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Abstract

The COVID-19 pandemic forced many schools to partially or totally switch to
remote communication methods for delivering education in the years 2020-2021. It
is believed that forced compliance with unfamiliar and even unpreferred modes of
behavior can have a profound and lasting impact on people’s attitudes and opinions
toward the behavior itself because of first-hand exposure and experience. It is,
therefore, possible that this experience with remote teaching and learning could
have materially changed both instructors’ as well as students’ attitudes toward
remote delivery of education. Such changed attitudes may predict their future
choices and behavior.

This paper will present the important facets of education delivery systems
identified, and the survey instrument developed to explore three areas: instructors’
and students’ prior attitudes and behaviors toward alternative education delivery
modes, their experiences during the pandemic, and the effect of the experience on
their attitudes. The paper will also present the results of a pilot study conducted
using a sample of student respondents.

Kaywords: COVID-19, higher education, marketing, delivery modes, remote
teaching

Introduction

The COVID-19 pandemic was one of the world’s most unexpected challenges in
2020-2021. The virus, transmittable through the physical proximity of an infected
person, by contact, or through air, spreads serious illness and death across the world
faster than a wild forest fire. It made people afraid of one another as carriers of the
deadly disease. It shut down schools, hotels, restaurants, travel, tourism, theaters,
stadia, and virtually all social interaction and livelihood activities. It made people
avoid physical proximity with one another, making social distancing and wearing
a mask a norm. It changed our way of life.

While we all were hoping that life would get back to “normal” soon, there was a
concern that the new normal may be quite different from the old normal people
were used to. The pandemic forced people into alternative modes of education
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delivery with an intensity and urgency that many had not experienced before. The
need for social distancing in classrooms and the limitation of classroom space
forced all classes to switch, partially or totally, to remote learning, online lectures
and exams, and even asynchronous remote learning.

It is believed that forced compliance with unfamiliar and/or unpreferred modes of
behavior can have a profound and lasting impact on people’s attitudes and opinions
toward the behavior itself because of the first-hand experience and exposure to its
true pros and cons. It can, therefore, be expected that the forced switch to remote
communication methods for delivering education during the pandemic could have
materially affected both education providers’ and consumers’ - that is, instructors’
as well as students’ - attitudes toward remote delivery of education. And such
changed attitudes could be indicators of their future choices and behavior.

This paper presents the important facets of the education delivery systems
identified, and the survey instrument developed to assess students’ prior attitudes
and behaviors before the pandemic toward the alternative education delivery
modes, their experiences during the pandemic, and the effect of the experience on
their attitudes after the pandemic. The paper also presents the results of a pilot study
conducted using a sample of student respondents.

Literature Review

This research focused on the formation of attitudes and the effect of forced behavior
and experience in changing long-held attitudes and beliefs. Abundant research
literature exists on attitude formation and change.

Attitudes

Attitude describes a person’s relatively consistent evaluations, feelings, and
tendencies toward an object or idea. The ABC Model of Attitudes proposes that
attitudes have three components: Affect, Behavior, and Cognition. In other words,
people’s attitude toward an object consists of three dimensions: people’s cognition
or knowledge and beliefs about the object, their affect or subjective feelings and
emotions toward the object, and their actual behavior or experience with the object.
(Solomon, 2020, p. 276)
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Researchers have used this conceptualization in exploring the effect of attitude,
lifestyle, and group conformity on buyer behavior (Chih, Liou, & Hsu, 2015;
Setiawan, Herawati, Ratnawita, Rijal, & Pratiwi, 2023)

All attitudes are not equal in their strength. The strength of an attitude, defined by
“commitment to the attitude,” is measured at three levels from the lowest to the
highest: Compliance (where the primary reason for the attitude is to receive a
reward or avoid punishment), Identification (where the attitude represents a
person’s conformity to another person or group), and internalization (where it
becomes a part of the person’s value system and is thus self-sustained.) (Solomon,
2020, p. 279)

Attitude Change

Attitudes put people into a frame of mind of liking or disliking things, of moving
toward or away from them. As such, attitudes are difficult to change. (Armstrong
& Kaotler, 2023, p. 149)

Leon Festinger first investigated cognitive dissonance as a psychological
phenomenon that affects human behavior.

