes
6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

3
Attributes
4. Providing services at the promised time
9. Keeping/Having accurate records
11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly
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items of the Reliability dimension, three each in Responsiveness and Empathy and two each in
Assurance and Tangible. In one item the mean score is the same for both groups, while in the
remaining six items, the respondents of the first group (up to two years) recorded higher
expectations mean scores than the respondents of the second group (three or more years).
Shaded in green are the items for which respondents who had been students at the college for
up to two years had higher perception scores than respondents who had been students at the

college for three or more years.

For respondents belonging to the first group (up to two years), the recorded mean scores
ranged from 3.67 to 4.53, with only one item having a mean score above 4.5 and two items
having mean scores below 4. For the respondents belonging to the second group (three or
more years), the mean scores ranged from 3.66 to 4.64, with two items having mean scores
above 4.5, and two items having mean score below 4.0. Both groups recorded their lowest
expectation mean scores in the Tangible dimension and the highest in the Assurance and

Responsiveness dimensions.

For only two items the differences between the first group (up to two years) and the second
group (three or more years) responses are statistically significant at the .05 level. The items for

which there is statistical significance are shaded in yellow. These items are:

1. Policies that have the student’s best interests (Empathy)

2. Attractive material (Tangible)
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The respondents who had been students at Cyprus College for three or more years appeared to
have higher expectations than the respondents who had been students at the college for up to
two years. The answer to Research Question Two is that the majority of the items have a very
marginal gap, and there are significant differences based on the number of years at Cyprus

College in only two out of the 22 items.

4.6 Research Question Three

Are there significant differences in student perceptions of service guality based on gender,

nationality and number of years at Cyprus College?

Data for Research Question Two is analysed using one-way analysis of variance and a 95%
confidence level. For the analysis, part two of the questionnaire was used. Part Two of the
SERVQUAL survey asks respondents to indicate: “How accurately do the following
characteristics describe their experience of the quality of service offered at Cyprus College?”.
Twenty-two items followed. The respondents answered the question on a five- points scale from
1(strongly disagree), 2 (disagree), 3 (neither disagree nor agree), 4 (agree), to 5 (strongly agree).
In addition students were also able to respond, ‘do not know’ or ‘know answer’ if they were not
familiar with the service. The purpose of Part Two is to elicit the students' perception of service

quality offered at Cyprus College.

Respondents rating of their service quality perception (experience) served as the dependent
variable and gender, nationality and number of years at the college as the independent variable
in table 4.11, 4.12, and 4.13 respectively. The data is reported separately for gender,

nationality, and number of years at Cyprus College.
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4.6.1 Perception by Gender

Table 4.11 provides mean scores by gender. The items for which there are significant
differences between males and females at the point .05 level are shaded in yellow. For female

respondents, the mean scores, ranged from 3.44 to 4.94 and for the male respondents ranged

Table 4.11: Perception by Gender Perception

Mean —

Attributes Females

1. Service is prompt 3.75

8. Employees are willing to help 3.75
10. Tell students when the services will be provided 3.75
15. Employees not too busy to help 3.50

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students
7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

Attributes
6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

AB
Attributes
4. Providing services at the promised time
9. Keeping/Having accurate records

11. Providing services as promised
14. Dependability in handling service problems
16. Performs services correctly
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from 3.58 to 3.94. It is important to mention that all statements for both groups had a mean
score

below 4. The findings also indicated that female respondents had recorded higher perceptions
than males in seven items and male respondents in 14 items. One item (Knowledgeable
employees) had the same mean score for both groups. The items for which female respondents

had higher perception mean scores than males are shaded with green.

Both groups recorded their lowest perception mean scores in the Empathy dimension and the

highest perception mean scores in the Tangible and Responsiveness dimension.

For two of the items, the differences between male and female responses were statistically
significant at the .05 level. The items for which there is statistical significance are the

following:

1. Accurate and confidential service (Assurance)

2. Understanding needs of students (Empathy)

The answer to Research Question Three is that there are significant differences based on
gender in two of the twenty-two items. It appears, however, from the overall findings that the
female respondents are less satisfied than the male with the quality of the provided services at

Cyprus College.
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4.6.2 Perception by Nationality

Table 4.12: Perception by Nationality Perception

Attributes International

1. Service is prompt 3.44
8. Employees are willing to help 3.83
10. Tell students when the services will be provided 3.54
15. Employees not too busy to help 3.27

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

Attributes

6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

Attributes

4. Providing services at the promised time

9. Keeping/Having accurate records

11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly

Table 4.12 provides the mean scores by nationality (Cypriot students vs. international

students), and indicates significance at the .05 level. The findings indicate that the Cypriot
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respondents had higher perceptions than the foreign students 19 out of the 22 measured
attributes/items. Two items (Employees willing to help and Employees neat, professional
appearance) had the same mean scores for both groups. The items for which Cypriot students
respondents have higher perception mean scores than the foreign students respondents are

shaded with green.

For Cypriot students, the mean scores ranged from 3.58 to 3.97 and for the foreign students,
the mean scores ranged from 3.34 to 3.84. The native students recorded their highest
expectation means scores in the Assurance dimension and the foreign students, in the Tangible

dimension.

For seven items, the differences between native and foreign responses are statistically
significant at the .05 level. The items for which there is statistical significance are shaded in

yellow. These items are:

1. Service is prompt (Responsiveness)

2. Employees not too busy to help (Responsiveness)

3. Attractive material (Tangible)

4. Providing services at the promised time (Reliability)

5. Providing service as promised (Reliability)

6. Dependability in handling service problems (Reliability)

7. Perform services correctly (Reliability)
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None of the items which were statistically significant, are found in the Assurance and
Empathy dimensions. Four out of the eight items which were statistically significant, on the
other hand were from the Reliability dimension, two from the Responsiveness dimension and

one from the Tangible dimension.

Therefore the answer to Research Question Three is that there were differences based on
nationality in 19 out of the 22 items from which seven of the differences were statistically

significant. To conclude, Cypriot students had higher expectations than foreign students.

4.6.3 Perception by Number of Years at Cyprus College

For analysis, the data was grouped into two categories. The first category consisted of
respondents who had been students at the college for up to two years referred as the first group
in the text and the second category, of respondents who had been at the college for three or

more years (the second group).

Table 4.13 provides the mean scores by number of years the respondents had been at Cyprus
College and indicates significance at the .05 level. The findings indicate that the respondents
of the first group (up to two years) had higher perception mean scores than the respondents of
the second group (three or more years) in 11 out of the 22 measured attributes/items, including
all four items of the Responsiveness dimension, two each in Empathy, Tangible, and
Reliability, and one in Assurance. In two items, the mean scores were the same for both

groups. Shaded in green are the items for which respondents who had been students at the
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Table 4.13: Perception Number of Years
at Cyprus College

Perception

Attributes 3 or more

1. Service is prompt 3.74
8. Employees are willing to help 3.81
10. Tell students when the services will be provided 3.71
15. Employees not too busy to help 3.48

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

Attributes

6. Attractive materials

17. Visually appealing physical facilities
19. Employees neat, professional appearance

21. Modern-looking equipment

Attributes

4. Providing services at the promised time

9. Keeping/Having accurate records

11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly

college for up to two years had higher perception scores than respondents who had been

students at the college for three or more years.
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For respondents belonging to the first group (up to two years), the mean scores ranged from
3.67 to 4.53, with only one item having a mean score above 4.5 and two items having mean
scores below 4. For the respondents belonging to the second group (three or more years), the
mean scores ranged from 3.66 to 4.64, with two items having mean scores above 4.5 and with
another two items having mean score below 4.0. Both groups recorded their lowest
expectation mean scores in the Tangible dimension and the highest in the Assurance and

Responsiveness dimensions.

The answer to Research Question Three is that there are no items with differences between the
first and the second group responses, which were statistically significant at the .05 level. It
appears, however that the respondents who had been students at Cyprus College for three or
more years had marginally higher perception than the respondents who had been students at
the college for less than three years in the Reliability dimension. Other than that, the

differences in perception between the two groups are not significant (p: 0.000; <0.5).

4.7 Research Question Four
Are there significant differences in the gaps between expectations and perceptions of

service quality based on gender, nationality, and number of years at Cyprus College?

The SERVQUAL model posits that customer satisfaction and dissatisfaction are functions of the

magnitude and direction of the gap between expectations and perceptions. There is no-preset

benchmark of what constitutes a good or a bad gap score.
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Data for Research Question Four is analysed using a one-way analysis of variance, employing a
95% confidence level. Respondents' gaps between service quality expectations and perceptions
served as the dependent variable, and gender and ethnicity served as the independent variables in
table 4.14, 4.15, and 4.16, respectively. The data is reported separately for gender, nationality,

and number of years at Cyprus College.

4.7.1 Gaps by Gender

Table 4.14 provides the mean gap scores by gender. The items for which there are statistically

significant differences between males and females at the .05 are highlighted in yellow.

For all 22 items in Table 4.14, there were statistically significant differences between male and
female gap scores in only six items. The six items where the gaps were significant indicate

that the females had a significantly larger negative gap score than males.

Three of the differences occurred in the Empathy dimension, two were in Reliability, one in
Responsiveness, and none in Assurance and Tangible dimensions. These items are:

1. Employees are willing to help (Responsiveness)

2. Provide personal attention (Empathy)

3. Understanding needs of students (Empathy)

4. Convenient operating hours (Empathy)

5. Providing services at the promised time (Reliability)

6. Keeping/Having accurate records (Reliability)
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Table 4.14: Gap by Gender Gap — Females

Attributes

1. Service is prompt

8. Employees are willing to help
10. Tell students when the services will be provided
15. Employees not too busy to help

A R A

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests

18. Provide individual attention

20. Convenient operating hours

B
Attributes
6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

AB
Attributes
4. Providing services at the promised time
9. Keeping/Having accurate records
11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly

For female respondents, the gap scores were all negative except one (Visually appealing
physical facilities). The negative gap scores for females ranged from —0.09 to —0.95. The study
also indicated that the female respondents had higher negative gap scores than males in twenty

items. The negative gap scores for male respondents ranged from —0.03 to —0.67. For male

123



respondents, the gap scores were also all negative except one (Employees neat, professional
appearance). The items for which female respondents had higher gap scores than males are

shaded in green.

The answer to the Research Question Four is that there are six significant differences in the
mean gap scores between male and female respondents, but these differences are not found in
the majority of the items. In sum, overall female respondents appeared to be less satisfied than

males with the service quality offered at Cyprus College.

4.7.2 Gaps by Nationality

Table 4.15 provides the mean gap scores by nationality. The items for which there are
statistically significant differences between Cypriot students and the international students at

the .05 level are highlighted in yellow.

For all 22 items in Table 4.15, there were statistically significant differences between native
students and international students gap scores in only three items (One each in the

Responsiveness, Assurance, and Reliability dimensions). These items are:

1. Service is prompt (Responsiveness)
2. Accurate and confidential service (Assurance)

3. Perform service correctly (Reliability)
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Table 4.15: Gap by Nationality

», 1 .
Attributes

Gap —
Cypriots

Gap —
International

(P-E)

(P-E)

1. Service is prompt

-0.52

-0.89

8. Employees are willing to help

-0.66

-0.66

10. Tell students when the services will be provided

-0.51

-0.59

15. Employees not too busy to help

Attributes

-0.65

-0.56

2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests

18. Provide individual attention

20. Convenient operating hours

Attributes

6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

B
Attributes

4. Providing services at the promised time

9. Keeping/Having accurate records

11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly

The gap scores for the native students were all negative except one (Visually appealing

physical facilities). The negative gap scores for native students ranged from —0.04 to — 0.81.

The study also indicated that the native students had higher negative gap scores than foreign

students in ten items. The negative gap scores for foreign students ranged from —0.02 to —0.96.
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For the foreign students, the gap scores were all negative. The items for which native students

have higher gap scores than foreign students are shaded in green.

Additionally, the study indicates that native students had greater negative gap scores than
foreign students in all items of the Empathy dimension and foreign students had greater

negative gap scores than native students in all items of the Reliability dimension.

The answer to Research Question Four, is that there are some significant differences in the
mean gap scores between native and foreign students, but not in the majority of the items.
Concluding, native students were less satisfied than foreign respondents mainly within the
Empathy dimension while foreign students were less satisfied than native students within the

Reliability dimension.

4.7.3 Gaps by Number of Years at Cyprus College

For analysis, the data was grouped into two categories. The first category consisted of
respondents who had been students at the college for up to two years referred to as the first
group and the second category of respondents, who had been at the college for three or more

years (the second group).

Table 4.16 provides the mean gap scores by the number of years the respondents had been at

Cyprus College. The items for which there were statistically significant differences between

respondents who had been students at the college for up to two years and the respondents who
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Table 4.16: Gap by Number of Years at Cyprus Gap-Up to 2 Gap -3 or
Co“ege years more

Attributes (P-E)

1. Service is prompt -0.51
8. Employees are willing to help -0.56
10. Tell students when the services will be provided -0.50
15. Employees not too busy to help -0.46

Attributes
2. Employees consistently courteous

12. Employees instil confidence

13. Knowledge employees

22. Accurate and confidential services

A

Attributes

3. Provide personal attention

5. Understanding needs of students

7. Policies that have the student’s best interests
18. Provide individual attention

20. Convenient operating hours

3
Attributes

6. Attractive materials

17. Visually appealing physical facilities

19. Employees neat, professional appearance

21. Modern-looking equipment

B
Attributes

4. Providing services at the promised time

9. Keeping/Having accurate records

11. Providing services as promised

14. Dependability in handling service problems

16. Performs services correctly

had been students at the college for three or more years at the .05 level are highlighted in

yellow.
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For all 22 items in Table 4.16, there were statistically significant differences between the first
and the second group gap scores in only one item in the Responsiveness dimension

(Employees not too busy to help).

The gap scores for the respondents of the first group (up to two years) were all negative. The
negative gap scores for this group of respondents ranged from —0.01 to —0.72. The study also
indicated that this group of respondents had higher negative gap scores than respondents of the
second group (three or more years) in only four items. The negative gap scores for respondents
belonging to the second group (three or more years) ranged from —0.01 to —0.85. For this
group of respondents, the gap scores were also all negative. The items for which respondents
belonging to the first group (up to two years) had higher gap scores than respondents

belonging to the second group (three or more years) are shaded in green.

Moreover, the study indicates that the respondents who had been students at Cyprus College
for three or more years had greater negative gap scores than the rest of the respondents in all

items of the Responsiveness and in four out of five items of the Reliability dimension.

The answer to Research Question Four, is that there are significant differences in the mean gap
scores between respondents who belong to the first group (up to two years) and the
respondents who belong to the second group (three or more years), but in only one of the

items. In brief, the respondents who were students at the college for three or more years
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appeared to be less satisfied than the respondents who had been students at the college for up

to two years with the offered quality of service at Cyprus College.

4.8 Research Question Five

What is the relationship between service quality, student satisfaction and student

behavioural intention?

The analysis of the findings is presented in separate sections. The first section, labelled
‘Descriptive Analysis, provides a description of the questions of Part Three and Four of the
questionnaire. The second section is labelled ‘Correlation Coefficient and Linear Regression

Analysis.’

Part Three of the questionnaire survey asks respondents: ‘How would you rate the overall quality
of service provided by Cyprus College?’ and ‘Overall, how satisfied are you with Cyprus
College?’ The respondents answered the question on a five-point scale. In addition, respondents
were also able to respond, ‘do not know’ or ‘no answer’. Part Four of the questionnaire was
comprised of nine statements, designed to measure respondent’s behavioural intention. The
respondents answered the question on a five-point scale, but were also able to respond, ‘do not
know’ or ‘no answer’. For the analysis, the two questions of Part Three of the questionnaire were
cross-tabulated with the demographic characteristics of the respondents and the nine

statements/questions of Part Four of the questionnaire.
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4.8.1 Descriptive Analysis

4.8.1.1 Overall Quality of Service and Behavioural Intention
Figure 4.1: How would you rate the overall quality of service
provided by Cyprus College?
DK/NA 2.8 Base: All Sample (n=434)
Very Good 25.1
Good | 49.5
G 16.8 -
a1 Ko " e
0 10 20 30 40 50 60
HlVery Poor OPoor ONeither Poor/Nor Good O0Good EVery Good K DK/NA h

Figure 4.1 presents the respondents’ rating on the overall quality of service provided by

Cyprus College.

It appears that the majority of the respondents (74.6%) stated that the overall quality of the
service provided by the college was either good (49.5%) or very good (25.1%). Only 5.8% of
the respondents stated that the overall quality of the services provided was either poor or very

poor. The total mean score is 3.95.

Figure 4.2 presents the mean scores of the answers given by the respondents based on their

demographic characteristics. Regarding the overall quality of service provided by the college,

the study revealed the following information:
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Figure 4.2: How would you rate the overall quality of service
provided by Cyprus College (by demographics)?

Total Male Female

/ ,]=z/ s o] P

Student Full time student Part time student

d p
Uptol 2years 3years 4 years
year or more

e Even though the study indicates that female respondents had higher negative gap
scores than males in 20 out of the 22 items, female respondents rated the quality of the
provided service only marginally higher than the male respondents (3.97 vs. 3.94). In
addition, female respondents had recorded substantially higher expectations than males
(higher mean scores) in 21 out of the 22 items, while both female and male
respondents had recorded similar perception mean scores (range from 3.44 to 4.94 vs.
3.58 to 3.94). It appears that perception (actual performance) alone could influence the

way the respondents measure the overall quality of the provided services.
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Even though the study indicates that there are only few significant differences in the
mean gap scores between native and international students, the native students
appeared to rate the quality of the provided service substantially higher than
international students (4.03 vs. 3.51). In addition, native students recorded both higher
expectations and higher perceptions mean scores than international students. These
findings also indicate that perception (actual performance) alone could influence the
way the respondents measure the overall quality of the provided services.
Respondents who studied part-time at the college rated the service provided higher

than the respondents who studied full-time at the college (4.07 vs. 3.51).

Respondents who studied at the college one year or less, appeared to rate the service
provided substantially higher than the respondents who studied at the college for two

or more years (4.23 vs. [3.86, 3.84 and 3.9]).

Table 4.17 presents a cross tabulation of the overall quality of service provided by Cyprus
College with the set of behavioural intention statements (see Part Four of the questionnaire).
The table presents the findings in three columns. The first row presents the mean scores
provided by the respondents who stated that the overall quality of services is either poor or
very poor; the second column presents the mean scores for those who stated that the provided
quality of services is good or very good; and the third column, those who stated that the

overall quality of services is neither poor nor good.

The study indicates that when faced with the a problem the respondents, who rated the overall

quality of the service provided by Cyprus College as either poor or very poor, would be more
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Table 4.17: Likelihood of taking the following actions, regarding the overall quality of service
provided by Cyprus College

Very Poor/ Good/ Neither
Poor Very Good Poor/Nor Good

Say positive things about Cyprus College 2.76 323
to other people

Recommend Cyprus College to someone
who seeks advice about college
education

Encourage friends and relatives to consider
Cyprus College for their educational
needs

Consider Cyprus College as your first
choice if you wish to purse higher
studies

Continue your studies at Cyprus College
even if you had to pay higher tuition

75

: (99
o =

Transfer to another college if you
experience a problem

Complain to other students if you
experience a problem

(5
o
)

Complain to Cyprus College’s employees
if you experience a problem

Complain to external agencies if you
experience a problem

(o)
<
e

Respondents who had rated the overall quality of service provided by the college as either
good or very good were more inclined than those who rated the provided service either poor or

very poor to:

e Continue their studies at the college even if they had to pay higher tuition (2.94 vs. 2)

e Consider Cyprus College as their first choice if wishing to pursue higher studies (3.6

vs. 2.43)
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e Encourage their friends and relatives to continue their studies at Cyprus College (4.8
vs. 2.6)

e Recommend Cyprus College to someone who seeks advice about college education
(4.14 vs. 2.27)

e Say positive things about Cyprus College to other people (4.06 vs. 2.76)

The study also revealed that respondents who found the quality of the service provided neither
poor nor good were more willing than the rest of the respondents, to complain to other

students and/or transfer to another college if they had a problem.

‘Continue your studies at Cyprus College even if you had to pay higher tuition’ is the
statement which has the smallest mean score in all three categories (2, 2.94 and 2.49

respectively).

The answer to the Question Five is that there is a relationship between service quality and
behavioural intention. As noted previously, those rating overall level of service as poor or very
poor are more likely than those rating as good or very good to complain to external agencies,
to other students, to college employees, and/or transfer to another college if they experience a

problem.

Conversely, respondents who stated that the overall quality of the service provided is either

good or very good appeared more inclined than the rest of the respondents to say positive
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things about the college, recommend it to others and consider it as their first choice if they

choose to pursue a higher degree.

In addition, the study has shown that foreign students, full-time students and those who have
been at the college for more than a year appeared to rate the overall level of service quality

lower than the respondents who had other demographic characteristics.

Finally, it can be said that all the respondents appeared unwilling to continue their studies at

the college if they had to pay higher tuition.

4.8.1.2 Overall Satisfaction with Cyprus College and Behavioural Intention

Graph 4.3 presents how satisfied the respondents were with Cyprus College. It appears that the
majority of the respondents (66.1%) stated that they were either satisfied (46.3%) or very
satisfied (19.8%). A significant percentage (23.3%) stated that they were neither dissatisfied

nor satisfied, while 7.8% appeared to be dissatisfied or very dissatisfied overall with the

college. The total mean score is 3.79

Figure 4.3: Overall, how satisfied are you with Cyprus College?|
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Mean=3,79

|mVery Dissatisfied O Dissatisfied
Neither Dissatisfied/Nor Satisfied O Satisfied
HVery Satisfied O DK/NA

135



Figure 4.4 presents the mean scores for each of the demographic characteristics of the
respondent. The study revealed the following regarding the respondents’ level of satisfaction

with the overall quality of service provided by the college:

Figure 4.4: Overall, how satisfied are you with Cyprus College (by demographics)?

y
v

Cypriot Student International
Student

Uptol 2vyears 3years 4years
year or more

e Female respondents appeared to be more satisfied than males (3.84 vs. 3.75)

e Native students who participated in the survey appeared to be more satisfied than

international students (3.86 vs. 3.37)
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¢ Full-time students appeared to be marginally more satisfied than part-time students
(3.79 vs. 3.73)

e Respondents who had studied at the college one year or less appeared to be more
satisfied than the students who had studied at the college for more than one year (4.05

vs. [3.75, 3.66, and 3.72]).

Table 4.18 presents a cross tabulation of the stated level of satisfaction with the quality of
service provided and the set of behavioural intention statements (see Part Four of the
questionnaire). The table presents the findings in three columns. The first row presents the
mean scores provided by the respondents who stated that overall they were dissatisfied or very
dissatisfied with Cyprus College; the second row presents the mean scores for those who
stated that they were provided satisfied or very satisfied, and the third row, those who stated

that they were neither dissatisfied nor satisfied.

The study indicated that if experiencing a problem the respondents who stated that overall they
were either dissatisfied or very dissatisfied with Cyprus College are more inclined to respond
more negatively than those who stated that they were satisfied or very satisfied with the

college in the following four items/statements:

e Complain to external agencies (3.26 vs. 2.97)
e Complain to other students (3.56 vs. 3.5)

o Transfer to another college (3.73 vs. 3.29)
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Table 4.18: Likelihood of taking the following actions, by overall level of satisfaction with Cyprus
College.

Neither
Dissatisfied / Nor
Satisfied

Very
Dissatisfied/Diss
atisfied

Satisfied/
Very Satisfied

Say positive things about Cyprus 2.62 3.23
College to other people

Recommend Cyprus College to
someone who seeks advice about
college education

Encourage friends and relatives to
consider Cyprus College for their
educational needs

=
no

w w w w &
~I 7"] N ~ ~ N
n L= N N

Consider Cyprus College as your first
choice if you wish to purse higher
studies

Continue your studies at Cyprus College
even if you had to pay higher tuition

Transfer to another college if you
experience a problem

Complain to other students if you
experience a problem

Complain to Cyprus College’s
employees if you experience a
problem

Complain to external agencies if you
experience a problem

Furthermore, respondents claiming that they were satisfied or very satisfied with the college
appeared more inclined than those who stated that overall they are dissatisfied or very

dissatisfied with Cyprus College to:

e Continue their studies at the college even if they had to pay higher tuition (3.06 vs.

1.93)

e Consider Cyprus College as their first choice if wishing to pursue higher studies (3.72

vs. 2.24)
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e Encourage their friends and relatives to continue their studies at Cyprus College (4.2

vs. 2.47)

e Recommend Cyprus College to someone who seeks advice about college education
(4.25 vs. 2.61)

e Say positive things about Cyprus College to other people (4.19 vs. 2.62)

e Complain to Cyprus College employees (3.75 vs. 3.67)

The study also imparted that respondents who stated that they were neither dissatisfied nor
satisfied with Cyprus College were more willing than the rest to complain to other students if

they had a problem.

‘Continue your studies at Cyprus College even if you had to pay higher tuition’ is the
statement, which has the smallest mean score in all three categories (1.93, 3.06, and 2.35,

respectively).

The answer to the Research Question Five is that indeed, there is a relationship between
service quality and behavioural intention. Certainly, the respondents communicating that
overall they were either dissatisfied or very dissatisfied with Cyprus College appeared more
willing than the rest of the respondents to complain to external agencies, and/or to transfer to

another college if they experienced a problem.
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On the other hand ‘satisfied’ or ‘very satisfied’ respondents appeared more willing than the
rest of the respondents to say positive things about the college, recommend it to others, and

consider it as their first choice if choosing to pursue a higher degree.

Moreover, the study has shown that foreign students, male students and students who have
been at the college for more than a year are less satisfied with the college than are the rest of

the respondents with different demographic characteristics.

Finally, it is safe to say that overall the respondents appeared unwilling to continue their

studies at the college if they had to pay higher tuition.

4.8.2 Correlation Coefficient and Linear Regression Analysis

One objective of the data analysis is to evaluate the direction and magnitude of the
relationship between stated overall quality of college services and the summed gap scores and
to observe how well we can predict the mean gap score from these overall ratings. The
Pearson product-moment correlation coefficient has been used to measure this relationship and
simple linear regression models have been used for the prediction purpose. Linear regression
computes an equation that relates predicted Y scores to X scores. The regression equation

includes a slope weight for the independent variable, B and an additive constant

slope >

B :Y=B, . X+B

cons tant slope constant °

The results are presented in Tables 4.19 and 4.20.
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Table 4.19: Pearson Product-Moment Correlation

Composite gap score

Pearson

N Correlation

Sig.

Overall, I am satisfied with my experience at Cyprus College

434 -361* 0.000

Overall, I am satisfied with service quality at Cyprus College

434 -357* 0.000

*Correlation significant at 0.01 level (2-tailed)

The correlation coefficient between the composite gap score and the rating of experience at

Cyprus College is -.361 while between the composite gap score and the rating of service

quality it is -.357. Both coefficients are statistically significant at the 1% level. Thus, as the

composite gap score between expectation and perception increases the overall ratings of

experience and quality decrease.

Once the significance between the composite gap score and overall satisfaction has been

established, the researcher examined the prediction of:

(1) The composite of mean gap score given the overall satisfaction rating, and

(2) The overall satisfaction rating given the behavioural intention of a student.

Both of the above objectives were examined using simple linear regression models, as shown

in the figure below and the results are given in Table 4.21.
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Figure 4.5: Regressions and correlations describing relationships between sum gap
mean scores, satisfaction mean score, and behavioural intention mean scores.
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Table 4.20 Simple Linear Regression

Dependent Variable

Mean gap score

Independent Variable
Overall Quality of Service provided by C.C.

Coef. ()

p-value

Adj. R?

Overall Satisfaction with C.C.

Overall Quality of
Service provided by
Cyprus College

Say positive things about Cyprus College to other
people

Recommend Cyprus College to someone who seeks
advice about college education

Encourage friends and relatives to consider Cyprus
College for their educational needs

Consider Cyprus College as your first choice if you
wish to purse higher studies

Continue your studies at Cyprus College even if you
had to pay higher tuition

Transfer to another college if you experience a
problem

Complain to other students if you experience a
problem

Complain to Cyprus College’s employees if you
experience a problem

Complain to external agencies if you experience a
problem

Overall Satisfaction
with Cyprus College

Say positive things about Cyprus College to other
people

Recommend Cyprus College to someone who seeks
advice about college education

Encourage friends and relatives to consider Cyprus
College for their educational needs

Consider Cyprus College as your first choice if you
wish to purse higher studies

Continue your studies at Cyprus College even if you
had to pay higher tuition

Transfer to another college if you experience a
problem

Complain to other students if you experience a
problem

Complain to Cyprus College’s employees if you
experience a problem

Complain to external agencies if you experience a
problem
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Figure 4.5 and Table 4.20 present the results of the 20 Simple Linear Regression Models that
were examined. In the first two regression models, the dependent variable is the gap score and
the independent variables are Overall Quality of Service provided by Cyprus College and the
Overall Satisfaction with Cyprus College. In the second nine regression models, the dependent
variable is Overall Quality of Service provided by Cyprus College and the independent
variables are the nine behavioural intentions. In the last nine regression models, the dependent
variable is Overall Satisfaction with Cyprus College and the independent variables are the nine
behavioural intentions. In the third and fourth columns of Table 4.20, the value of the
regression coefficient () and its significance (p-value) is given for each of the twenty simple
linear regression models presented. In the last column the adjusted coefficient of determination

(Adj. R?) is given.

As far as the first regression model is concerned, the coefficient for Service Quality is 0.210
while that of Overall Satisfaction is 0.230. Both coefficients are significant at the 1% level.
Therefore an increase of 1 unit in Service Quality Rating widens the gap score by 0.21 units,
while an increase of 1 unit in Overall Satisfaction Rating enlarges the gap score by 0.23 units.
The coefficients of determination (Adjusted R?) are 0.125 and 0.128, respectively. That is,
around 12.5% of the variation in the gap score is explained by the service quality score, while

12.8% of the variation in the gap score is explained by the overall satisfaction score.
When the behavioural intentions of the students is applied in trying to predict service quality

all attributes are significant at the 1% level except the variables ‘Complain to Cyprus

College’s employees if you experience a problem’ and ‘Complain to external agencies if you
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experience a problem.” The first five intentions have a positive B coefficient while ‘transfer to
another college’ and ‘Complain to other students’ have a negative B coefficient. The adjusted
R? are very low for these last two intentions, 2.3% and 1.5%, respectively. The highest
adjusted R? is 23.7% (Recommend Cyprus College to someone who seeks advice about
college education). This intention also has the highest B coefficient; as the intention to
recommend Cyprus College increases by 1 unit, the quality of service score goes up by 0.439
units. Also, ‘Say positive things about Cyprus College to other people’ and ‘Encourage friends
and relatives to consider Cyprus College for their educational needs’ have comparable
coefficients of determination, 21.2% and 22.5%, respectively. The corresponding [

coefficients are 0.427 and 0.423.

When the behavioural intentions of the students is used to try and predict the overall
satisfaction, the same picture is repeated: significant B coefficients for the first seven
intentions, positive correlation with the first five and negative with the other two, low
coefficients of determination for transfer and complaints and high for the first three incentives

(recommendation attributes).

4.9 Summary of Major Findings
The summary of the findings is presented in two sections. The first section presents the major

findings of the research questions one through four and the second section the major findings of

the research question five.
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In response to the first four research questions, respondent’s expectations and perceptions of
service quality, and the gaps between those expectations and perceptions were explored. The
differences in the responses of female and male, native and international students, as well as
by the number of years the respondents had been Cyprus College students, were also
examined. The part of the summary which follows presents the findings relevant to Part one

and Part two of the questionnaire.

4.9.1 Expectations

1. Overall, the respondents expressed expectations ranging from 3.69 to 4.60 (mean
scores). Twenty out of the twenty-two items had mean score above 4.00. The higher
expectation mean scores were recorded in the Assurance and Empathy dimensions and
the lowest for the Tangible dimension.

2. The differences between females and males in their expectations were significantly
different in seven of the 22 items (p = 0.000; < .05). Female respondents had higher
mean expectation scores than males in 21 of the 22 items. The differences were most
pronounced in the Assurance and Reliability dimensions.

3. The differences between native and international students were significantly different
in seven of the 22 items (p = 0.000; < .05). Native students had higher mean
expectation scores than foreign students in 21 of the 22 items. The differences were
most pronounced in the Assurance and Empathy dimensions.

4. The differences among the respondents who had been students at Cyprus College for
up to two years and those who had been students for three or more years were

significantly different in only two of the 22 items (p = 0.000; < .05). Respondents who
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4.9.2

have been students at the college for three or more years had higher mean expectation
scores than the respondents who had been at the college for less than three years in 15
of the 22 items. Both groups recorded their lowest expectation mean scores for the
Tangible dimension and the highest for the Assurance and Responsiveness dimensions.

The differences were most pronounced in the Reliability dimension.

Perception

Overall, the respondents expressed perception scores ranging from 3.54 to 3.94 (mean
scores). The higher perception scores were recorded for the Tangible dimension and
the lowest for the Empathy dimension.

The differences between females and males in their perception were significantly
different in two of the 22 items (p = 0.000; < .05). Female respondents had higher
mean perception scores than males in 7 of the items and male respondents in 14 items.
The differences were most pronounced in the Empathy dimension.

The differences between native and international students were significantly different
in seven of the 22 items (p = 0.000; < .05). Native students had higher mean perception
scores than foreign students in 20 of the 22 items. The differences were most
pronounced in the Reliability and Responsiveness dimensions.

There are no items with differences between the respondents who had been students at
the college for up to two years and the respondents who had been students for three or
more years, which is statistically significant at the .05 level. Respondents who had

been students at the college for three or more years had higher mean perception scores
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4.9.3

than the respondents who had been at the college for up to two years in 11 of the 22

items. Both groups recorded similar perception mean scores in all five dimensions.

Gaps

It appears from the overall analysis that twenty out of the twenty-two measured items
have significantly large negative service quality gaps (p = 0.000; < .05). Only the items
of the Tangible dimension appear to have a zero or small negative service quality gap.
More specifically, one item (‘Visually appealing physical facilities’) had no gap (0.00)
and another item (‘Employees with neat, and professional appearances’) had a negative
gap, but it was not significant (p = 0.000; < .05). The most problematic, dimension
appears to be the Empathy and the least problematic the Tangible dimension.

The study also reflected that the female respondents had higher negative gap scores
than male respondents in 20 out of the 22 items. There are also significant large gaps

between the two groups in six of the items (p = 0.000; < .05).

. The study uncovered that the native students had greater negative gap scores than

foreign students in all items of the Empathy dimension and the foreign students had
greater negative gap scores than native students in all items of the Reliability
dimension. There are also significant differences in three of the items (p = 0.000; <
.05).

In addition, the study showed that the respondents who had been students at Cyprus
College for three or more years had greater negative gap scores than the rest of the
respondents in all items of the Responsiveness and four out of the five items of the

Reliability dimension. There are significant differences in only one of the items (p =
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0.000; < .05). However, overall the respondents who were at the college for three or
more years appeared to be less satisfied than the respondents who had been students at

the college for up to two years.

Service Quality, Satisfaction and Behavioural Intention

It appears that the majority of the respondents (74.6%) stated that the overall quality of
the service provided at Cyprus College was either good or very good, with a total mean
score of 3.95 out of 5. Female students, native students, part-time students and students
who were registered at the college for up to 1 year appeared to rate service quality
more positively than respondents who belonged to other demographic categories.
Respondents who rated the overall quality as good or very good are more likely to
complain or transfer to another college if they experience a problem and less likely to
say positive things or recommend the college to others.

The majority of the respondents (66.1%) also stated that overall they were satisfied or
very satisfied with Cyprus College, with a total mean score of 3.79 out of 5. Female
students, native students, part-time students and students who were registered at the
college for up to 1 year appeared to be more satisfied with the college than respondents
who belonged to other demographic categories.

Respondents who were satisfied overall with the college appeared to be less willing to
complain or transfer to another college if they experience a problem and more likely to
say positive things or recommend the college to others.

Overall, the respondents appeared to be unwilling to continue their studies at the

college if they had to pay higher tuition.
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The respondents had given overall service quality higher rating than overall
satisfaction with the college (3.95 vs. 3.79).
It appears that in most cases examined there is a direct relationship between service

quality, satisfaction/dissatisfaction and student behavioural intention.
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CHAPTER FIVE

DISCUSSION AND RECOMMENDATIONS

5.1 Summary and Discussion of Findings

The purpose of the study was to use the setvice quality model to investigate undergraduate student
perception of the service quality at Cyprus College. Even though Cyprus College uses survey
research methods to analyse student satisfaction with courses and teachers, the effort to examine
the quality of the service encounter within the provided services represents an additional and
different perspective on student satisfaction and on assessment strategies. The SERVQUAL
instrument was applied to elicit student responses in order to compare their perceptions with their
expectations and determine if gaps existed in student expectation versus the perception of their
actual experiences with the service provided. Additionally, the study examined the relationship of
selected demographic characteristics with expectation, perception and existing gaps. Finally, the
study investigated the extent by which service quality and satisfaction affect behavioural

intentions.

Recent literature on the future of higher education urges educational leaders to not only
incorporate service quality strategies into their organisation but also to keep it as priority. More
specifically, it is argued that educational leaders should view education as a market commodity
and that educational institutions must try to achieve efficiency and competitive advantage through

differentiation. One way of achieving this competitive edge is through providing quality service.

Service quality can be achieved through the increase of employee job satisfaction, reduction of
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errors, and improvement of processes. The results are the increase of customer retention and the

stimulation of word-of-mouth advertising.

Lack of quality, on the other hand, results in complaints, loss of customers and thus loss of
income. This can cause major problems, particularly for private academic institutions like Cyprus

College, which financially depend almost entirely on student tuition.