Festinger’s cognitive dissonance theory suggests that people have a psychological
need and drive to keep the three components of our cognition (knowledge and
beliefs), affect (subjective feelings), and behavior (actions) consistent with one
another to keep mental harmony. (Festinger, 1957; Wixon & Laird, 1976)

This is known as the Cognitive Consistency principle (McLeod, 2023) or Balance
Theory, which explains why people try to keep harmony among the three
components of attitude: knowledge and beliefs, feelings, and actions. (Solomon,
2020, p. 280).

The principle of cognitive consistency provides one primary reason for attitude
changes: to keep the three components in harmony.

Facilitating Attitude Change

One excellent technique marketers use to facilitate such change in attitude is to
provide not only persuasive information and arguments about the innovations but
also to provide the actual experience of using and enjoying the innovation. The
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story of how Sara Blakely, the founder of women’s foundationwear, persuaded the
purchasing executive of Neiman Marcus by demonstrating the product is a case in
point. It excellently illustrates this approach of changing together two components
of attitude, namely cognition and behavior (product experience), to create a strong
basis for balance in the changed attitude. (Armstrong & Kotler, 2023, p. 149;
Capritto, 2020)

Forced Compliance Theory and the Stockholm Syndrome

If such voluntary innovation experience (behavior component of attitude) can help
change attitudes toward the innovation, what would happen if such experience was
forced on people? Will it also help make the attitude more favorable toward that
behavior? That is what is explored by several studies on the effect of forced
compliance on attitude.

The Forced Compliance Theory, a corollary to the theory of Cognitive Dissonance,
suggests that forced compliance with a previously unfamiliar or unpreferred
behavior would result in changing people’s attitude to a more favorable one toward
that behavior (Festinger & Carlsmith, 1959).

In August 1973, in Stockholm, Sweden, in a botched robbery, four employees of
Sveriges Kreditbank were held hostage in the bank’s vault for six days. During the
standoff, an incongruous bond developed between captives and their captors. This
phenomenon, since described as the Stockholm Syndrome, illustrates the forced
compliance theory, which suggests that “if a person is induced to do or say
something contrary to his private opinion, there will be a tendency for him to
change his opinion so as to bring it into correspondence with what he has done or
said.

The Stockholm syndrome is often used to explain why, in many cases of kidnapping
or hostage-taking, the victims develop feelings of trust or affection toward their
captors. (Lambert, 2018; Holland, 2019; Bailey, Dugard, Smith, & Porges, 2023)

Remote Learning and Student Attitudes

Literature review shows studies exploring students’ attitudes toward remote
learning (Pusey & Nanni, 2022; Sukandi, 2022; Burbage, Yuane, & Hoang, 2022),
students’ study behavior during remote learning (Vollman, Scheepers, Nieboer, &
Hilverda, 2022), and effects on remote learning outcomes, of factors such as
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students’ personality traits (Dikaya, Avanesian, Dikiy, Kirik, & Egorova, 2021),
and student’s prior attitudes toward remote learning (Aoe et al., 2023).

However, these studies did not explore the effects of forced remote learning on
students’ attitudes and behavior toward remote learning after the experience during
COVID-19.

Literature on Other Effects of Forced Compliance

Some recent studies have explored the effects of forced compliance on attitude
change in areas such as the effect of non-compliance of administrative officers with
court decisions (Pattipawae, Salmon, & Lainsamputty, 2022), the effect of tax
collection letters on taxes collected (Akasyah & Juitania, 2022) and comparison of
the effects of forced compliance in virtual reality vs physical reality (Dzardanova,
Kasapakis, Gavalas, & Sylaiou 2022).

Thus, while some studies have explored remote learning and student attitudes
without linking the two causally, others have explored the effect of forced
compliance in fields other than education.

Focus of this Research: Effect of Forced Compliance on Attitudes Toward
Remote Learning

Therefore, the purpose of this research was to fill the gap and investigate whether
the forced use of and the experience with remote communication methods during
the pandemic had changed students’ attitudes and preferences toward various face-
to-face, hybrid, and remote learning alternatives.