Important to the construct of this study is the relative importance of the service quality dimensions
to the respondents. The findings indicate that the appearance of the physical facilities (tangible) is
of less importance than other factors: college reliability, responsiveness and follow through an
assurance of promised services as well as personal individual attention (empathy). This finding
coincides with the perspective of DiDominico and Bonnici (1996), who indicated that in many of
the studies using SERVQUAL, tangible gap is an area in which the service organisation generally
surpasses student expectations. It is therefore important for the college management team to
concentrate on developing recommendations and to take corrective action that will improve the
dimensions considered to be of greater importance (higher expectation) and those most
problematic (have the greater negative gap) for the respondents. The most important and the most
problematic dimension appeared to be the Empathy dimension while Responsiveness, Assurance

and Reliability dimensions also need considerable improvement.

The Empathy, Responsiveness and Assurance dimensions consist of attributes which are directly
related to the way key service personnel handle or behave during the service delivery. The study
has indicated that the specific dimensions required significant improvement; therefore, the college

top management team needs to take immediate action. The actions need to have both short term

152



(e.g. offer training and improve communication) and long-term horizon (e.g. systematic

measurement of service performance and development of service quality culture).

Similarly, the college management, in order to overcome the problems appearing in the Reliability
dimension, need to evaluate the existing service delivery procedures with the intention to become

more dependable and to provide service faster.

When service quality assessment classified according to students’ gender, significant differences
occur. Female students have higher disconfirmation compared to male students. More specifically
the study has indicated that female respondents had greater negative gap scores than males in 20
out of the 22 items. This study shows similar results with the one carried out by Ruby (1996). In
his study, Ruby (1996) found that female students tend to assess the expected and the perceived

service quality differently than male students.

When students were classified according to their country of origin (native vs. international
students), the study uncovered that the international students had greater negative gap scores than
native students in all items of the Reliability dimension. Due to visa and other government
regulations, international students have to obtain or update regularly number of documents from
the college. These documents must be provided on time and be accurate. The study shows that
international students are not satisfied with the Reliability dimension of the performed service. It is
therefore essential for the management of the college to find ways to improve the existing delivery

system taking in consideration the specific needs of the international students.
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Kearny and Kearny (1994) suggested that higher education institutions must try to influence
student expectations by improving their communication with newly admitted students (e.g.

orientation program for new students). This is even more important for new international students.

When students were classified according to the number of years they have been students at Cyprus
College, this study found significance differences on the disconfirmation of service quality. The
study showed that the respondents who had been students at Cyprus College for three or more
years had higher mean expectation scores than the respondents who had been at the college for
less than three years in 15 of the 22 items. The differences were most pronounced in the Reliability
dimension. In addition, the study shows that the respondents who had been students at the college
for three or more years had greater negative gap scores than the rest of the respondents in all items
of the Responsiveness and in four out of the five items of the Reliability dimension. Similar results
were also obtained when the respondents were asked to rate their satisfaction with the overall
quality of the service offered as well as with the college itself. More specifically, students who
have been at the college three or more years appeared to be less satisfied with the quality of the

provided services than were the rest of the respondents.

The above findings indicate once again the importance of continuous assessment, review and
improvement of existing service delivery procedures. DiDomenico and Bonnici (1996) claimed
that in order for any institution to overcome the intense competition within higher education,
institutions need to not only provide better service to the students but also

continually/systematically evaluate the quality of services offered.
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The study also reveals that there is a direct relationship between service quality,
satisfaction/dissatisfaction and students behavioural intention. More specifically, satisfied students
are more willing to say positive things about the college, recommend it to others and continue their
studies at the college than are dissatisfied students. At the same time, dissatisfied students are more

willing to leave the college, complain and say negative things about the college.

These specific findings indicate the importance of sending out satisfied students as ambassadors of
the college and they also signal to the management that service quality measurement and
improvement needs to be an ongoing process. It is therefore important to create not only the
mechanisms but also the culture which will produce constantly high service quality and thus
student satisfaction and loyalty. In order to achieve this goal, the college needs to invest in the
development of its employees and in their working conditions (physical and non-physical) because
employees are the key actors of the service process. According to Ruben et al. (2007), there is a

direct relationship between service quality and employee satisfaction.

The findings were reviewed by college academic leadership and the directors of the different
departments with the intention to develop several strategies across campus which, upon their
implementation, will contribute positively towards service quality improvements. Overall, the

findings were very well received.

More specifically, the results of the study were presented to and discussed with the college

President and the members of the Executive Committee. After the discussion it was agreed that an

ad-hoc committee should be established with the responsibility of carrying out a more detailed and
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structured analysis of the findings and developing an action plan which will include
recommendations and implementation plans. The ad-hoc committee consists of the researcher
(who is the Director of Administration), the Vice-Rector, the Director of Planning and
Development, the Director of Human Resources, and the Director of Admissions. The committee
has already produced a set of recommendations, some of which are already in the implementation

phase.

The discussion in the following sections delves into the recommendations made by the committee

and their implementation process.

5.2 Administrative Implications and Recommendations

5.2.1 Service Specific Recommendations

Even though learning remains the university mission, changing conditions make it necessary for
the management of higher education institutions to adopt practices used by other industries in
order to overcome problems deriving from intense competition; thus the quest is to maintain high
quality both academically and in the service offered to students. Some of the most important
elements of student service accountability include assessing and improving services in such a way
that students are treated respectfully and provided with timely service that is accessible and

personalised.

As mentioned in Chapter Two, if an institution fails to perform as the student was led to expect,

the student will revise his or her attitude towards the institution and may transfer to another or stay
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and speak negatively about the institution.

Because the magnitude and trend of the gaps found in the study, the messages are clear,
particularly regarding Responsiveness, Assurance, Empathy and Reliability Dimensions. The
college’s top management took action. Through out extensive discussion the members of the ad-
hoc committee evaluated options for improvement in a straightforward manner and several

solutions, seen as financially feasible and practically viable, are already in progress.

For example, the Registrars Office has identified employee behaviour, service-related knowledge
and convenient office hours as impending issues. It is now considering alternative staffing options
and employee training as well as evaluation and redesign of procedural aspects in order to reduce
service delivery time and to improve communication between management and line staff, notably

when handling difficult cases.

In the case of international students, the offices of the Registrar and Admissions have evaluated
the existing information packages given to foreign students or posted in the college Web site with
the intention to simplify them and make them more user-friendly. Further, it was agreed that the

Office of Student Affairs would assist these students regarding renewal of student visas.

The Admissions Office has additionally provided more information about student services to
newly registered students (including new international students) at the student orientation
seminars, adding additional information about procedures; contact names will be listed in the

student orientation handbook and on the college web page. Similarly, the Deans of Schools,
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foliowing recommendation of the committee, have asked that all faculty members provide

information related to student advising and other relevant issues during the first meeting of those

teaching first year courses.

Finally, upon the recommendation of the committee the college management have agreed to create

a more service-oriented climate throughout the college community. The intention is to foster the

new climate through the following initiatives:

Develop and implement mandatory, ongoing customer service training for all ‘front-line’
staff, including student workers, to ensure that students are consistently treated with
respect, kindness and concern for their individual needs.

Develop and implement an ongoing reward and recognition program to honour excellent
student service.

Cross-train key student service personnel to ensure timely access to accurate information
in response to student inquiries.

Establish an on-going student feedback mechanism, such as a web page, to evaluate
progress.

Establish mechanism of identification of complains in order to provide immediate

solutions.

With regards to the later, Kotler and Fox (1995) reported that students, who complain after

experiencing a problem and are responded to immediately, even if the response does not turn out

in their favour, can in many instances become more loyal than students who pronounce themselves
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satisfied.

5.2.2 Continuous Assessment

The members of the committee have agreed to implement a systematic assessment of the quality
of the provided services because in the end, the only sustainable source of competitive advantage
is the organisation’s ability to learn faster than its competition. According to Bolton and Drew
(1991b), many service organisations have developed feedback systems that rely on survey data;
after allowing for decisions/strategies to be implemented, they then evaluate the changes with
subsequent survey data, referred to as before and after survey. Similarly, Total Quality
Management methods characterise this concept as continuous improvement with customer

satisfaction as the ultimate goal (Dew & Nearing, 2004).

Gap analysis offers an organisation a disciplined methodological approach. Through this
measurement, the college can gain valuable information about areas of improvement. The
systematic administration of the SERVQUAL survey can help the college build a valuable data
bank over a period. In addition, longitudinal studies can be very beneficial for the college,
allowing it to identify and analyse areas which have been improved and/or areas which are
problematic. For example, Parasuraman et al. (1993) note that if SERVQUAL scores for certain
areas have declined significantly from one period to another, managers can assess whether this is
due to higher expectations, lower perceptions or both. In the current competitive educational
environment, this form of systematic analysis could help expand student base, reduce student

turnover, improve institutional image and potentially increase enrolment.

159



On the basis of the literature reviewed, the research methodology followed and the recognition of
the importance of the continuous assessment, the researcher developed the ‘Service Quality and
Student Satisfaction Survey Protocol,” which can be found in Appendix D. The objectives of the

student satisfaction survey are to identify:

1. The level of satisfaction of students with college resources and services.
2. The areas of strength or concern in order to assist the management of the college in

improving services offered.

The college management has adopted the Protocol and it will become part of the Quality

Assurance System of the college.

In addition and in order to enhance the student satisfaction the management of the college
according to Bell and Shieff (1990) need to continuously investigate and improve additional
quality dimensions such as: Qualification credibility (accreditation and recognition of degree
programs), visibility of the college and its programs (publicity, promotion, networking and
activities), professional credibility and competence of academic personnel, and course

content/curriculum.

5.2.3 [Employee Satisfaction and Service Quality

The members of the committee have also agreed that the employees are the driving force behind
any successful implementation of service quality program since customer satisfaction is directly

related to employee satisfaction.
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Student retention and recruitment are priorities of higher education institutes; therefore all
employees need to be involved in service quality management. During the service delivery, the
service provider and the customer interact and communicate. Employees have the ability to make
the customers’ experience positive or negative based on this interaction and communication
process. According to Harris (2000), customer service is anything we do for the customer that

enhances the customer experience.

According to Ruben et al. (2007), there is a very direct relationship between service quality and
employee satisfaction. Therefore, in order to improve student satisfaction, the college needs to first
understand and enhance its existing environment, markedly the satisfaction and attitude of its
employees. The efforts should be towards creating a positive work environment, improving

communication, supporting a team approach and providing training and recognition.

Implicit in all this is the clear message to every employee and especially to the management team
of the college, that all aspects of the college experience have the potential for strengthening or
weakening service quality. It is therefore important for the college leadership to fully understand
that every department (academic and administrative) of the college needs to adopt service quality
improvement initiatives. The main objective of the organisation in this case should be to provide
support to all employees in order to work productively and to enjoy their work, which, as a result,
could elevate campus attitude and increase the chance that students will encounter positive
employees at every level. The myth which has been perpetuated in many academic institutions is

that faculty are not in the business of satisfying students as customers; it is time to be abandon this
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outdated mode of thinking.

The SERVQUAL instrument developed by Parasuraman et al. (1985; 1988; 1990) indicates that
gaps in organisational structures are the main elements, which cause quality problems and
subsequent customer dissatisfaction. These gaps can be either widened or reduced by employee

development.

The findings of the survey revealed that the quality of the services provided need significant
improvement. Given the results of the survey, the management now has interest in improving
student satisfaction, accepting the belief that high quality and satisfied employees contribute to

high quality service; thus, some of the first steps being discussed at Cyprus College are:

1) Improved communication among the members of the management team (academic and
administrative) and between management and line staff through the increase of
departmental and cross-departmental meetings, and through better utilisation of the
intranet system.

2) Development of a service improvement plan, with employee input through the creation of
service quality improvement groups/committees at both departmental and college levels.

3) Achieve participative management with Empowerment (management vests many aspects
of decision-making or approval authority in employees). The intention is to give
employees the opportunity to be more responsible, help them through training to improve

their leadership skills and create teamwork in the workplace.
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In order to achieve most of the above, the members of the college management team have decided
to apply the ‘Investors In People Standards’ (IIP), with the evaluation stage beginning in March of
this year (2007)(see Appendix E). One of the most recognised and respected marks of good
practice in Europe, the IIP is a proven business improvement framework designed to improve an
organisation’s performance through the development of its people. The IIP highlight the unique
link between individual and organisational growth and effectively aligns organisational needs with
recruitment, training and other human resource practices (Investor In People, 2007). The intention
is to increase employee performance, motivation, job satisfaction and improvement of the overall
working environment. The evaluation and the implementation of the standards taking place with

the assistance of external consultants.

Comm, et al. (2000) also suggests the adaptation of the SERVQUAL instrument for the
measurement of employee satisfaction in the workplace (gap between expectations or importance
of work and perceptions of work). The suggestion is to undertake the survey in a systematic way
in order to record and, through organisational actions/policies, to minimise the discrepancies
between employee expectations and perceptions. An annual employee culture audit survey using
an adopted SERVQUAL instrument or another survey instrument is also examined by the Human

Resource Department of the college.

5.2.4 Building Quality Culture

Where quality is defined as fitness for purpose, quality in higher education means trying to enact
the aims of the institution by setting up a system aligned with those aims. To do this requires

having or building the appropriate culture - a very difficult task which demands time and
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commitment from the part of top management.

The culture in every organisation provides employees with a sense of organisational identity and
generates a commitment to beliefs and values that are larger than themselves (Daft, 1998;
Buchanan & Huczynski, 2004). According to Daft (1998) the organisational cultures serve two
critical functions in an organisation. The first one calls it internal integration; it ensures that
members of the organisation develop a collective identity that allows them to work together
effectively. The second one, referred to as external adaptation, measures how well the organisation

‘meets its goals and interfaces with external stakeholders.

According to Short (2006), the implementation of the quality principles can change the culture of
higher education institutions. This can be achieved by designing into the structure, systems and
process, high degrees of interrelatedness and interdependence. The power of the quality culture
comes from the synergy of the whole system, by linking the mission of the organization to
measurable outcomes (Short, 2006). The committee members decided that building quality culture
must be the ultimate goal of Cyprus College in order to build and maintain high quality service

standards thus differentiating itself from the competition.

5.3 Research Implications and Recommendations

1. One study might be to compare service quality in two higher education institutions in

Cyprus, one public university and one private college/university.
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2. Future research might consider increasing the sample size in order to identify whether or
not students from one discipline have different expectations and/or different perception

than students from another academic discipline.

3. If Cyprus College receives the status of the university before the end of the year (2007), it
would be interesting to compare the results of this survey with the results of next year’s
survey in order to investigate the influence of image in measuring both perception and

expectation.

4. Future research might delve into the issues and/or activities, and/or prior experience can
influence student expectations (e.g., family, friends, high-school teachers, educational

counsellors and promotional material).

5. Other projects might also look into how employees rate expectation and perception related
to service quality and then compare that with the results of a similar survey undertaken by

students.

5.4 Conclusion

The results of the study supports previous research published mainly by Parasuraman et al.

(1985, 1990, 1991a, 1991b, 1993, 1996), Boulding et al (1993), Hampton (1993), DiDomenico

and Bonnicci (1996), Zeithaml et al. (1996), Ruby (1998), Kerlin (2000), Ham & Hayduk

(2003), White & Yu (2005), and Arambewela and Hall (2006) in the area of service quality,
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customer satisfaction and customer behavioural intention. These issues are global and affect
all organisations, large or small, profit or non-profit, local and global. The study indicated that
there is a significant correlation among perceived service quality, student satisfaction and

student behavioural intention in a higher education setting.

The research findings turned out to be a very valuable tool for Cyprus College management in
its effort to improve the quality of the services provided. In addition, the methodological
foundation used for this study became a useful tool for the establishment of a system for

continuous assessment.,
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GLOSSARY:

EFQM:

QAA:

BNQP:

ISO:

European Foundation for Quality Management is the body managing the EFQM
excellence model. It was introduced at the beginning of 1992 as the framework

for assessing organizations for the European Quality Award.

The Quality Assurance Agency for Higher Education was established in 1997,
to provide an integrated quality assurance for UK higher education. It has the
responsibility to safeguard the public interest in sound standards of higher
education qualifications, and to encourage continues improvement in the

management of the quality of higher education.

The Foundation for the Malcolm Baldrige National Quality Award was created
in 1987, to provide recognition among manufacturing, service, education and
small businesses. The award is the highest level of national recognition for

quality that a United State company can achieve.

The International Organization for Standardization was established in Geneva,
Switzerland and it is composed of about 100 countries. The ISO’s objective is to
promote development of standards worldwide to improve operating efficiency

and productivity and reduce cost.
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ENQA:

CEEAB:

TQM:

The European Network for Quality Assurance in Higher Education was
established in 2000 to promote European co-operation in the field of quality
assurance. In November 2004 the General Assembly transformed the Network
into the European Association for Quality Assurance in Higher Education
(ENQA). The idea for the association originates from the European Pilot
Project for Evaluating Quality in Higher Education (1994-95), which
demonstrated the value of sharing and developing experience in the area of
quality assurance. Subsequently, the idea was given momentum by the
Recommendation of the Council (98/561/EC of 24 September 1998) on

European co-operation in quality assurance in higher education and by the

Bologna Declaration of 1999.

Cyprus Educational Evaluation and Accreditation Board is the body responsible
for the evaluation and accreditation of programs of study offered by Private

Tertiary Education Institutes in Cyprus.

Total Quality management is an approach to quality management based on

continuous improvement, and active involvement of everyone within an

organization in the improvement process.
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IPS:

BOLOGNA

Investors in People Standards is a tool for business improvement. The standard
are used as a foundation, to open fresh possibilities for improvement by
embracing a wide range of people management issues such as an objective,
detailed and thorough analysis of your people management systems; an accurate
measure of how well they are working; fresh and challenging insights into how
you can continue to develop; and clear guidance on where there is room for

improvement

Bologna Process launched in 1999 by the Ministers of Education and university
leaders of 29 countries, the Bologna Process aims to create a European
Higher Education Area (EHEA) by 2010. The Bologna Process aims to
facilitate mobility by providing common tools (such as a European Credit
Transfer and accumulation System — ECTS and the Diploma Supplement) to
ensure that periods of study abroad are recognised. These tools are used to
promote transparency in the emerging European Higher Education Areas by
allowing degree programmes and qualifications awarded in one country to be

understood in another.

The Bologna Process also includes the promotion of European co-operation in
quality assurance as one of its ten objectives. The current structural and
curriculum reform provide an opportunity for universities to reflect upon
management practices and to review programmes and teaching methods with

the aim of ensuring their quality.

169



REFERENCES CITED

Aguayo, R. (1990). Dr Deming: The American who taught the Japanese about
quality. New York: Carol Publishing

Aldridge, A. & Rowley, J. (1998). ‘Measuring customer satisfaction in higher
education’, Quality Assurance in Education, vol. 6 (4), pp. 197-204.

Andaleeb, S. (1998). ‘Determinants of customer satisfaction with hospitals: a
managerial model’, International Journal of Health Care Quality Assurance, vol.11
(6), pp. 181-187.

Anderson, E. (1995). ‘High tech v. high touch: a case study of TQM
implementation in Higher Education’, Managing Service Quality, vol.5 (2), pp.48-
56

Anderson, E. & Mittal, V. (2000). ‘Strengthening the satisfaction — profit chain’,
Journal of services Research, vol.3 (2), pp.107-120.

Anderson, E. & Zwelling, L. (1996). ‘Measuring service quality at the University of
Texas M.D. Anderson Cancer Centre’, International Journal of Health Care Quality
Assurance, vol.9 (7), pp. 9-22.

Angur, M., Nataraajan, R. & Jahera, J. (1999). ‘Service quality in the banking
industry: an assessment in a developing economy’, International Journal of Bank
Marketing, vol.17 (3), pp. 116-123.

Annual Report (2005), Central bank of Cyprus. Available: www.centralbank.gov.cy

Arambewela R. & Hall J. (2006) ‘A comparative analysis of international education
satisfaction using SERQUAL’, Journal of Service Research, vol.6 (July), pp. 141-
163.

Arnauld, E.J., Price, L.L. & Zinkhan, G.M. (2002). Consumers. New York: McGraw
Hill

Association of Research Libraries (ARL) (2006). Viewed: 3" October,
www.libqual.org

Asubonteng, P., McCleary, K.J. & Swan, J.E. (1996). ‘SERVQUAL revisited: ‘a
critical review of service quality’, Journal of Services Marketing, vol.10 (1), pp.62-
80. :

Athanassopoulos, A., Gounaris, S. & Stathakopoulos, V. (2001). ‘Behavioural
response to customer satisfaction: an empirical study’, European Journal of
Marketing, vol.35 (5), pp. 687-707.

170



Athiayaman, A (1997). ‘Linking student satisfaction and service quality perceptions:
the case of university education’, European Journal of Marketing, vol. 31 (7), pp.
528-540.

Auty, S. & Long, G. (1999). ‘Tribal warfare and gaps affecting internal service
quality’, International Journal of Service Industry Management, vol.10 (1), pp. 7-22.

Avkiran, N. (1999). ‘Quality customer service demands human contact’, The
International Journal of Bank Marketing, vol.17 (2), pp. 35-68.

Babakus, E. & Boller, G. (1992). ‘An empirical assessment of the SERVQUAL
scale’, Journal of Business Research, vol.24 (5), pp. 253-268.

Babakus, E. & Mangold, G.W. (1992). ‘Adapting the SERVQUAL scale to
hospital services: An empirical investigation,” Health Service Research, vol.26 (6),
pp.767-786.

Backet, N., & Brookes, M. (2006). ‘Evaluating quality management in university
departments’, Quality Assurance in Education, vol.14 (2), pp. 123-142.

Bagozzi, R., Gopinath, M. & Nyer, P. (1999). ‘The role of emotion in Marketing’,
Journal of the Academy of Marketing Science, vol.27 (2), pp. 89-96.

Bahia, K. & Nantel, J. 2000, ‘A reliable and valid measurement scale for the
perceived service quality of banks’, The International Journal of Bank Marketing,
vol.18 (2), pp. 84-91.

Baldrige National Quality Program (2003)._Education Criteria for Performance
Excellence, Milwaukee: American Society for Quality

Bateson, J. (1992). Managing Services Marketing. Fort Worth: Dryden Press

Bell, D.R. & Sheiff, D.S.E. (1990). ‘Managing Service Quality for Improved
Competitive Performance,” New Zealand Journal of Business, vol.12, pp. 1-12.

Bell, J. (1993). Doing vour Research Project: A Guide to first-time Research in
Education and Social Science. (2nd ed). Buckingham: Open University Press

Bendall-Lyon, D. & Power, T.L. (2004). ‘The impact of structure and process
attributes on satisfaction and behavioural intention’, Journal of Services Marketing,
vol.18 (2), pp.114-121.

Berry, L.L. (1984). ‘The employee as customer’ in Lovelock, C. (Eds), Services
Marketing, Boston: Kent Publishing pp.271-278.

Berry, L.L. (1995). On Great Service: A Framework for Action New York: Free
Press

Berry, L.I.. & Parasuraman, A. (1991). Marketing Services: Competing through
Quality. New York: The Free Press

171



Berry, L.L., Zeithaml, V.A. & Parasuraman, A. (1985) ‘Quality counts in services,
too’, Business Horizons, vol.28 (May-June), pp. 44-52.

Bolton, N.R. & Drew, H.J. (1991a). ‘A longitudinal analysis of the impact of service
changes on customer attitudes’, Journal of Marketing, vol.55 (1), pp.1-9.

Bolton, N.R. & Drew, H.J. (1991b). ‘A multistage model of customer's assessments
of service duality and value’, Journal of Consumer Research, vol.17 (3), pp. 375-
384.

Boomsma, S. (1992). ‘A clear view’, Managing Service Quality, vol.2 (1), pp.31-33.

Boulding, W., Katra, A., Staelin, R. & Zeithaml, V.A. (1993). ‘A dynamic process
model of service quality: from expectation to behavioural intensions’, Journal of
Marketing Research, vol.30 (1), pp 7-27.

Brady, M.K. & Robertson, C.J. (2001). ‘Searching for a consensus on the antecedent
role of service quality and satisfaction: An exploratory cross-national study’, Journal
of Business Research, vol.51 (1), pp.53-60.

Braun, H. & Scope A. (2003). ‘Does it pay to invest in customer satisfaction?
Effects of customer satisfaction measurement and improvement on earnings, in
Fellows’, D.S. (Ed.) Proceedings of the ESOMAR Congress, Prague, September 14-
17, pp. 159-174

Brown, S. & Swartz, T. (1989). ‘A gap analysis of professional service quality’,
Journal of Marketing, vol.53 (2), pp.92-98.

Brown, T., Churchill, G. & Peters, J.P. (1993). ‘Research note: Improving the
measurement of service quality’, Journal of Retailing, vol.69 (1), pp. 127-139.

Browne, B., Kaldenberg, D., Browne, W. & Brown, D. (1998). ‘Student as
customer: factors affecting satisfaction and assessments of institutional quality’,
Journal of Marketing for Higher Education, vol.8 (3), pp.1-14.

Brysland, A. & Curry, A. (2001). ‘Service improvements in public services using
SERVQUAL’, Managing Service Quality, vol.11 (6), pp.389-401.

Buchanan, D. & Huczynski, A. (2004). Organizational Behaviour: an introductory
text. (5 ed). Upper Saddle River: Prentice Hall

Buttle, F. (1996). ‘SERVQUAL: review, critique, research agenda’, European
Journal of Marketing, vol.30 (1), pp.8-32.

Calvo-Mora, A., Leal, A. & Roldan, J.L. (2006). ‘Using enablers of the EFQM
model to manage institutions of higher education’, Quality Assurance in Education,
vol.14 (2), pp. 99-122.

172




Carman, J.M. (1990). ‘Consumer perceptions of service quality: An assessment of
the SERVQUAL dimensions’, Journal of Marketing, vol.66 (1), pp.33-35.

Caruana, A., Ewing, M.T. & Ramaseshan, B. (2000), ‘Assessment of the three-
column format SERVQUAL: an experimental approach’, Journal of Business
Research, vol. 49 (1), pp.57-65.

Cyprus Educational Evaluation and Accreditation Board CEEAB (SEKAP) 2006,
Viewed: 20 November, www.moec.gov.cy

Chafee, E. & Sherr, L.A. (1992). Quality: Transforming postsecondary education,
ASHE-ERIC Higher education reports. Report Three. Washington, DC: George
Washington University.

Chan, K. (2001). ‘The Difficulties and Conflict of Constructing a Model for Teacher
Evaluation in Higher Education’, Higher Education Management, vol.13 (1), pp. 93-
111.

Churchill, G.A. (1991). Marketing Research: Methodological Foundations. (5th ed.).
Ft. Worth: The Dryden Press

Churchill, G. & Supremant, C. (1982). ‘An investigation into the determinants of
customer satisfaction’, Journal of Marketing Research, vol.19 (11), pp.491-504.

Clow, K.E. & Vorhies D.W. (1993). ‘Building a competitive advantage for service
firms: Measurement of consumer expectations of service quality’, The Journal of
Service Marketing, vol.7 (1), pp. 22-33.

Comm, C.L. & Mathaisel, D. (2000). ‘Assessing employee satisfaction in service
firms: An example in higher education’, The Journal of Business and Economic
Studies, vol.6 (1), pp. 43-54.

Creative Research Systems (2003), Survey Design, Viewed: 9" April 2006,
Available from: <http://www.surveysystem.com/resource.htm>.

Cronbach, L.J. (1951). ‘Co-efficient alpha and the internal structure of test’,
Psychometrica, vol.16, pp.297-334.

Cronin, J.J. & Taylor, S.A. (1992). ‘Measuring Service Quality: A Re-examination
and Extension’, Journal of Marketing, vol.56 (7), pp.55-68.

Cronin, J.J. & Taylor, S.A. (1994). ‘SERVPERF versus SERVQUAL: Reconciling
performance-based’, Journal of Marketing, vol.58 (2), pp. 125-131.

Crosby, P.B. (1979). Quality is free: the art of making quality certain, New York:
McGraw-Hill

173



Curry, A. & Sinclair, E. (2002). ‘Assessing the quality of physiotherapy services using
SERVQUAL’, International Journal of Health Care Quality Assurance, vol.15 (5), pp.
197-205.

Cyprus Educational Evaluation and Accreditation Board (2002). Private Higher
Education in Cyprus. Nicosia: Ministry of Education and Culture, Republic of Cyprus.

Daft, R. (1998). Organizational Theory and Design. (6th ed). Cincinnati: South-
Western College Publishing.

Dallastown-Jones, D., Pike, L., Cohen, L., Young, A., Arnold, S. & Draw, N. (2003).
‘Are they being served? Student expectations of higher education’, Issues in
Educational Research, vol.13, available from:
<http://education.curtin.edu.av/iier/iier13/darlaston-jones.htmI>

Dean, A. & Yu, Y.T., (2001). ‘The contribution of emotional satisfaction to
consumer loyalty’, International Journal of Service Industry Management, vol.12
(3), pp.234-250.

Dean, A. & White, C. (1999). ‘Analysing service quality in the hospitality industry’,
Managing Service Quality, vol.9 (2), pp.136-143.

Demurrals, K. & Lipan, S.D. (2004). Foundation for Research: Methods of Inquiry
in Educational and the Social Science. Mahwah, NJ: Lawrence Erlbaum Associates

Deming, W.E. (1986). Out of Crisis. MIT Centre for Advanced Engineering Study.
Cambridge, MA.

Deming, W.E. (1994). The New Economics for Industry, Government, Education.
Massachusetts Institute of Technology, Cambridge, MA.

Denzin, N.K. (1978). The Research Act: An introduction to Sociological Methods.
New York: McGraw-Hill

Department of Statistics and Research (Various Years). Statistics of Education.
Nicosia: Ministry of Finance, Republic of Cyprus.

DeShields Jr, O.W., Kara, A. & Kaynak, E. (2005). ‘Determinants of business
student satisfaction and retention in higher education: applying Hertzberg’s two-
factor theory’ International Journal of Educational Management, vol.19 (2), pp. 128-
139.

Dew J.R. & Nearing M.M. (2004). Continuous quality improvement in Higher
Education. Westport: Praeger Publishers

DiDomenico, E.A. & Bonnicci, J. 1996, ‘Assessing service quality within the
Education environment’, Education, vol.11 (6), pp. 353-359.

Dick, A.S. & Basu, K. (1994) ‘Customer loyalty: toward an integrated conceptual
framework’, Journal of the Academy of Marketing Science, vol. 22 (2), pp. 99-113.

174



Donelly, Jr., Berry, L. & Thompson, T. (1985). Marketing Financial Services - A
strategic Vision. Homewood: Richard F. Irwin

Dreher, M.C. & Hayes, J. (1993). ‘Triangulation and cross-cultural research’,
Western Journal of Nursing Research, vol.15 (2), pp.216-229.

Durvasula, S. & Mehta, S.C. (1999). ‘Testing the SERVQUAL scale in the business-
to-business sector: The case of ocean freight shipping service’, Journal of Services
Marketing, vol.13 (2), pp.132-150.

European Foundation for Quality Management (EFQM), viewed: 25 January 2007,
www.efgm.org

Elliott, K.M. & Healy, M.A. (2001). ‘Key factors influencing student satisfaction
related to recruitment and retention’, Journal of Marketing for Higher Education,
vol. 10(4), pp. 1-12.

Educational Standards and Guidelines for Quality Assurance in the European Higher
Education Area (ENQA), viewed: 25M g anuary 2007, www.enga.eu

Evans, J.R. & Lindsay, W.M. (1996). The Management and Control of Quality, St.
Paul: West.

Farner, S., Luthans, F. & Sommer, S. (2001). ‘An empirical assessment of internal
customer service’, Managing Service Quality, vol.11 (5), pp.350-358.

Feigenbaum, A.V. (1991). Total Quality Control, (4th ed.). New York: McGraw-Hill

Feigerbaum, A.V. (1999). ‘The new quality for the twenty-first century’, The TOM,
vol.11 (6), pp.376-383.

Firdaus, A. (2006). ‘Measuring service quality in higher education: HEDPERF
Versus SERVPERF’, Marketing Intelligence & Planning, vol. 24 (1), pp. 31-47.

Ford, J.B., Joseph, M. & Joseph, B. (1999). ‘Importance - performance analysis as a
strategic tool for service marketers: the case of service quality perceptions of
business students in New Zealand and the USA’, Journal of Services Marketing,
vol.13 (2), pp. 171-186.

Freed, J.E., Klugman, M.R. & Fife, J.D. (1997). ‘A culture for academic excellence:
implementing the quality principles in higher education’, ASHE-ERIC Higher
Education Report

Frost, F.A. & Kumar, M. (2000). ‘INTSERVQUAL - an internal adaptation of the
GAP model in a large service organisation’, Journal of Services Marketing, vol.14
(5), pp. 358-377.

Frost, F.A. & Kumar, M. (2001). ‘Service quality between internal customers and
internal suppliers in an international airline’, International Journal of Quality &
Reliability Management, vol.18 (5), pp. 371-386.

175



Furrier, O., Liu, B.C. & Sudharshan, D. (2000). ‘The relationship between culture
and service quality perceptions: Basis for cross-culture market segmentation and
resource allocation’, Journal of Service Research, vol. 2 (4), pp.355-371.

Gabbie, O. & O’ Neill, M. (1996). ‘SERVQUAL and the Northern Ireland hotel
sector: a comparative analysis — part 1°, Managing Service Quality, vol.6 (6), pp. 25-
32.

Garvin, D.A. (1988). Managing Quality: The strategic and competitive edge. New
York: Free Press.

Gemme, E.M. (1997). ‘Retaining customers in a managed care market’, Journal of
Marketing Health Services, vol.17 (3), pp.19-21.

Goncalves, C., Souza, R. & Inacio, A. (2004). ‘Satisfaction, quality royalty, value
and expectations in higher education institutions: an empirical study’, Proceedings
of Second World Conference on POM and 15th Annual POM Conference, Cancun,
30 April-3 May.

Gray, J.G. (1986). Managing the institutional image, Westport: Quorum Books

Gronroos, C. (1984). Service Management and Marketing, Lexington, MASS:
Lexington Books

Gronroos, C. (1988). ‘Service quality: the six criteria of good perceived quality
service’, Review of Business, vol.9 (3), pp. 10-13.

Gronroos, C. (1990). Service Management and Marketing: Managing the Moment
of Truth in Service Competition, Lexington, MASS: Lexington Books

Gronroos, C. (2000). Service Management and Marketing: A Customer Relationship
Management Approach. (2nd ed.), West Sussex: John Wiley & Sons.

Guolla, M. (1999), ‘Assessing the teaching quality to student satisfaction
relationship: applied customer satisfaction research in the classroom’, Journal of
Marketing Theory and Practice, vol. 7(3), pp. 87-98.

Gupta, A., Hearth, S.K., & Mc Daniel, J.C. (2005). ‘Quality management in service
firms: sustaining structures of total quality service’, Managing Service Quality, vol.
15 (4), pp. 386-402.

Hall, D. (1996). ‘How Useful is the concept of Total Quality Management to the
University of the 90°s?’ Journal of Further and Higher Education, vol.20 (2) pp. 20-
32

Ham L. & Hayduk, S. (2003). ‘Gaining Competitive Advantages in Higher
Education. Analysing the Gap between Expectations and Perceptions of service
Quality’, International Journal of Value-Based Management, vol.16 (3), pp. 223-
242,

176



Hampton, G.M. (1993). ‘Gap analysis of college student satisfaction as a measure of
professional service quality’, Journal of Professional Services Marketing, vol.9 (1),
pp.115-128.

Harris, E.K. (2000). Customer Service: A practical approach, New Jersey: Prentice
Hall

Harvey, L. (1995a). ‘Student satisfaction’, The New Review of Academic
Librarianship, vol. 1, pp. 161-173.

Harvey, L. (1995b) ‘Beyond TQM’, Quality Higher Education, vol. 1 (2), pp. 133-
146.

Hasin, M., Seluangsawat, R. & Shareet, M (2001). ‘Statistical measures of customer
satisfaction for healthcare quality assurance: a case study’, International Journal of
Health Care Quality Assurance, vol. 14 (1), pp. 6-13.

Henning-Thurau, T., Lager, M.F. & Hansen, U. (2001). ‘Modelling and managing
student loyalty: an approach based on the concept of relationship quality’, Journal of
Service Research, vol. 3 (4), pp. 331-344.

Hill, F.M. (1995). ‘Managing service quality in higher education: the role of students
as primary customer’, Quality Assurance in Education, vol. 3 (3), pp.10-21.

Hockey, C. (1993). ‘Research Methods: Researching peers and familiar setting’,
Research Papers in Education, vol.8 (12), pp.199-225.

Hoxley, M. (2000). ‘Measuring UK construction professional service quality: the
what, how, when and who”, International Journal of Quality & Reliability
Management, vol. 17 (4), pp. 511-526.

Huang, Y., Wu C., & Hsu J., (2006). ‘Using Importance — Performance Analysis in
Evaluating Taiwan Medium and Long Distance National Highway Passenger
Transportation Service Quality’, Journal of American Academy of Business, vol. 8
(2), pp.98-104.

Ingram, H. & Daskalakis, G. (1999). ‘Measuring quality gaps in hotels: the case of
Crete’, International Journal of Contemporary Hospitality Management, vol. 11 (1),
pp. 24-30.

Investor In People (IIP), viewed: February 20th, 2006. www.investorinpeople.co.uk

Jack, E. & Raturi, A.S. (2006). ‘Lessons learned from methodological triangulation
in management research’, Management Research News, vol.29 (6), pp. 345-357.

Jones, M.A. & Suh, I.S. (2000). ‘Transaction-specific satisfaction and overall
satisfaction: an empirical analysis’, Journal of Services Marketing, vol.14 (2),
pp.147-159.

177



Jones, T.O. & Sasser, W.E. (1995). ‘Why satisfied customers defect’, Journal of
Harvard Business Review, vol.73 (November/December), pp.88-99.