To accomplish this, the following specific objectives were identified for this
research:

* [dentify alternative Education Delivery Modes Available Before the Pandemic
and Those Still Available After the Pandemic

* Relative Importance of Various Learning Activities to Students in Defining,
Judging, and Receiving Quality Education

* Selection Criteria Used by, and their Relative Importance to, Students in
Choosing Delivery Modes for Different Classes
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« Ratings of Alternative Education Delivery Modes Available on Each of the
Selection Criteria

» Student Choices of Alternative Education Delivery Modes Before the
Pandemic

« Students’ Likely Choices of Alternative Education Deliver Modes After the
Pandemic

« Students’ Demographic Information for Classification Purposes

Conduct of the Research and Select Findings

Alternative Education Delivery Modes Available Before the Pandemic and Those
Still Available After the Pandemic

Several alternative education delivery modes have been available and commonly
used by schools in higher education for some time and well before the COVID-19
pandemic of 2020-2021. These modes and their brief explanations are listed below:

1. Fully In-Person Classes
= Fully in-person classes, all students attend all classes together
2. Combined In-Person and Remote Hybrid Classes

= all students attend together in person, but only alternate class meetings
are held in person. The other half of the classes are conducted remotely,
either synchronously or asynchronously

3. Fully Remote Synchronous Classes
4. Fully Remote Asynchronous Classes

= No live interactions; all learning through textbooks, notes, documents,
and videos

https://scholar.stjohns.edu/jga/vol4/iss2/6
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* Combined In-Person and Remote Hybrid Classes by Rotation

A unique new mode described below was created during the pandemic to manage
within the reduced room capacities due to the rules of social distancing and still
make it possible to hold in-person classes, e.g., 2-week rotation classes:

Class is divided into two groups; each group attends classes in-person and remotely
in alternate weeks.

Since this mode was created out of necessity as a temporary measure, it was not
expected to be used when “normal” times returned and is no longer available.
Therefore, it was not included in this research.

In-Depth Student Interviews

Several detailed, in-depth interviews with a small sample of select students were
conducted to identify important considerations used by students in choosing from
alternative education delivery systems available.

Using the composite qualitative information from the interviews, a structured
questionnaire was developed for investigating larger samples.

The Survey Instrument

Following were the Important Areas of Investigation in the Questionnaire:

1. Relative Importance of Various Learning Activities to Students in Defining,
Judging, and Receiving Quality Education

2. Relative Importance of Various Selection Criteria to Students in Choosing
Delivery Modes for Different Classes

3. Ratings of Alternative Education Delivery Modes on the Selection Criteria

4. Student Choices of Education Delivery Modes in the Past, Before the
Pandemic
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5. Students’ Likely Choices of Alternative Education Deliver Modes After the
Pandemic (i.e., after the experience of being forced to use remote
communications during the pandemic)

6. Students” Demographic Information for Classification Purposes

The Pilot Study

To test the questionnaire, it was administered to a small sample of student
respondents in a pilot study. The objective of the pilot study was to analyze the
findings to improve the instrument itself so as to make it more effective in eliciting
the required information. The findings would also serve as indicators of the likely
results from large and representative samples of the interest groups.

Additional Details of the Pilot Study

A convenience sample of 100 undergraduate marketing students was used for this
pilot study. The survey was conducted at the end of the 2021 Spring Semester.
Students were interviewed after completing the questionnaire to get their feedback
on the suitability of the instrument used for the survey.

Gender: Male = 67% Female = 33%

Year in Program: Sophomore = 70%, Junior = 21%, Other = 9%

Select Findings of the Pilot Study and Analysis
Table 1

Relative Importance of Various Selection Criteria to Students in Choosing
Education Delivery Modes for Different Classes

Criteria Relative Importance Rating
Quality of Learning 4.7
Mental Energy Spent 4.5
Time Spent 4.3
Cost 4.2
Physical Energy Spent 3.8

Scale: Very Important=5 4 3 2 1 = Very Unimportant
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Figure 1. Relative importance of selection criteria in choosing education delivery
modes.

Table 2

Student Choices of Alternative Education Delivery Modes in the Past, Before the

Pandemic
Education Delivery Mode Choice Frequency
1. Fully In-Person Classes 4.5
2. Combined In-Person and Remote Hybrid 1.1
Classes
3. Fully Remote Synchronous Classes 0.7
4. Fully Remote Asynchronous Classes 1.0

Scale: Very Often=5 4 3 2 1 =Very Rarely 0= Never

Published by St. John's Scholar, 2023



Journal of Global Awareness, Vol. 4, No. 2 [2023], Art. 6

Table 3

Students Likely Choices of Alternative Education Deliver Modes After the

Pandemic
Education Delivery Mode Choice Frequency
1. Fully In-Person Classes 3.8
2. Combined In-Person and Remote Hybrid 2.1
Classes
3. Fully Remote Synchronous Classes 2.5
4. Fully Remote Asynchronous Classes 2.7

Scale: Very Often=5 4 3 2 1 =Very Rarely 0= Never

Table 4

Comparing Student Choices of Alternative Education Delivery Modes: Before vs
After Pandemic

Education Delivery Mode Choice Choice
Before After
Pandemic Pandemic
1. Fully In-Person Classes 4.5 3.8
2. Combined In-Person and Remote Hybrid 1.1 2.1
Classes

3. Fully Remote Synchronous Classes 0.7 2.5
4. Fully Remote Asynchronous Classes 1.0 2.7

Scale: Very Often=5 4 3 2 1 =Very Rarely 0 = Never
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Figure 2. Education delivery mode choices before and after pandemic.

Conclusion

The results of the pilot study show that the forced use of remote communications
for education delivery has had an impact on the students’ attitudes toward remote
learning in a major way. Students are now likely to view all methods of education
delivery more positively than they did before the pandemic experience. These
results are consistent with the “Theory of Cognitive Dissonance,” and the “Theory
of Forced Compliance.”

However, students continue to view the in-person education delivery mode most
favorably, and far more favorably as compared to all other alternative education
delivery modes using remote communication technology.

In other words, even though the pandemic experience has made students’ attitudes
and preferences more favorable than before toward remote learning methods, the
“in-person class” mode of education delivery continues to be the most preferred
mode of education delivery. It is, therefore, likely that students will continue to
choose “in-person classes” whenever possible. However, when other circumstances

Published by St. John's Scholar, 2023
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make that difficult or impossible, they will now be more willing than before to
accept other education delivery modes involving remote communications.

References

Akasyah, S. N., & Juitania, J. (2022). The effect of taxpayer awareness,
compliance, and forced letter collection on tax receiving (empirical study at
Serpong primary tax service office). IDEAS: Journal of Management &

Technology, 2(1). https://doi.org

Aoe, M., Esaki, S., Ikejiri, M., Ito, T., Nagai, K., Hatsuda, Y., Hirokawa, Y.,
Yasuhara, T., Kenzaka, T., & Nishinaka, T. (2023). Impact of Different
Attitudes toward Face-to-Face and Online Classes on Learning Outcomes in
Japan. Pharmacy, 11(1), 16. https://doi.org

Armstrong, G., & Kotler, P. (2023). Marketing (15" ed.). Pearson Education:
Hoboken, NJ 07030.

Bailey, R., Dugard, J., Smith, S. F., & Porges, S. W. (2023). Appeasement:
Replacing Stockholm syndrome as a definition of a survival
strategy. European Journal of Psychotraumatology, 14(1). https://doi.org

Burbage, A. K., Yuane J., & Hoang, T. (2022). Community of inquiry, self-
efficacy, and student attitudes in sustained remote health professions learning
environments. Research Square. https://doi.org

Capritto, A. (2020, September 1). Where to get the Beyond Burger: TGI Friday’s,
Hardee’s, Subway, Dunkin> and more. CNET. Retrieved from
https://www.cnet.com

Chih, W.-H., Liou, D.-K., & Hsu, L.-C. (2015). From positive and negative
cognition perspectives to explore e-shoppers’ real purchase behavior: An
application of tricomponent attitude model. Information Systems and e-
Business Management 13(3), 495-526. https://doi.org

https://scholar.stjohns.edu/jga/vol4/iss2/6
DOI: https://doi.org/10.24073/jga/4/02/06


https://doi.org/10.33021/ideas.v2i1.3812
https://doi.org/10.3390/pharmacy11010016
https://doi.org/10.1080/20008066.2022.2161038
https://doi.org/10.21203/rs.3.rs-2298002/v1
https://www.cnet.com/health/nutrition/where-to-get-the-beyond-burger/
https://doi.org/10.1007/s10257-014-0249-0