Joseph, M. & Joseph, B. (1999). ‘Customer Perception of Service Quality in
Higher Education’, Journal of Marketing & Management, vol.5 (4), pp.17-31.

Juran, J.M. (1988). Juran’s Quality Control Handbook, (4th ed). New York:
McGraw — Hill

Juran, JM. & Gryna, F.M. (1988). The quality function’, Juran's quality control
handbook (4th ed) New York: McGraw-Hill

Juwaheer, T.D. (2004). ‘Exploring international tourist’s perception of hotel
operations by using modified SERVQUAL approach - case study Mauritius,
Managing Service Quality, vol.14 (5), pp.350-364.

Kamvounias, P. (1999), ‘Students as customers and higher education as industry: A
review of the literature and the legal implications’, Academy of Educational
Leadership Journal, vol. 3 (1), pp.30-38.

Kang, G. & James, J. (2004). ‘Service quality dimensions: an examination of
Gronroor’s service quality model’, Managing Service Quality, vol.14 (4), pp. 266-
277.

Kanji, GK. & Tambi, AM. (1999). ‘Total quality management in UK higher
institutions’, Total Quality Management, vol.10 (1), pp. 129-153.

Kearney, G.W. & Kearney, T.S., Brill, E.A. (1994). Transfer student expectations
and satisfaction: Predictors for academic performance and persistence. Tucson AZ:
Presented at the Annual Meeting of the Association for Study of Higher Education.

Kerlin, C.A. (2000), ‘Measuring student satisfaction with the service processes of
selected student educational support services at Everett Community College’,
Doctoral Dissertation, Publication # AAT 9961458, Oregon State University.

Kotler, P. & Armstrong, G. (2006). Principles of Marketing (11th ed). Upper
Saddle River, NJ: Pearson-Prentice Hall

Kotler, P. & Fox, K. (1995). Strategic Marketing for Educational Institutions, (2nd
ed), Englewood Cliff: Prentice Hall

Kotler, P. & Keller K.L. (2007) Marketing Management (12th ed). Upper Saddie
River, NJ: Pearson-Prentice Hall

Kotze, T.G. & Plessis, P.J. (2003). ‘Students as co-producers of education: a
proposed model of student socialisation and participation of tertiary institutions’,
Quality Assurance in Education, vol. 11 (3), pp. 186-201.

178



Kvale, S. (1995). ‘The social construction of validity’, Qualitative Inquiry, vol.1 (1),
pp. 19-40, available from:
<http://www.ped.gu.se/biorn/phgraph/misc/contr/validity html>.

Lassar, W.M., Manolis, C. & Winsor, R.D. (2000). ‘Service quality perspectives and
satisfaction in private banking’, International Journal of Bank Marketing, vol.18 (4)
pp. 181-189.

Lehtinen, U. & Lehtinen, J.R. (1982). ‘Service Quality: A Study of Quality
Dimensions’, Unpublished Working Paper, Service Management Institute, Helsinki,
Finland.

Lervik, L. & Johnson, M.D. (2003). ‘Service equity, satisfaction and royalty: from
transaction-specific to cumulative evaluations’, Journal of Service Research, vol.5
(3), pp.184-195.

Lewis, B. (1989). ‘Quality in the Service Sector: A Review’, International Journal of
Bank Marketing, vol.7 (5), pp.4-12.

Lewis, B. (1993) ‘Service Quality Measurement’, Marketing Intelligence and
Planning. vol. 11 (4), pp. 4-12.

Liljander, V., &  Strandrik, T. (1997). ‘Emotions in service satisfaction’,
International Journal of Service Industry Management, vol. 8 (2), pp. 148-169.

Lim, P. & Tang, N. (2006), ‘A study of patients’ expectations and satisfaction in
Singapore hospitals’ International Journal of Health Care Quality Assurance, vol.13
(7), pp. 290-299.

Litwin, M.S. (1995). How to Measure Survey Reliability and Validity, Thousand
Oaks: Sage Publications

Lovelock, C. & Wirtz, J. (2007). Service Marketing. (6th ed). Upper Saddle River
NJ : Pearson Prentice Hall

Low, L. (2000). Are College students satisfied? A national analysis of changing
expectations. lowa City: Noel-Levitz

Marchese, J (1993. ‘TQM: a time for idea’, Change, vol. 25 (3), pp. 10-13

Mark, S., Philip, L. & Adrian, T. (2003). Research Methods for Business Students
(3rd ed). Harlow: Prentice Hall

Martensen, A., Gronholdt, L., Eskildsen, J. & Kristensen, K. (1999). ‘Measuring
student oriented quality in higher education: application of the ECSI methodology’,
Conference Proceedings from TQM for Higher Education Institutions. ‘Higher
Education Institutions and the Issue of Total Quality, Verona, 30-31 August.

179




Mavondo, F. & Zaman, M. 2000, ‘Student satisfaction with tertiary institutions and
recommending it to prospective students’, Proceedings of the Conference of
ANZMAC, Gold Coast, 28 November-1 December.

McDougall, G. & Levesque, T. (2000). ‘Customer satisfaction with services: putting
perceived value into the equation’, Journal of Service & Marketing, vol. 14 (5),
pp.392-410.

Mclnnis, C., James, R., & Hartley, R. (2000)._Non-completion in vocational
education and training and higher education, Centre for the Study of Higher
Education: University of Melbourne.

McVicar, M. (1996). ‘Education’, in: Farnham, D. and Horton, S. (Eds) Managing
the New Public Services, pp. 219-241, London : MacMillan

Mergen, E., Grand, D. & Widrick, S.M. (2000). ‘Quality management applied to
higher education’, Total Quality Management vol. 11 (3), pp. 345-352.

Michael, S. (1997). ‘American higher education system: Consumerism versus
professionalism’, International Journal of Education Management, vol. 11(3), pp.
117-130.

Mills, P.K., Chase, R.B. & Margulies, N. (1983). ‘Motivating the client/employee
system as a service production strategy’ Academy of Management Review, vol. 8
(2), pp.301-310.

Ministry of Education and Culture, Republic of Cyprus. Available:
WWW.moec.gov.cy

Mizikaci, F. (2006). ‘A system’s approach to program evaluation model for quality
in higher education’, Quality Assurance in Education, vol. 14 (1), pp. 37-53.

Mostafa, M.M. (2005). ‘An empirical study of patients’ expectations and satisfaction
in Egyptian hospitals’, International Journal of Health Care Quality Assurance,
vol.18 (7), pp. 516-532.

Newman, K. (2001). ‘Interrogating SERVQUAL: a critical assessment of service
quality measurement in a high street retail bank’, International Journal of Bank
Marketing, vol.19 (3), pp.126-139.

Nguyen, N. & Leblanc, G. (2001). ‘Image and reputation of higher education
institutions in students’ retention decisions’, International Journal of Education
Management, vol. 15 (6), pp.303- 311.

Nguyen, N., Yshinari, Y. & Shigeji, M. (2004). ‘Value of higher education service:
different viewpoints and managerial implications’, Proceedings of Second World
Conference on POM and 15th Annual POM Conference, Cancun, 30 April-3 May.

Nunnally, J.C. (1978). Tests and Measurements. New York: McGraw-Hill.

180



Oliver, R. (1993). ‘Cognitive, Affective, and Attribute Bases of the Satisfaction
Response’, Journal of Consumer Research, vol. 20 (3), pp. 418-430

Oliver, R. (1977). ‘Effects of expectations and disconfirmation on post exposure
product evaluations: an alternative interpretation’, Journal of Applied Psychology,
vol.62 (4), pp.480-486.

Oliver, R. & DeSarbo, W. (1988). ‘Response determinants in satisfaction
judgments’, Journal of Consumer Research, vol.14 (3), pp.495-507.

Oliver, R. & Swan, I. (1989). ‘Equity and Disconfirmation Perceptions as Influences
on Merchants and Product Satisfaction’, Journal of Consumer Research, vol.16 (4),
pp.372-383

Oliver, R. & Swan, J. (1989). ‘Consumer perceptions of interpersonal equity and
satisfaction in transactions: A field survey approach’, Journal of Marketing, vol.53
(2), pp.21-35.

Olorunniwo F, & Hsu M.K. (2006). ‘A typology analysis of service quality,
customer satisfaction and behavioural intention in mass services”, Managing Service

Quality, vol. 15 (2), pp. 106-123.

Olorunniwo, F., Hsu, MK. & Udo, G.J. (2006). ‘Service quality, customer
satisfaction, and behavioural intentions in the service factory’, Journal of Service
Marketing, vol. 20 (1), pp.59-72.

O’Neill M. (2003). ‘The influence of time on student perceptions of service quality.
The need for longitudinal measures’, Journal of Educational Administration , vol. 41
(3), pp. 310-324

Orwig, R., Pearson, J. & Cochran, D. (1997). ‘An empirical investigation into the
validity of SERQUAL in the public sector’, Public Administration Quarterly,
Spring, pp.54-68.

Parasuraman, A., Berry, L. & Zeithaml, V. (1991a). ‘Perceived service quality as a
customer-based performance measure: an empirical examination of organizational
barriers to using an extended service quality model, Human Resource Management,
vol.31 (3), pp.335-364.

Parasuraman, A. & Grewal, D. (2000). ‘Serving customers and consumers
effectively in the twenty-first century: A conceptual framework and overview’,
Journal of the Academy of Marketing Science, vol.28 (1), pp.9-16.

Parasuraman, A., Zeithaml, V. Berry, L. (1985). ‘A conceptual model of service
quality and its implications for future research’, Journal of Marketing, vol. 49 (4),
pp.41-50.

181



Parasuraman, A, Zeithaml, V. & Berry, L. (1988). ‘SERVQUAL: A multiple-item
scale for measuring consumer perceptions of service quality’, Journal of Retailing,
vol.64(1), pp.12-40.

Parasuraman, A., Zeithaml, V. & Berry, L. (1990). Delivering quality service -
balancing customer perceptions and expectations, New York: The Free Press

Parasuraman, A., Zeithaml, V. & Berry, L. (1991b), ‘Understanding customer
expectations of service’, Sloan Management Review, vol.32 (3), pp.39-48.

Parasuraman, A., Zeithaml, V. & Berry, L. (1991c). ‘Refinement and reassessment
of the SERVQUAL scale’, Journal of Retailing, vol.67 (4), pp.420-450.

Parasuraman, A., Zeithaml, V. & Berry, L. (1993). Research note: ‘More on
improving service quality measurement’, Journal of Retailing, vol.69 (1), pp.140-
147.

Parasuraman, A., Zeithaml, V. & Berry, L. (1994a). ‘Alternative scales for
measuring service quality: a comparative assessment based on psychometric and
diagnostic criteria’, Journal of Retailing, vol.70 (4), pp.201-230.

Parasuraman, A., Zeithaml, V. & Berry, L. (1994b). ‘Reassessment of expectations
as a comparison standard in measuring service quality: implications for future
research’, Journal of Marketing, vol.58 (1), pp.111-124.

Parker, R., Pettijohn, C. & Pettijohn, T. (1989). ‘Choosing a business school: the
relevant criteria’, Journal of Marketing for Higher Education, vol.2 (2), pp.97-106.

Peel, M. (2000). ‘Nobody cares: The challenge of isolation in school to university
transition’, Journal of Institutional Research, vol.9 (1), pp.22-34.

Pelto, P. & Pelto, G. (1978). Anthropological Research: ‘The Structure of Inquiry’,
Cambridge: University Press.

Peters, T. & Austin, N. (1985). ‘Passion for Excellence’, New York: Random
House.

Petruzzellis, L., D’Uggento, A.M. & Romanazzi, S. (2006). ‘Student satisfaction
and quality of service in Italian universities’, Managing Service Quality, vol. 16 (4),
pp. 349-364.

Philip, G. & Hazlett, S. (2001). ‘Evaluating the service quality of information
services using a new ‘P-C-P’ attributes model’, International Journal of Quality &
Reliability Management, vol. 18 (9), pp.900-916.

Quality Assurance Agency for Higher Education (QAA) viewed: 25" 2007
www.qaa.ac.uk

182



Rathmell, J.M. (1996). ‘What is meant by services?’ Journal of Marketing, vol.30
4), pp.32-36

Robson, C. (2002). Real World Research: A Resource for Social scientists and
Practitioners. Massachusetts: Blackwell Publishers,

Rodie, A.R. & Kleine, S.S. (2000). ‘Customer participation in services production
and delivery, in Swartz, T.A. and lacobucci’, D. (Eds.),_Handbook of Service
Marketing and Management, pp.111-125. California: Sage Publications

Rooney, P. (2004).‘Researching from the inside — does it compromise: A
discussion’, Available:
<http://www.Level3.dit.ie/html/issue3/rooney/roonev4.htmi>,

Ruben, B.D., Russ T., Smulowitz, S.M. & Connaughton, S.L. (2007). ‘Evaluating
the impact of organizational self-assessment in higher education: The Malcolm
Baldrige/Excellence in higher education framework’, Leadership & Organizational
Journal, vol.28 (3), pp. 230-250.

Ruby, C.A. (1998). ‘Assessing satisfaction with selected student services using
SERVQUAL, a market-driven model of service quality’, NASP Journal, vol.35 (4),
pp.331-341.

Russel, M. (2005). ‘Marketing education: A review of service quality perception
among international students’, International Journal of Contemporary Hospitality
Management, vol.17 (1), pp. 65-77.

Sakthivel, P.B. & Raju, R. (2006). ‘An Instrument for Measuring Engineering
Education Quality from Students’ Perspective’, The Quality Management Journal,
vol.13 (3), pp.23-34.

Samat, N., Ramapah, T. & Saad, N.M. (2006). ‘TQM Practices, service quality, and
market orientation’, Management Research News, vol. 29(11), pp. 713-728.

Schwantz, D.G. (1996). Service gquality in higher education: Expectations and
perceptions of traditional and non-traditional students. Doctoral Dissertation, Texas
Tech University (abstract) at http//esr.lib.ttu.edu

Seeman, E.D. & O’Hara, M. (2006). ‘Customer relationship management in higher
Education: Using information systems to improve the student-school relationship’,
Campus-Wide Information Systems, vol. 23 (1), pp.24-34.

Shaelou, S. L. (2004). Higher Education in Cyprus before and after accession: Legal
and financial prospects, Nicosia: Research and Development Centre — Intercollege

Short A. (2006). Bureaucracy: The enemy of a quality structure, European forum for
Quality Assurance: Embedding quality culture in Higher Education, First European
Quality Assurance Forum: A share understanding of quality, 23-25 November,
Munich, Germany.

183



Sirvanci, M.B. (1996). ‘Are students the True Customers of Higher Education?’
Quality Progress, vol. 29 (10), pp. 99-102.

Sirvanci, M.B. (2004). ‘TQM implementation: Critical issues for TQM
implementations in higher education’, The TQM Magazine, vol. 16 (6), pp. 382-386

Srikanthan, G. & Dalrymple, J. (2003). ‘Developing alternative perspectives for
quality in higher education’, The International Journal of Educational Management,
vol. 17 (3), pp. 126-136.

Sultan, F. & Merlin, C. (2000). ‘International service variants: airline passenger
expectations and perceptions of service quality’, Journal of Services Marketing, vol.
14 (3), pp.186-216.

Suskie, L. (1997). Questionnaire survey research: What Works, Tallahassee:
Association of International Research

Szymanski, D. & Henard, D. (2001). ‘Customer satisfaction: A meta-analysis of the
empirical evidence’, Journal of the Academy of Marketing Science, vol.29 (1),
pp.16-35.

Teas, R.K. (1993a). ‘Consumers’ expectations and the measurement of perceived
service quality’, Journal of Professional Services Marketing, vol.8 (2), pp. 33-53.

Teas, R.K. (1993b). ‘Expectations, performance evaluation and consumer’s
perception of quality’, Journal of Marketing, vol. 57 (4), pp.18-34.

Thomas, L.T., David S.T. & Cindy S.T. (2004). ‘College tuition and perceptions of
private university quality’, International Journal of Educational Management, vol.18
(5), pp. 304-316.

Ting, D.H. (2004). ‘Service quality and satisfaction perceptions: Currilinear and
interactional effect’, The International Journal of Bank Marketing, vol. 22 (6), pp.
407-420.

Tsarenko, Y. & Mavondo, F.T. (2001). ‘Resources and capabilities as determinants
of student satisfaction: do foreign and local students differ’, Proceedings of the
Conference ANZMAC, Auckland, 1-5 December.

Van der Wal, R., Pampallis, A. & Bond, C. (2002). ‘Service quality in a cellular
telecommunications company: a South African experience’, Managing Service

Quality, vol. 12 (5), pp. 323-335.

Vavra, T.G. (1997). Improving your Measure of Customer Satisfaction: A guide to
creating, conducting. analysing, and reporting customer satisfaction measurement
programs, Milwaukee: American Society for Quality.

184



Wallace, J.B. (1999).The Case for Student as Customer’, Quality Progress, vol. 32
(2), pp. 47-51.

White, C. & Yu, Y. (2005), ‘Satisfaction emotions and consumer behavioural
intentions’, Journal of Services Marketing, vol.19 (6), pp. 411-420.

Wiers-Jenssen, J., Stensaker, B. & Grogaard, J.B. (2002). ‘Student satisfaction:
towards an empirical deconstruction of the concept’, Quality in Higher Education,
vol. 8 (2), pp. 183-195.

Wisniewski, M. (2001). ‘Using SERVQUAL to assess customer satisfaction with
public sector services’, Managing Service Quality, vol.11 (6), pp.380-388.

Wisniewski, M. & Wisniewski, H. (2005). ‘Measuring service quality in a hospital
colpology clinic’, International Journal of Health Care Quality Assurance, vol.18
(3), pp. 217-228.

Wolverton M. (1995). Q-GAP, A data analysis model for assessing program quality.
AIR 1995 Annual Forum Paper, ERIC Document Reproduction Services, No.
386993.

Wong, A. (2004). ‘The role of emotional satisfaction in service encounters’,
Managing Service Quality, vol. 14 (5), pp. 365-376.

Wong, J. (2002). ‘Service quality measurement in a medical imaging department’,
International Journal of Health Care Quality Assurance, vol. 15 (5), pp. 206-212.

Woodside, G.A., Frey, L.L., & Daly, T.R. (1989). ‘Linking service quality, customer
satisfaction, and behavioural intention’, Journal of Health Care Marketing, vol.9

(4), pp. 5-17.

Yu, Y. & Dean A. (2001). ‘The contribution of emotional satisfaction to consumer
loyalty’, International Journal of Service Industry Management, vol. 12 (3), pp. 234-
250.

Yuksel, A. & Rimmington, M. (1998). ‘Customer Satisfaction Measurement’,
Cornell Hotel and Restaurant Administration Quarterly, vol.39 (6), pp. 60-71.

Zeithaml, V. (2000). ‘Service quality, profitability, and the economic worth of
customers: What we know and what we need to learn’, Journal of the Academy of
Marketing Science, vol.28 (11), pp.67-85.

Zeithaml, V., Parasuraman, A. & Berry, L. (1990). Delivering Quality Service,
Balancing Customer Perceptions and Expectations, New York: Free Press

Zeithaml, V., Berry, L. & Parasuraman, A. (1991). ‘An empirical examination of
relationships in an extended service quality model’, Cambridge: Marketing Science
Institute, Working paper No. 90-122

185



Zeithaml, V., Berry, L. & Parasuraman, A. (1993). ‘The nature and determinants of
customer expectations of service’, Journal of Academy of Marketing Science,
vol.21 (1), pp. 91-113.

Zeithaml, V., Berry, L. & Parasuraman, A. (1996). ‘The behavioural consequences
of service quality’, Journal of Marketing, vol. 60 (2), pp.31-46.

Zeithaml, V. & Bitner, M. (2000). Services Marketing, New York: McGraw-Hill

Zeithaml, V. (1988). ‘Consumer perceptions of price, quality, and value: A means-
end model and synthesis of evidence’, Journal of Marketing, vol. 52 (July), pp.2-22.

Zhu, F., Wymer, W. & Chen, 1. (2002). ‘IT-based services and service quality in
consumer banking’, International Journal of Service Industry Management, vol. 13
(1), pp.69-90.

Zikmund, W.G. (2000), Business Research Methods, (6th ed.). Florida: The Dryden
Press

Zikmund, W.G. (2003). Exploring Marketing Research. (8th ed.). Masson: Thomson
South-Western

186



- APPENDICES -




APPENDIX A:

HIGHER EDUCATION SYSTEM IN CYPRUS




Higher Education System of Cyprus

The state universities in Cyprus are the following:

*  The University of Cyprus
¢  The Open University of Cyprus
e  The Cyprus University of Technology

The law stipulating the establishment of the
University_of Cyprus passed by the House of
Representatives in 1989 and the university
admitted its first students in 1992. The
University's programmes cover a wide spectrum
of scholarly disciplines, ranging from the study of
economy and technology to humanities and arts.
The University of Cyprus has aiready earned the
respect of the international academic community
and the appreciation of the Cypriot society. The
law stipulating the establishment of the Open
University of Cyprus passed by the House of
Representatives in 2002. This new university
applies open and distance methods of teaching
and learning, widening access to higher
education for larger segments of the population
especially for adults. The Open University of
Cyprus accepted its first students in September
2006. The law establishing the Cyprus University
of Technology passed by the House of
Representatives in December 2003. The Cyprus
University of Technology, which will accept its
first students in September 2007, aspires to
become a pioneering university offering high level
training and research in the fields of science and
technology.

State universities in Cyprus offer programmes of
study at the first (Ptychio), second (Masters) and
third (Doctorate) cycle level. The European
Credit Transfer System (ECTS) is applied to all
programmes. A first cycle programme consists of
four academic years of full time study (240 ECTS)
and leads to the award of a Plychio. Each
academic year consists of two semesters. In
parallel to attending a first cycie programme, a
student may enroll in a minor programme
consisting of 60 ECTS. A minor programme may
be completed within the normal duration of the
first cycle programme (four academic years)
provided that the student will be in a position to
undertake a heavier workload than normally and
given that some courses could count both
towards the minor and the major programmes of
studies.

The Apolyterion (School Leaving Certificate) or
equivalent qualification is a prerequisite for
access to a first cycle programme at public
universities. The competitive entrance
examinations, the Pancyprian Examinations, are
used to rank the candidates for admission to a
particular programme in the two conventional
universities (The University of Cyprus and the
Cyprus University of Technology). Admission of
special categories of students, over and above
the quota for standard entry, is granted through
special University procedures on the basis of
social, economic and other criteria. Admission to
a minor programme and/or transfer from another
university-level institution is granted through
internal procedures of the university and the
Departments offering the programmes. The
admission procedure at the Open University of
Cyprus requires the submission of the relevant
application by the candidate.

The second cycle programme (Masters), at public
universities, consists of three to four semesters of
full time study (80-120 ECTS), and leads to the
award of a Magister Artium Degree or Magister
Scientae Degree. A thesis is not an obligatory
component of second cycle programmes. In case
there is a thesis, the workload corresponding to it
cannot be more than half of the overall workload
of the programme. The minimum qualification for
admission to a second cycle (Masters) is a
Ptychio or equivalent qualification.

The third cycle programme (Doctorate) at public
universities (duration: 3 - 8 academic years) leads
to the award of a Didactoriko Diploma. A
Doctorate programme consists of postgraduate
courses corresponding to at least 60 ECTS, a
comprehensive examination, presentation of a
research proposal to a three-member Committee,
and the defense of an original research Thesis
before a five-member Examination Committee
which includes at least one external member.
The minimum qualification for admission to a third
cycle programme is a Plychio or equivalent
qualification. A doctorate student who has a
Magister or equivalent degree may be partially or
fully exempted from the required courses.

The approval of the law 109 (I)/2005 by the
House of Representatives and its enforcement on
July 29, 2005 completed the legal framework for
the establishment and operation of private
universities in Cyprus. Private universities will
offer programmes covering a wide range of fields
including Education, Social Sciences, Economic
Sciences, Engineering and Arts.

Higher education in Cyprus is also provided by a
number of State Higher Education Institutes, and
an even greater number of Private Institutions of
Higher Education, none of which has university
status.

State Institutions of Higher Education offer
vocational programmes of study (Short cycle
programmes) which lead to the following
qualifications: Certificate (duration: 1 academic
year), Diploma (duration: 2 academic years) and
Higher Diploma (duration: 3 academic years).
These programmes do not provide access to
second cycle programmes. The Higher Technical
institute, offers programmes of technological
direction (duration. 3 academic years, 180
ECTS) which lead to the award of first cycle
qualification that provides direct access to second
cycle programmes. The Mediterranean Institute
of Management offers management programmes
at a postgraduate level, leading to the award of a
Postgraduate Diploma. The Apolyterion or
equivalent qualification is a prerequisite for
access to the programmes offered by State
Higher Education Institutions granted that
candidates have succeeded in the Pancyprian
Examinations which rank them to the various
programmes of study.

Currently, 24 Private Institutions of Higher
Education are registered with the Ministry of
Education and Culture and offer programmes of
study at the undergraduate and postgraduate
levels both academic and vocational. The
majority of their programmes are taught in
English, attracting students from Europe, Asia



and Africa. The Apolyterion or equivalent
qualification is also a prerequisite for access to
first cycle programmes of study offered by private
institutions of higher education.

The competent body for quality assurance and
accreditation of the programmes offered by
Private Institutions of Higher Education is the
Council for Educational Evaluation-Accreditation
(Symvoulio Ekpedeftikis Axiologisis Pistopiisis,
SEKAP), which is a member of ENQA. At
present, a number of programmes offered by the
Private Institutions, have been evaluated and
accredited by SEKAP. These programmes fall
into the following categories:

¢ Academic and Vocational programmes of
study (Short cycle programmes) lead to the
following qualifications: Certificate (duration:
1 academic year), Diploma (duration: 2
academic vyears) and Higher Diploma
(duration: 3 academic years).

First cycle programmes (duration: 4
academic years), lead to the award of a
Bachelor Degree.

e Second cycle programmes, (duration: 1 -2
academic years) lead to the award of a
Masters Degree. The prerequisite for
access to these programmes is a Plychio, or
Bachelor, or equivalent qualification.

First and Second Cycle Programmes offered by
Private Institutions of Higher Education which are
accredited by SEKAP are also recognised by the
Cyprus Council for the Recognition of Academic
Qualifications (Kypriako Symvoulio Anagnorisis
Titlon Spoudon, KYSATS), as equivalent to the
corresponding  qualifications  awarded by
university level institutions.

KYSATS is the competent national body for the
recognition of higher education quaiifications.
KYSATS recognises equivalence, or equivalence-
correspondence for first cycle titles, or just
equivalence for postgraduate titles (second or
third cycle). KYSATS may also recognize joint
degrees.

The establishment of the Cyprus Quality
Assurance and Accreditation Agency is examined
and promoted by the relevant government
depariments. The aim of this Agency is to
promote quality assurance in both the public and
the private institutions of higher education,
through various measures which include external
accreditation and development of internal quality
culture. These efforts are in line with the Berlin
Communiqué, the ENQA Standards and
Guidelines on QA, as accepted by the Bergen
Communiqué and the Agreement on Quality
Assurance in the EU.
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State Higher Education Institutions (university)
(University of Cyprus, Open University of Cyprus, Cyprus University of

Structure of the Education System of Cyprus Technology)
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APPENDIX B:

PERMISSION TO UNDERTAKE THE STUDY




15 September 2006

Dr. Andreas Orphanides
Dean of Academic Affairs
Cyprus College

Dear Dr. Orphanides

Re: Requesting permission to distribute “Service Quality” surveys to Cyprus
College students

This is a request to distribute questionnaires to several classes during the first two
weeks of November (both morning, afternoon, and night courses). The intention is to
distribute the self-administrated questionnaires at the beginning of the selected classes.
- The time required for the completion of the questionnaire is about 20 minutes and it has
to be done in class. However, any recommendations are appreciated.

Thanking you in advance for your assistance. | look forward to receiving your response.

Evripides Polycarpou
Director of Administration

Please sign this request if permission is granted

st C. O\,\}im,»q.}/g Date: ./ 7/ 9 %QOOQ



APPENDIX C:

THE RESEARCH INSTRUMENT




Service Quality and Student Satisfaction Survey

Dear Student,

The College is inviting you to participate in a survey, which aims to assess student’s
satisfaction with the college services.

The purpose of this study is twofold:

1. To determine your expectation of the quality of service a typical college should
offer, and

2. To determine your perception of whether this quality of service exists at Cyprus
College.

It will take you approximately 20 minutes to complete this survey. Your cooperation is
greatly appreciated, and you can be assured that the collected information will be
treated with the utmost confidentiality and seriousness.

Please also note that neither your name nor student number is required and your
responses will be used anonymously.

Thank you for taking the time to compiete this survey.



PART ONE: Service Quality — expectation

Please indicate how important are the following characteristics in determining the quality of
Service you expect to receive at a typical college/university.

Do not think about Cyprus College. Instead, think about what you would expect of the
quality of services at a typical college/university.

SERVICE CHARACTERISTIC RATING
(Circle the number which best represents your answer) ? §. 4 &« é 2 § ‘g g g s
518 B0
Note: DK/NA (Don't Know, Not Applicable) P oLe = - -

1. Employees who provide prompt (without delay) service to 1 2 3 4 5 6
students.

2. Employees who are consistently courteous (polite) with 1 2 3 4 5 6
students.

3. Employees who give students personal attention, 5
- 4. Providing services at the-time they promised to do so. 1 5 6

5. Employees who demonstrate (show) an understanding of the 1 2 5 6

specific needs of students.
6. Materials associated with the service (e.g. clear forms, 1 2 3 4 5 6
_informative material, signs, etc.) will be visually appealing.

7. Policies that have the students’ best interests at heart. 1 2 3 4 5 6

8. Employees who are always willing to help students; 1 2 3 4 5 6

9. Keeping/Having accurate (error-free) records. 1 2 3 4 5 6

10. Employees who tell the students exactly when the services 1 2 3 4 5 6

will be performed.

11. Providing services as promised. 1 2 3 4 5 6
12. Employees who instil (cause) confidence in students that the 1 2 3 5 6
' service will be provided correctly

13. Employees who have the knowledge to answer students’ 1 2 3 4 5 6
questions.
14. Dependability in handling student’s service problems when 1 2 3 4 5 6
they occur (take place).
15. Employees will never be too busy to respond to students’ 1 2 3 4 5 6
requests.
- 16. Performs services correctly/right the first time. 1 2 3 4 5 6
17. Visually appealing (Good looking) physical facilities. 1 2 3 4 5 6
-+18. Providing individual attention to student needs. 1 2 3 4 5 6
19. Employees who have neat, professional appearance. 1 2 3 4 5 6
- :20. Operating hours that are convenient to students. 1 2 3 4 5 6
21. Modern-looking equipment. 1 2 3 4 5 6
© 22. Services provided in an atmosphere, which secures (provides) 1 2 3 4 5 6.
‘ accuracy and confidentiality.




PART TWO: Service quality - Perception

Please indicate how accurately you believe the characteristics in the left hand column describe
your experience of the quality of service offered at Cyprus College.

Think only about Cyprus College when answering the questions, which follow.

SERVICE CHARACTERISTIC RATING
] L ] 8
i ; = >
(Circle the number which best represents your answer) =9 @ 5 @ & . = | -
= 50 f 8 | = b0 2 = 3
S 153 Y £ 8 5
Note: DKINA (Don't Know, Not Applicable) zalAa |2 | 2|84 13
1. Employees are providing prompt (without delay) service to 1 2 3 4 5 6
students.
2. © Employees are consistently courteous:(polite) with students. 1 2 3 4 5 6
3. Employees are giving students personal attention. 1 2 3 4 5 6
4. Services are provided at the promised time. 1 2 3 4 5 6
5. Employees are demonstrating (show) an understanding of the 1 2 3 4 5 6
specific needs of the students.
6. The materials that are associated with the service are visually 1 2 3 4 5 6
appealing (e.g. clear forms, informative material, signs, etc)
7. Policies have the students’ best interests at heart 1 2 3 4 5 6
~ 8. Employees are expressing willingness to help students. 1 2 3 4 5 6
9. Records are kept accurately (error-free). 1 2 3 4 5 6
10, Students are informed when they can expect services to be 1 2 3 4 5 6
performed.
11. Services are provided as promised. 1 2 3 4 5 6
12. Employees instil (cause) confidence in students that the service will 1 2 3 4 5 6
be provided correctly
~ 13. Employees have the knowledge to answer students’ questions. 1 2 3 4 5 6
14. Employees show a sincere interest in handling student’s service 1 2 3 4 5 6
problems if they occur (take place).
15.-Employees never-acting too busy-to respond to student’s requests, 1 2 3 4 5 6
16. Employees perform services correctly/right the first time. 1 2 3 4 5 6
~17. Physical facilities are visually appealing (Good looking). 1 2 3 4 5 6
18. Employees are providing individual attention to student needs. 1 2 3 4 5 6
19. Employees have neat, professional appearance, 1 2 3 4 5 6
20. Operating hours are convenient for the students. 1 2 3 4 5 6
21. Equipments are modern looking. 1 2 3 4 5 6
22. Services are provided in an atmosphere, which secures (provides) 1 2 3 4 5 6
accuracy and confidentiality.




PART THREE: Overall rating of the overall quality and satisfaction of the
provided at Cyprus College (Circle the number which represents your answer;
Note: DK/NA (Don’t Know, Not Applicable) )

o !
sl 5| =528 3| 23 s
o & S| ¥ s 2 o =)
P& SA SO0 | >0 =
1. How would you rate the overall quality '
of service provided by Cyprus Coliege? 1 2 3 4 5 6
pE |2 | SEL8 & v s
@ = N b Dy 7] 3% 7]
>3 2| 5§82 2&
s |l @e |\l Zze S Sl a
== a
2. Overall, how satisfied are you with 1 2 3 4 5 6

Cyprus College?
PART FOUR: Behavioural intention

Based on your overall experience with Cyprus College’s services on campus, please indicate
how likely you are to take the following actions. Circle the number that best indicates the
likelihood of taking each action.

How likely are you to = = =0
20 . = = | E
(Circle the number which best represent your answer) = 2| 55 5. i o <
Note: DK/NA (Don't Know, Not Applicable) - €2 | £238| 5 | b s
O et o g Eo Rt o= D
Zw | EH s Aol E| (=)
1. Say positive things about Cyprus College to other people. 1 2 3 4 5 6
- 2: Recommend Cyprus: College to:someone who:seeks your advice 1 2 3 4 5 6
- _about college education.
3. Encourage friends and relatives to consider Cyprus College for 1 2 3 4 5 6
their educational needs.
4. Consider Cyprus College as your first choice if you wished to 1 2 3 4
pursue further study (e.g. Bachelors and/or Masters Degree).
5. Continue your studies at-Cyprus College even if you had to pay 1 2 3 4
higher tuition fees.. '
6. Transfer to another college if you experience a problem with 1 2 3 4
Cyprus College’s services.
7..Complain to-other students if you experience a problem with 1 2 3 4
Cyprus ‘College’s services. ‘
8. Complain to Cyprus Coliege’s employees if you experience a 1 2 3 4
problem with Cyprus College’s services.
9. Complainto external agencies, such as the Ministry of 1 2 3 4
Education if you experience a problem with Cyprus College’s
services.




PART FIVE: Personal information

The following demographic information is important in helping us understand the pattern of
student responses. Please remember that we are not asking for your name or student number,
so your answers are anonymous. Please check the appropriate boxes.

1. Gender
Male ]
Female 1

2. How long have you been a Cyprus College Student?

Less than 1 year O

1 year O
2 years O
3 years O
4 years or more |

3. You are

Full time student

O
Part time student O

4. Please indicate your nationality:

Cypriot student O
International student [

Thank you very much for your participation in this survey and for helping the College
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SECTIONI :- INTRODUCTION -

As part of the College’s service quality assurance and development plans, it was decided
to administer an annual Student Satisfaction Survey according to a defined protocol.

The key elements of the implementation of the student satisfaction survey are described
below.

A. POPULATION AND SAMPLING FRAME

The population will consist of all students enrolled in the approved academic programs
offered by the College.

The following student groups are the exceptions and will not complete the survey:

» Students who:
— Areregistered in their first semester of their program or
— Have been given advanced standing (transfer students) and are in the
program for the first time;

» Students who:
— Are registered as part-time and are NOT pursuing a degree.

In order to achieve a more representative sample, will select classes offered throughout
the day, morning, afternoon and night, different days of the week and in a variety of
course subjects and level (e.g. first year, second year courses, etc.). The questionnaires
will be distributed to students during the normal classroom time.

Taking into consideration the nature and selection criteria of the sample, it can be
suggested that the sampling strategy, which will be utilized for the purposes of this
project, will be a combination of stratified and cluster sampling.

To eliminate the possibility of obtaining duplicate data, detailed instructions will be
provided before the distribution of the questionnaire indicating that students should
complete only one. The sample size will be selected based on the confidence intervals
and statistical errors.



B. SURVEY INSTRUMENT

The objectives of the student satisfaction survey are to identify:

The proportion of students who are satisfied with the quality of provides services;

O The level of satisfaction of students with the College’s resources and support
services;

Q The areas of strength or concern to assist the management of the College in
improving offered services.

Questions will be provided in English and/or Greek, language(s) in which the surveys are
to be conducted.

C. SURVEY ADMINISTRATION AND DATA COLLECTION

The Director of Administration is responsible for the overall survey process and for
ensuring that the Student Satisfaction Survey is conducted in a controlled, impartial
environment. Therefore, this will ensure the integrity, consistency and confidentiality of
the data collected.

The Student Satisfaction Survey will take place between 3 and 14 of February each year.

Students are to be surveyed in class during the survey period. The results of the survey
will be presented in the form of formal report the last day of March.