Joag: Impact of COVID-19 Pandemic on Marketing of Education

Dikaya, L. A., Avanesian, G. Dikiy, I. S., Kirik, V. A., & Egorova, V. A. (2021).
How personality traits are related to the attitudes toward forced remote
learning during COVID-19: Predictive analysis using generalized additive
modeling. Frontiers in Education, 6. https://doi.org

Dzardanova, E., Kasapakis, V., Gavalas, D., & Sylaiou, S. (2022). Virtual reality
as a communication medium: A comparative study of forced compliance in
virtual reality versus physical world. Virtual Reality, 26, 737-757.

https://doi.org

Festinger, L. & Carlsmith, J. M. (1959). Cognitive consequences of forced
compliance. The Journal of Abnormal and Social Psychology, 58(2), 203-

210. https://doi.org

Festinger, L. (1957). A theory of cognitive dissonance. Stanford University Press.
https://doi.org

Holland, K. (2019, November 11). What is Stockholm syndrome and who does it
affect? Healthline. Retrieved from https://www.healthline.com

Lambert, L. (2018, October 4). Stockholm syndrome | definition, examples, &
facts. Encyclopedia Britannica. http://www.britannica.com

McLeod, S. (2023, October 24). What is cognitive dissonance theory? Simply
Psychology. https://www.simplypsychology.org

Pattipawae, D. R., Salmon, H., & Lainsamputty, N. (2022). Due to the legal non-
compliance of state administrative officers with the implementation of forced
money (Dwangsom) in the execution of state administrative decisions. SASI,

28(2). https://doi.org

Pusey, K., & Nanni, A. (2022). Thai university students’ attitudes toward online
language learning in a time of crisis. SAGE Open, 12(2). https://doi.org

Setiawan, Z., Herawati, H., Ratnawita, R., Rijal, S., & Pratiwi, R. (2023). The
influence of group conformity, consumer attitude and lifestyle on the
purchase decision counterfeit fashion products. COSTING: Journal of
Economic Business and Accounting, 6(2). https://doi.org

Published by St. John's Scholar, 2023


https://doi.org/10.3389/feduc.2021.629213
https://doi.org/10.1007/s10055-021-00564-9
https://doi.org/10.1037/h0041593
https://doi.org/10.1515/9781503620766
https://www.healthline.com/health/mental-health/stockholm-syndrome
http://www.britannica.com/science/Stockholm-syndrome
https://www.simplypsychology.org/cognitive-dissonance.html
https://doi.org/10.47268/sasi.v28i2.730
https://doi.org/10.1177/21582440221091712
https://doi.org/10.31539/costing.v6i2.6109

Journal of Global Awareness, Vol. 4, No. 2 [2023], Art. 6

Solomon, M. (2020). Consumer behavior (13" ed.). Pearson Education: Hoboken,
NJ 07030.

Sukandi, S. S. (2022). EFL Students’ responses on online learning process during
Covid-19 situation in Indonesia. English Language Education and Current
Trends (ELECT), 1(2). https://doi.org

Vollmann, M., Scheepers, R. A., Nieboer, A. P., Hilverda, F. (2022). Study-related
wellbeing, behavior, and attitudes of university students in the Netherlands
during emergency remote teaching in the context of COVID-19: A
longitudinal study. Frontiers in Psychology, 13. https://doi.org

Wixon, D. R., & Laird, J. D. (1976). Awareness and attitude change in the forced-
compliance paradigm: The importance of when. Journal of Personality and
Social Psychology, 34(3), 376-384 https://doi.org

https://scholar.stjohns.edu/jga/vol4/iss2/6
DOI: https://doi.org/10.24073/jga/4/02/06

14


https://doi.org/10.37301/elect.v1i2.61
https://doi.org/10.3389/fpsyg.2022.1056983
https://doi.org/10.1037/0022-3514.34.3.376

	Impact of COVID-19 Pandemic on Marketing of Education
	Recommended Citation

	tmp.1703199152.pdf.Cl7nw