D. SURVEY ANALYSIS AND REPORT

The SPSS (Statistical Analysis Software) will be used for data processing and analysis.
The data analysis methods, which will be employed, include descriptive statistics, and
multivariate technique (regression, factor analysis). The results of the survey will be
presented in a formal report which will consists of the following parts:

QO Administrative Summary
O Research Methodology
Q Survey Results/ Analysis of Findings

Q Major Findings and Recommendations



SECTION 11 : - THE PROTOCOL -

This protocol provides - Student Satisfaction Survey - administration procedures.
Specifically the protocol outlines:

» The preparation of the surveys and the packages by the appointed person;

» The administration of the surveys in class; and
» The return of the completed surveys to the appointed person.

A. PREPARATION OF THE SURVEY

The Director of Administration is responsible to establish internal mechanisms for the
effective and efficient distribution and return of survey packages in accordance with the
deadlines listed bellow (In case the dates mentioned bellow are effected by weekends and
holidays they will be adjusted accordingly).

By November 27.

— Review of the questionnaire (Specific questions which will be included at the end of
the survey).

By December 2.

— Define the list of university programs, which will be included in the survey (to be
included the Instruction Cover Sheet).

By December 16.
—  Approval of their survey instruction sheet.

By January 16.
—  An electronic list in an ASCII fixed field format of the Packaging File Data (pfd) for
each of the courses in which students are to be surveyed.

By January 20.

—  Approval of the verification report of the Packaging File Data Elements, including
course section, contact name, day of week, date, room number and/or time. In
addition, the responsible person needs to identify for those administering the in-class
survey, the designated drop off location(s) for completed survey package envelops.
This location will be indicated at the top of the Survey Package Envelopes.

By January 28.

—  Notify the faculty about administrative issues related to the survey and how this will
affect teaching time.

By February 17.
— The completed survey packages will be collected to begin processing.




B. ADMINISTRATION OF THE SURVEY

1. Responsibility

The aim of the protocol is to safeguard the integrity of the survey results by administering
the survey in an impartial manner and in a controlled environment.

One group of students that possibly will be affected and may require special survey
administration procedures are the students with special needs.

1.1 Students with Special Needs

Students with special needs, who require assistance and/or alternative means to complete
the survey, are to be accommodated. The college will identify students with special needs
and to ensure appropriate accommodations, as required, will arranged prior to the survey
weeks to enable students to complete their surveys during the survey weeks.

Students with special needs may have the assistance of an aide or assistant to complete the
survey. The college will ensure that any accommodations for the students with special
needs have been addressed before completing and forwarding the packaging file data for
processing.

1.2 Advanced Standing (Transferred students)

Students with advanced standing that have reached the second semester of their program or
beyond should participate in the survey.

Students with advanced standing, who are actually attending the program for the first time,
should NOT be asked to participate in the survey. These students have not had the
opportunity to be in the program long enough to effectively evaluate the program, services
and learning experiences.

13 Part-time Students
Part-time students pursuing a degree in an approved program should participate in the
survey. The mode or time of the course delivery should not be a factor.

If a part-time student is NOT pursuing a degree program, they should NOT be asked to
participate in the survey.



2. Survey Administration Procedures

Special instructions for survey administrators/faculty will be affixed on the Survey
package envelopes, and will include a standard instruction cover sheet for each student
being surveyed. This information is to provide important guidelines to survey
administrators / faculty and to students.

The survey administrators must be careful in explaining the survey to students, as not to
inadvertently bias the survey results by redefining the response scale or encouraging
students to select one response over another. Survey administrators should clarify to
students that:

* The five-point scale is frequently used in satisfaction surveys;
» All responses on the scale are valid; and
* They should choose a response that best describes how they feel.

Survey administrators/faculty should expect to take approximately 10 minutes to review
the instructions with the class before students begin to complete the survey. Completion
of the surveys will take approximately 20-30 minutes.

In accordance with the protocol agreements, the administrators of the survey must:

1. Ensure that the survey packages are available for distribution and maintain
distribution integrity;

2. Distribute the Survey and Student Instruction Sheet to all students in classes that
have been identified, during the "survey week". A student representative from
each class may be asked to participate in the administration process.

3. Faculty/survey administrators are encouraged to remain in class during the
completion of the survey in case of questions or difficulties arising, but are asked to
allow the students to complete the surveys in confidence.

4. Administer the survey during the beginning 20-30 minutes of the class;

5. Introduce the survey process to the class and instruct the students to read the
Student Instruction Sheet prior to completing the survey;



6. Determine how many students are in each of the following categories and record
the numbers in the appropriate boxes on the survey package envelope:

* The total number of students in the classroom at the time of administrating
the survey,

* The number of students who are a) in their first semester of their program
or b) have been given Advanced Standing resulting in this being their first
semester,

* The number of part-time students NOT pursuing a degree, and

* Ensure that each student completes the student satisfaction survey only
once.

7. Have the students complete the questionnaires in pencil. To ensure survey

completion, pencils should be made available to students in the class.

& Confirm the names of the programs in which students are registered; and instruct
the students to fill in the appropriate code for the program that is identified on the
back of the instruction sheet.

9. Collect questionnaires upon completion, including any blank surveys;
10. Insert the completed and blank questionnaires into the envelope;

11. Seal the envelope; and

12, Sign the certification section printed on the envelope confirming that the

survey process was conducted according to the given instructions.

C. DATA COLLECTION AND ANALYSIS OF FINDINGS

1. Responsibility

The Director of Administration and/or the person appointed by him will be responsible
to specify the location(s), for the return of the completed questionnaires contained in
sealed envelopes.



2. Action Plan

(In case the dates mentioned below are effected by weekends and holidays they will be
adjusted accordingly).

By February 5.
— Return the February 3rd and 4th sealed survey packages to the office of Director of
Administration

By February 10.
— Return the February 5th to 7th sealed survey packages to the office of Director of
Administration.

By February 12.
— Return the February 10th and 11th sealed survey packages to the office of Director
of Administration.

By February 14.
— Return the February 12th and 13th sealed completed survey packages to the office
of Director of Administration.

By February 17.
— Return ALL the remaining completed survey packages to the office of Director of

Administration.

3. Data Collection and Processing.

Upon collection of the completed questionnaires, the following steps will take place:

. Record each package of questionnaires received.

. Organize and check envelopes and surveys;

. Count surveys and record numbers;

. Code and enter data into the computerized data analysis software (SPSS);

. Enter manually any questionnaires not able to be scanned due to survey damage;

. Contact the college contacts to highlight any discrepancies that have been
determined

after the data has been processed; and

. Produce a survey report.



APPENDIX A - INSTRUCTIONS FOR SURVEY ADMINISTRATORS

Please administer this survey at the beginning of class and DO NOT hand
out surveys until you have completed steps 1 - 4.

STEP 1

Confirm that the information on this Survey Package Envelope is correct:
(1) Administrator’s name (2) Number of students (3) Course Name
(4) Course Code (5) Course Section Number  (6) Date

STEP2

Inform the students about the following about the survey:

Q This survey is an opportunity for students to give meaningful feedback to the college
that will make a difference.

Q This feedback will help contribute to the development of strategies to improve college
services, programs and resources.

Q Improve the quality of college life and provide greater assurances that graduates will
be "work ready".

Q The five-point scale is frequently used in satisfaction surveys; All
responses on the scale are valid; and

Q They should choose a response that best describes how they feel.

STEP 3

Q Students who are a) registered in their first semester of their program or b) have been
given advanced standing and are in the program for the first time.

Q Number of students registered as part-time and are NOT pursuing a
degree.

STEP4

O Instruct the students to use a pencil to make a solid, thick stroke through the selection
boxes. Other marks on the survey are not permitted. An erasure can be made but it
must be done completely.

QO Instruct the students in completing Section A of the survey by instructing the students
to fill in the appropriate code for their program of study.

O Instruct the students to read the Student Instruction Sheet prior to completing the
survey. If students are having problems with program names and/or codes, please
encourage them to ask the survey administrator for assistance.



Q Hand out the instruction sheets and the survey to eligible students. DO NOT hand out
survey to students who are ineligible.

O Faculty/learning facilitators/survey administrators are encouraged to stay in case of
questions or difficulties arising during the completion of the survey, but are asked to
allow the students to complete the surveys in confidence.

STEP S

O Hand out the instruction sheets and the survey to eligible students. DO NOT hand out
survey to students who are ineligible.

Q Faculty/learning facilitators/survey administrators are encouraged to stay in case of
questions or difficulties arising during the completion of the survey, but are asked to
allow the students to complete the surveys in confidence.

STEPG6

O Collect the completed surveys and place the completed surveys and any blank
questionnaires in the original envelope.

STEP7

Q Seal the envelope (the envelope lip has a glue that will seal upon contact with the
envelope). Sign the Certification Section on the envelope confirming that the process
outlined in these instructions has been followed.

CERTIFICATION SECTION

Print Name Here:

Please ensure you have:
a filled in the numbers - STEP 3, Signature:
) sealed the envelope, and

3 printed and signed your name in this box
indicating that the survey has been conducted
according to the protocol.
The survey administrators must complete this Certification Section to verify that the survey we

the instructions.

STEPS

Q Deliver the envelope of completed surveys to the designated drop off location(s) as
indicated at the top of this Survey Package Envelope.



APPENDIX B - INSTRUCTIONS FOR
STUDENTS

Thank you for your assistance in completing the Student Satisfaction
Survey IMPORTANT INFORMATION:

This is a great opportunity for you to give meaningful feedback to the University that
will make a difference. This feedback will help contribute to the development of
strategies to improve college services, programs and resources, improve the quality of
University life.

INSTRUCTIONS:

1. All responses on the five-point scale are valid.

2. Choose a response that best describes how you feel.
3. Check marks the selected boxes.

4. If you erase, please erase completely.

5. Please do not make any other marks on this form.

Please DO NOT complete the survey, (simply return the blank survey to the
survey administrator) if:
1 You are (a) registered in the first semester of your program, or (b) have
been given advanced standing and
are in the program for the first time.
2. You are registered as a part-time student and are NOT pursuing a degree.

Purpose of the Survev:

The University believes it has the responsibility to provide you with high quality services
and support that meet your learning needs. This survey measures how satisfied you are
with the quality of your learning experience, support services and educational resources
and will provide an indication of how well these needs are being met. The results of the
survey will also provide information about areas of strength or concern so that
institutions can develop strategies for improvement.

Confidentiality: The information gathered from this survey is confidential.

. Student names are not on the survey and are not recorded anywhere;
. Surveys are not numbered; and
. Faculty/learning or service facilitators are not identified on the survey.

Length of Survey:
It should take 20 - 30 minutes to complete the survey. Please take time, read the

instructions, and survey questions carefully.



APPENDIX C- SURVEY QUESTIONNAIRE

Dear Student,

The College is inviting you to participate in a survey, which aims to assess student’s satisfaction
with the college services.

The purpose of this study is twofold:

1. To determine your expectation of the quality of service a typical college should offer,
and

2. To determine your perception of whether this quality of service exists at Cyprus College.
It will take you approximately 20 minutes to complete this survey. Your cooperation is greatly
appreciated, and you can be assured that the collected information will be treated with the utmost

confidentiality and seriousness.

Please also note that neither your name nor student number is required and your responses will
be used anonymously.

Thank you for taking the time to complete this survey.
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PART ONE:

How important are the following characteristics in determining Quality of Service at a typical
college?

In this section you are asked to rate how important you believe the following characteristics are when it
comes to the selected college services.

Do not think about Cyprus College. Instead, think about what you would expect of the quality of
services at a typical college/university.

SERVICE CHARACTERISTIC RATING
SLE[.E 8| =
(Circle the number which best represents your answer) g g g g g = g E’ ‘g é
PE|IE|2ET | E|” 2| A
55172 8| f
1. Providing prompt service to students. 1 2 3 4 5 6
2. Employees who are consistently courteous(polite) with students. 1 2 3 4 5 6
3. Employees who deal with students in a caring fashion. 1 2 3 4 5 6
4. Providing services at the promisedtime. 1 2 3 4 5 6
5. Policies, which demonstrate an understanding of the specific needs 1 2 3 4 5 6
of college students.
6. Visually appealing materials associated with the service (e.g..clear 1 2 3 4 5 6
and concise forms, informative material, signs, mailing)
7. Policies that have the students’ best interests at heart 1 2 3 4 5 6
8. Always expressing willingness to help students. 1 2 3 4 5 6
9. Keeping/Having accurate records. 1 2 3 4 5 6
10. Keeping students informed when they can expect services to be 1 2 3 4 5 6
performed.
11. Providing services as promised. 1 2 3 4 6
12. Employees who instill confidence in students that the service will be 1 2 3 6
provided correctly
13. Employees who have the knowledge to answer students’ questions. 1 2 3 4 5 6
14. Dependability in handling student’s service problems when they 1 5 6
occur (take place).
15. Never acting too busy to respond to student’s requests. 1 2 3 4 5 6
16, Performs services correctly/right at the first time, 1 2 3 4 5 6
17. Visually appealing physical facilities. 1 2 3 4 5 6
- 18. Providing individual attention to student needs. 1 12 3 4 5 6
19. Employees who have neat, professional appearance. 1 2 3 4 5 6
20." Operating hours that are convenient to students. 1 2 3 4 5 6
21. Modern-looking equipment. 1 2 3 4 5 6
22, Services provided in an atmosphere, which secures accuracy and 1 2 3 4 5 6
confidentiality.
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PART TWO:

When answering the following items, think about Cyprus College only. Please indicate how accurately
you believe the characteristics in the left hand column describe your experience of the quality of the
selected services.

Think only about Cyprus College when answering the questions, which follow.

LSERVICE CHARACTERISTIC RATING
g f
(Circle the number which best represents your answer) .-:-‘D g § = ké A .a )
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1. Service is prompt. 1 2 3 4 5 6
2. Employees are consistently courteous (polite) with students. 1 2 3 4 5 6
3. Employees deal with students in a caring fashion. 1 2 3 4 5 6
4. Services are provided at the promised time. 1 2 3 4 5 6
5. Policies demonstrate an understanding of the specific needs of the 1 2 3 4 5 6
students.
' 6. - The materials that are associated with the service are visually 1 2 3 4 5 6
appealing (e.g. clear and concise forms, informative material, signs,
, ‘mailing)
7. Policies have the students’ best interests at heart 1 2 3 4 5 6
8. Employees are expressing willingness to help students. 1 2 3 4 516
9. Records are kept accurately. 1 2 3 4 5 6
- 10. Students are informed when they can expect services to.be 1 2 3 4 5 6
| performed. ;
11. Services are provided as promised. 1 2 3 4 5 6
12. Employees instill confidence in students that the service will be 1 2 3 4 5 6
provided correctly
13.- Employees have the knowledge to answer students’ questions. 1 2 3 4 5 6
14, Employees show a sincere interest in handling student’s service 1 2 3 4 5 6
problems if they occur (take place).
+15. Employees never acting too busy to respond to student’s requests. 1 2 3 4 5 6
16. Employees perform services correctly/right the first time. 1 2 3 4 5 6
1217, Physical facilities are visuyally appealing. 1 2 3 4 5 6
18. Employees provide individual attention to student needs. 1 2 3 4 5 6
19. Employees have neat, professional appearance. 1 2 3 4 5 6
20. Operating hours are convenient for the students. 1 2 3 5 6
21. Equipments are modern looking. 1 2 3 4 5 6
22, Services are provided in an atmosphere, which secures accuracy 1 2 3 4 5 6
and confidentiality.
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PART THREE

Overall rating of the service quality and satisfaction provided by Cyprus

College.

Answer the following questions (Circle the number which represents your answer)
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1. How would you rate the overall quality of service
provided by Cyprus College? 1 2 3 4 5 6
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2. Overall, how satisfied are you with Cyprus College? 1 2 3 4 5 6
PART FOUR: Evaluation of specific student services and other elements
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_ Getting started at C.C.
1. The process for getting started at Cyprus College is well organized. 1 2 3 4 5 6
2. The orientation experience is useful and important. 1 2 3 4 5 6
 Advising
3. Program advisors are knowledgeable. 1 2 3 5 6
4. It is easy to make an appointment with a program advisor. 1 3 5 6
" Registration
5. The length of time it takes to register is reasonable. 1 2 3 4 5 6
6. The registration staff are helpful. 1 2 3 4 5 6
Business Office
7. My statement of account is easy to read. 1 2 3 4 5 6
8. There are sufficient hours/access to the business office. 1 2 5 6
' Classes/schdule
9. There is a sufficient variety of class offerings for my needs. 1 l 2 l 3 ] 4 T 5 [ 6
: Faculty/curriculum
10. I am satisfied with the availability of the faculty. 1 2 4 5
11. T am satisfied with the quality of the curriculum and programs. 1 3 5 6
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_ Student life services
12. There are sufficient student activities at the college to support my interests
. 1 2 3 4 5 6
and keep me involved.
. Student employment
13. Cyprus College offers good job placement assistance. 1 2 3 4 5 6
Eood service/cafeteria
14. Food and beverage pricing is adequate for student needs, 1 2 3 4 5 6
15. The cafeteria student lounge is adequate for student needs. 1 2 3 4 5 6
Labs/classrooms/facility
16. The computer labs are sufficiently equipped for my needs. 1 2 3 4 5 6
17. There is enough open computer lab time available. 1 2 3 4 5 6
18. Classrooms are well equipped and well maintained. 1 2 3 4 5 6
19. Overall I am satisfied with the campus facilities (including restrooms, 1 2 3 4 5 6
telephones, ATMs, etc.). i
 Library
20. The library holding’s (e.g. books, journals) are sufficient enough for my 1 2 3 4 5 6
needs.
21. There is enough open library time available. 1 2 3 4 5 6
 Parking
22, There is adequate parking for students. 1 2 3 4 5 6
23. The parking lots are safe. 1 2 3 4 5 6
 Other Issues
24.1 believe students of all cultures get along well together at the college. 1 2 3 4 5 6
25.1 enjoy the campus atmosphere at Cyprus College 1 2 3 4 S 6
26. Cyprus College is helping me meet my goals. 1 2 3 4 5 6

15




PART FIVE:

The following demographic information is important in helping us understand the pattern of student
responses. Please remember that we are not asking for your name or student number, so your answers are
anonymous. Please check the appropriate boxes:

1. Gender

Male O
Female -

2. How long have you been a Cyprus College Student?

Less than 1 year
1 to less than 2 years
2 to less than 5 years
5~ years or more

oooo

3. You are
Full time student O

Part time student O

4, Please indicate your nationality:

Cypriot student T
International student O

Thank you very much for your participation in this survey and for helping the College

16
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In the context of the implementation of the Investors in People Standard, all employees of
Cyprus College are being asked to participate in an Employee Opinion Survey. The survey
consists of 28 Questions, 25 close ended questions (Part B) and 3 open ended questions (Part
C) and it will take you approximately 30 minutes to complete it.

Your participation in this survey will provide us with valuable feedback that will positively
contribute towards the implementation of best practices in the area of human resource
management and development

PART A: DEMOGRAPHICS

A. Position

1) Management Team / Directors ]

L]

2) Supervisors

3) Departmental Staff ]

B. Gender (optional)

[ ] Female [ ] Male

C. Years of employment in Cyprus College (optional)

[]o0-4 [15-9 [J10-14 [ ]15 and over

D. Department

1) Planning and Development

2) MIS

3) Human Resources

4) Finance

5) Professional Studies

6) Research Centre

7) Admissions and College Relations

8) President’s Office and Administration

N o A R 0 R A O

9) Rector’s Office



PART B: CLOSE ENDED QUESTIONS

Please determine the degree to which the questions below better reflect your opinion, based on
the opinion scale below, by ticking the appropriate box. 1 represents strongly disagree and 5
represents strongly agree. In case you are not in a position to indicate your opinion in any of

the points below, please leave the box empty.

1 2 3 4 5

| I [ I
Strongly Disagree Neutral Agree Strongly
disagree Agree

I am aware of the strategy and primary objectives of Cyprus College
I am aware of the business plan of my department

I can explain the objectives of my department and can describe how I am
expected to contribute to developing and achieving them

I can adequately describe the role and responsibilities of different
departments within Cyprus College

I have a clear understanding of what it is expected of me
My role and responsibilities are clear to:

a) my self

b) my supervisor

¢) my colleagues, within my department

d) my colleagues in other departments

I am involved in identifying my learning and development needs

In Cyprus College I have the opportunities to meet my training needs

The existing learning and development practices have improved the

performance of:
a) myself
b) the team I work for

¢) my organisation

O o o og-=
I I I B Y B O I

N I O O 1 W O
I I R I O T B N O
I I R I B N O I R

I N T I N B N O

]
[
[
[
L]

[
[
[]
[]
[]

L]
L]
[]
L]
[

O 0O O 0O 00w

O O O oOdasw

O O 0O 0O 0O w
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

1 2 3 4 5
| I | | I
Strongly Disagree Neutral Agree Strongly
disagree Agree
1 2

I believe there is equality of opportunity for people to learn and develop
which they will improve their performance

The most appropriate and effective method to meet my training needs is:
a) coaching, on-the job training

b) in-house seminars

¢) open seminars / conferences

d) brainstorming session

e) training programs on the web (e-learning)

I believe that Cyprus College culture accepts the different needs that
people have and make sure that everyone has appropriate and fair access

to the support they need

I have been encouraged to contribute ideas to improve my own
performance

My manager is effective in leading, managing and developing me
The working relationship with my supervisor/s is satisfactory

I receive constructive feedback on my performance regularly and when
appropriate

Cyprus College appreciates and values its people
My contribution to the organisation is recognised and valued

The existing performance evaluation and recognition practices cover my
expectations

There is an effective performance evaluation process, in a way that help
me to improve

0O

O O odood
O O odoobd

O o o d od O
O U o o god
0O O od o od o
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21.

22,

23.

24.

25.

1 2 3 4 5
I I [ !
Strongly Disagree Neutral Agree Strongly
disagree Agree
1 2

In Cyprus College rewards are given fairly in relation to:
a) efforts and performance

b) potential

c) respective salary levels and incentives in the Cyprus market
There is adequate communication:

a) within my team

b) amongst departments/divisions

c) between supervisors and subordinates

I am adequately informed about:

a) organisational developments and/or changes

b) issues related to my job and my department

c) staff issues

d) issues related to my performance

I am involved in decisions of my organisation that affect my job and my
team’s responsibilities

My manager promotes ownership and responsibility to me by encouraging
me to be involved in decision making that affects my performance

[]
[

]
L]
L]
[
]

[
]
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PART C: OPEN ENDED QUESTIONS

1. Please indicate the three most important factors which, in your opinion, limit the effectiveness of
the organisation and your department and suggest ways to solve these factors.

Factors that affect the organisational

S Possible practical solutions

Factors that affect the department’s

effectiveness Possible practical solutions

2. Outline the three most positive factors from your employment in Cyprus College.

3. Please indicate any other comments and/or suggestions that will help Cyprus College to
implement HR best practices:

Thank you
HR Team

Human Capital Services

Deloitte



Deloitte

)
| —

Cuprus College

Laureate International Universities

7

S
~—

\
N

INVESTOR IN PEOPLE

Praass<

EPEYNA ATIOYEQN KAI ANTIAHYEQN ITPOXQIINIKOY

Mawog 2007

© 2007 Deloitte & Touche Ltd. All rights reserved.



Smsanrad]] 013d0d I (g

Suolsnory 1o aodgzody | 013dnd T (8

A®303XT AOX0AZYOY 103t SWXoQorg orilny, (£

A®AQ3dY 0d2A3Y (9

A®QoLT A@MOTY3AADLY U], (g

odlrokoy (¢

qonmoaay aonmemdgay orlny, (¢

(SIN)) StndododlylT amaprilinoaz Shoaageary orbr (g

SuSaaupay o qorfonoririodiodiy oriun, (1

0 O I O B A A O

soronlii g, 'y

®Ap 103 G [] y1-01 [] 6-S ] 70 [ ]

:(oxm23droodr) 9391j0) snadA) 020 Sholir9oAids magdy *

oA T[] S0d14y] [ ]

:(oonazdivodr) oyogp g

7 amrprilid 1 oonemood(] (¢

omrmooduy oxmarord (g

]

] QPRI Wnraagasy (]

Smonidy Woz@ v

VIAXIOLX VII®OVJIONHY 'V IOdIN

"qorioanAdo aor S02laodn20103Y 32010
Sy Lomnysg Uro 1wy 009 Uaaupan Sno Umumoodr Alro 0001 Aaoypgriao g aou
AMODMQIQ A®MLPTI03Y310u0 MAdaoirilg L mA nrordogod S0o UXoasrrao W 3rigodms@

LAY
0¢ aourdsr 321320m3dX 09 aor bhomduyrrao Wa m T *( 1 S0d3|A) aoxqr qoixoan M3olumds ¢
1031 (g S0d31A) aouq 01013y N3olrmds ¢z ‘S130lumds gz oun 10213Y32010 0AA3dZ [ "989[[0D
snid£) a0z 10ylyynra 10 10Y9 Acoo®dlyrriao VA 1024000 01010 01 ‘O1AgyoroMliz®mds oMQ13
132001Q3X0 13X3 ‘0100 QLOMO 01 N ] "QOMLMO0dL AM3ALLY12A0 10) A®3HAOLD VAA3I3 1023403319
“Sorl orloapAdo Ao10 9[dood U SI0ISAU] QOY32AON Qo2 Sudoridods moroyr 010 DOIN




MEPOX B: EPQTHXEIX KAEIXTOY TYIIOY

Hoapokarid kabopiote 10 fabud otov onoio to Mo kdtw onueio aviikatontpilovv Kakdtepa TV
amoyn oag pe Baon v kKhMpoka 1 péypt 5, 6mov 10 1 ekppdler amdivn dhagovie kot 0 S
anmoivtn cvpeovia Balovrog vV o0 avtiotoro 1eTplyovo. Xte onpeia 6mov dgv sicaocte of
0ion va EKQEPETE OTOLOONTOTE ATOWT, TAPUKUIAD OTTOG TA APNGETE KEVA.

1 2 3 4 5
I I I I |
Amndiom Awgpovia Mepikn Zoppovia Andhoty
Awoavia ovpemvia 2oppomvia
1 2 3 4

1. H otpamyun xat o1 o100t Tov Cyprus College, pov £xovv xowvomowmOei

Ko eivon Egkabopot O 0O 0O O

2. To m\Gvo 6pdong tov TUNUATOG LoV, pov €xet kKowvomomBel ko sivon

EexdBapo O O O O

3. O emyepnotaxol 6TOYOL TOV TUNUOTOS LoV Kol O TPOTOG HE TOV Omoio
avapévetal vo. cOUPai® oty enitevén tovg, pov €xovv kotvomon el kot 00 0O 0O
etvon EexcdBapo,

4. O pdhog ko Ta KabnKovta Tov dpopaov tunpdtov tov Cyprus College
pov €yovv kotvomomBetl kou givar Eexabapot

L]
[
]
[

5. 'Exet emeEnynOel ko1 dracopnviotel TAPOS TL aVOEVEL O OPYOVIGHOG OO
gpéva,

[
[
[]
L]

6. O poiog kot o KabnKovzd pov eivar Egxdbopa:
A) ot guéva
B) otov mpoictduevo pov
I') 6T0 VEdAOITO TPOCOTIKS TOV TUNUATOS LOV
A) 670 TPOCHOTIKO G GANOL TUNLATO.

7. Ymdpyer woavomowmTikdg Pabpog spmhokng pov ot Swdikacio
EVIOTIGHOD TMV OVUYKDY KOTAPTIOTG KAl OVATTUENG LoD

8. Zto Cyprus College mapéyxovial KovOTOMTIKEG EVKAPIEG YO KATAPTION
HE GTOYO TNV KAADYN TOV EKTOISEVTIKDOV L0V AVOYKDV

[ T R I B O O I N
O O oo
[ I W O I R I
I I e I I N O I
N T R ) 0 I I O O

]

[



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

1 2 3 4 5
l | l I I
Aol Awoavio, Mepikn| 2ZopQovia Amdhot
Awgovia CUHEOViD Zoppavia
1 2

O1 voprotapeveg TpakTikés kot péBodotl katdptiong éxovv cupPaiel ot
Beitimon:

A) ¢ TpocoRIKNG LoV amddoong
B) ¢ ard6doomg Tov TUpaTdS Pov
I') g anddoong tov Cyprus College

Beopd 011 10 Cyprus College mapéyel ioeg evkapieg ekmaidevong kot
avarTuENG 670 TPOoOTIKO TOV

Beopd ™V T0 K&TO LEBOSO KATAPTIONG OC ATOTEAECLOTIKT:

A) xaBodMynon oto xdpo epyaciog (coaching, on-the job training)
B) ovppetoyn o€ evO0oEmYEPNCLOKE GERIVOPLOL

I') ouoppetoyn oe avorktov THTOL cepvapLla 1 / Kot GuvESPLOL

A) deaymyn epyoomplov mpofAnUaTiopon

E) xatéption péowm dwdikrdov (e-learning)

H wxovktovpa kot 10 epyacwokd mepipdiiov oto Cyprus College
avayvopilel Tic SEOPETIKEG AVAYKES TOV TPOCMOTIKOV o Ofuata
KaThpTIONG

EvBappovopor og wavomomtikd Pabud vo nopabéto Tig e1omyNoES pov
v Behtioon ¢ omdd0cNE oV

Eipon wavomompévog/n pe 1o eninedo vroothpiEng kot kabodnynong and
TOV TPOIGTAUEVO/M LoV

YTapyouv KovomowmTikég epyactokés 6EGEIG UE TOV TPOIGTALEVO/T) OV

AopPave  avd  tokTd  XpOVIKG  SLCTAMATO  ETOUKOOOUMTIKY
enavoatpopoddmon (feedback) and tov npoiotapevd/m pov

210 Cyprus College 1 anddoon tov mpocwmkol avoyvopiletor kot
emiPpafevetal o KOVOTOMTIKO PoOpO

H mpocomki pov ovvelwopopd otov Opyoviopd avayvopiletor wot
emPpofevetal o€ KovoTomTiKod Pabpo

To vewotdpevo cvompe aEloAdyNoNG amOS00NG TPOSMNTIKOD Kot TO
CUGTN O, KV TPOV IKAVOTOLEL TIC TPOGIOKIES LoV

O oo
O oo

I T I e I O O B
O OoOdon

O o o oo d o
o o o oo d o
O 0o o o oo o
O O 0o ood o
o 0O o oo d o

3

0O oo

O 0O4doogd

4

O OO0

O oOoOddgin
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20.

21.

22.

23.

25.

1 2 3 4

5

| | I I
Amoivm Awopovio Mepwn Zoppovia
Awoovia ooppmvia

To vewotduevo ocvotnuo a&loldynong amddoong APOCORIKOL sival
KOVOTONTIKG Kail GUUPAAEL ONUAVTIKA GTNV TPOCMTIKT LoV avamTuén

To ovompe apoBadv ko Kvitpov mov tpoceépet o Cyprus College oto
TPocOTIKO efvar dikaio:

A) petagd tov TPOoOTIKOD G GYECT He TN GLVEWSEOPA / amdd0cT Tov
KaBevog

B) og oyéon pe 1o kabnkovra, Tig eDOVHVEG KAl TNV TPOOTTIKY OVEMENG GTOV
Opyoviopd

I') oe oyéon pe avrtiotoyo mOKETO OGLOOOYDOV TOL TPOCPEPOVTOL OF
TopOpoEg B€celc oY gVPHTEPN Clyopd EPYAGLOS TOL TOUEN.

Efpor  wovomompévog/n pe 10  eminedo emkOw®VIog 1y  GKOTOVS
GUVTOVIGHOU KO EVI|ULEPOOTG IOV EMKPATEL:

A) otnv opdda pov

B) peto&d tov tunpdtov

I') pera&l vrevbvvev TUNHATOY Kot DVEICTAUEVEY
Evnuepavopot tkavomomTikd yio.:

A) 0époo mov oyetiloviar pe v enitevtn tov otoymv Tov Cyprus College
1 / ko Ghheg e€ehiberg

B) 6épato mov oyetiCovtar pe tnv epyooic Kot 7O TUNUO, LoV
I') e&elikeic oLV 0POPOVY TO TPOCHOTIKO
A) v mpoceTK pov anddoom

Yrapyet wovomomtikds Pabpog sumhokng pov oty ddikooio Ayemg
amopdoewv yio. Oépata ta omoia emnpedlovv Vv epyacio pov M/Kal TG

dpaocTnpPOTTEG TOV TUNHOTOG OV

O/m mpoiotauevog/n pov evBappvVEL TN CULUETOYT LOV OTLS SL0OIKOCIES
MVYE®DS amopace®y o1 0moiec ennpedlovy TNy epyacia Kol v 0r6d0oh
pov

Amdivm
Zopepomvia

1

2 3

OO o

O O

N T I O O B
O Oogo O
N I I O I B
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0 oo O
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MEPOX I': EPQTHEZEIX ANOIKTOY TYIIOY

1. IMapabéote mool KATA TNV Aoy cog €ivol ot TPELG MO oNpHAvVTIKOol Tapdyovteg mov meplopilovv v
OTTOTEAEG LATIKOTI|TO. TOV 0PYAVIGIOY KOl TOV TIROTOG GO KOl EIGT|YNOELS OVTIHETOTIONG TOVG,.

Hopdyovreg mov wepropifovv To Cyprus College Ewsnyioeig
1 1
2. 2
B, 3
Hopdyovreg wov mepropilovy To TUNNO GOG Ewnynoeig
1 1
2 2
3 3,

2. IlapaBéote ta Tpia mo OBeTikd otoryeia g epyoddtnorg cag oto Cyprus College.

3. IopaBéote omolesdnmote EMTPOGOETEG ELOGNYNOELS 1)/KOL GXOA GOG:

20 EVYOPLOTOVE YO T1) CLVEPYUGiQ

HUMAN CAPITAL SERVICES

Deloitte



	568403_0001
	568403_0002
	568403_0003
	568403_0004
	568403_0005
	568403_0006
	568403_0007
	568403_0008
	568403_0009
	568403_0010
	568403_0011
	568403_0012
	568403_0013
	568403_0014
	568403_0015
	568403_0016
	568403_0017
	568403_0018
	568403_0019
	568403_0020
	568403_0021
	568403_0022
	568403_0023
	568403_0024
	568403_0025
	568403_0026
	568403_0027
	568403_0028
	568403_0029
	568403_0030
	568403_0031
	568403_0032
	568403_0033
	568403_0034
	568403_0035
	568403_0036
	568403_0037
	568403_0038
	568403_0039
	568403_0040
	568403_0041
	568403_0042
	568403_0043
	568403_0044
	568403_0045
	568403_0046
	568403_0047
	568403_0048
	568403_0049
	568403_0050
	568403_0051
	568403_0052
	568403_0053
	568403_0054
	568403_0055
	568403_0056
	568403_0057
	568403_0058
	568403_0059
	568403_0060
	568403_0061
	568403_0062
	568403_0063
	568403_0064
	568403_0065
	568403_0066
	568403_0067
	568403_0068
	568403_0069
	568403_0070
	568403_0071
	568403_0072
	568403_0073
	568403_0074
	568403_0075
	568403_0076
	568403_0077
	568403_0078
	568403_0079
	568403_0080
	568403_0081
	568403_0082
	568403_0083
	568403_0084
	568403_0085
	568403_0086
	568403_0087
	568403_0088
	568403_0089
	568403_0090
	568403_0091
	568403_0092
	568403_0093
	568403_0094
	568403_0095
	568403_0096
	568403_0097
	568403_0098
	568403_0099
	568403_0100
	568403_0101
	568403_0102
	568403_0103
	568403_0104
	568403_0105
	568403_0106
	568403_0107
	568403_0108
	568403_0109
	568403_0110
	568403_0111
	568403_0112
	568403_0113
	568403_0114
	568403_0115
	568403_0116
	568403_0117
	568403_0118
	568403_0119
	568403_0120
	568403_0121
	568403_0122
	568403_0123
	568403_0124
	568403_0125
	568403_0126
	568403_0127
	568403_0128
	568403_0129
	568403_0130
	568403_0131
	568403_0132
	568403_0133
	568403_0134
	568403_0135
	568403_0136
	568403_0137
	568403_0138
	568403_0139
	568403_0140
	568403_0141
	568403_0142
	568403_0143
	568403_0144
	568403_0145
	568403_0146
	568403_0147
	568403_0148
	568403_0149
	568403_0150
	568403_0151
	568403_0152
	568403_0153
	568403_0154
	568403_0155
	568403_0156
	568403_0157
	568403_0158
	568403_0159
	568403_0160
	568403_0161
	568403_0162
	568403_0163
	568403_0164
	568403_0165
	568403_0166
	568403_0167
	568403_0168
	568403_0169
	568403_0170
	568403_0171
	568403_0172
	568403_0173
	568403_0174
	568403_0175
	568403_0176
	568403_0177
	568403_0178
	568403_0179
	568403_0180
	568403_0181
	568403_0182
	568403_0183
	568403_0184
	568403_0185
	568403_0186
	568403_0187
	568403_0188
	568403_0189
	568403_0190
	568403_0191
	568403_0192
	568403_0193
	568403_0194
	568403_0195
	568403_0196
	568403_0197
	568403_0198
	568403_0199
	568403_0200
	568403_0201
	568403_0202
	568403_0203
	568403_0204
	568403_0205
	568403_0206
	568403_0207
	568403_0208
	568403_0209
	568403_0210
	568403_0211
	568403_0212
	568403_0213
	568403_0214
	568403_0215
	568403_0216
	568403_0217
	568403_0218
	568403_0219
	568403_0220
	568403_0221
	568403_0222
	568403_0223
	568403_0224
	568403_0225
	568403_0226
	568403_0227
	568403_0228
	568403_0229
	568403_0230
	568403_0231
	568403_0232
	568403_0233
	568403_0234
	568403_0235
	568403_0236
	568403_0237
	568403_0238
	568403_0239
	568403_0240
	568403_0241
	568403_0242

