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ABSTRACT

Recruiting students has long been a critical activity for higher education
institutions. However, the rapid progress of colleges and universities, huge
price rises in higher education, and population demographic trends may
require universities to reassess the importance role of student satisfaction in
their survival (Kotler and Fox, 1995). Previous research has looked at how
service quality affects student satisfaction, but there haven't been any studies
on how student satisfaction affects student enrollment intention. Purpose of
the current study is to investigate the interaction of variables between service
quality, student satisfaction, student loyalty, university reputation and
enrollment intention using word-of-mouth (WOM) as a moderator.
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CHAPTER ONE
INTRODUCTION

1.1 Research Background and Research Motivation

Recruiting students has long been a critical mission to higher education
organizations. However, the rapid progress of colleges and universities, huge
price rises in higher education, and population demographic trends may
require universities to reassess the importance role of student satisfaction in
their survival (Kotler and Fox, 1995). Despite the fact that the
accomplishment and advancement of student's learning are the factors for the
establishment of higher educational organizations, university managers spend
significantly more effort on student recruitment and admissions initiatives
than on enrollment administration.

The present globally and intense competition climate to all
colleges is increasing the need for them to adopt distinctive tactics for
promoting with a "'greater focus on the student” to help them make a
statement. As a result, colleges must grasp the aspects that assist to
increase dominance and awareness of which drives student views of
the quality they received in order to impact and accomplish greater
experiences and higher levels of student loyalty percentage (D.Moore,
J.L.Bowden-Everson, 2012). According to Helgesen (O.Helgesen,
2008), student retention is just as crucial as recruiting them.

Similarly, under this notion of "more attention on the consumer," Co-
creation seems to be a new suggestion with numerous prospects, since it is
viewed as a possible element of competitive value for enterprises or
organizations (C.K Prahalad and Hary.Bus, 2000). Mathis (E.F. Mathis,
2013) observes that co-creation is a very recent field of study topic to
various potential applications. Carvalho and De Oliveira Mota (S.W
Carvalho, M. de Oliveira, 2010) emphasize that the direct student—teacher
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founder process relates to the student's impression of worth.

Furthermore, according to recent study from the Fraunhofer Institute,
universities are not taking use of the huge possibility of co-creation and
the prospect of incorporating students on a daily foundation so as to assist
to the development. Ribes and Peralt (G.R.Giner, A.Peralt 2014)
emphasize the relevance of co-creation in education as a unique
competitive approach in their recent writings. Finally, Daz-Mendez and
Gummesson (M.Daz-Mendez and E. Gummesson, 2012) argue that
universities should shift their focus from serving students to co-
creating education with them by developing educational services with
their active involvement.

Good service quality increases student satisfaction, which results in
long-term increases in sales and earnings (Anderson, Fornell & Lehmann,
1994). In today's higher education, there is fierce rivalry not just for the
domestic market, but also for the worldwide market. To get a large revenue,
student satisfaction and loyalty must be optimize, and one strategy is to
provide good quality of service (Stevens, Knutson, & Patton, 1995). In the
business sector, studies on education service quality are regarded novel. As a
result, it is pushed to the level of a national goal (Sultan & Yin Wong, 2010).

The Vietnamese education ministry has prioritized enhancing
educational service quality, particularly in higher education organization, by
combining the ministries of higher education, research and technology for the
greatest results. Beside from that, the government enables international
institutions and colleges to enter the domestic sector. As a result, rivalry
between local and foreign institutions or schools becomes more intense.
Students choose higher education that delivers greater service quality and
student satisfaction (Tahir, Bakar, & Ismail, 2010), which influences student
loyalty both directly and indirectly (Annamdevula & Bellamkonda, 2016b).

Students who are immensely satisfied will remain loyalty to the universities
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they have selected (Alves & Raposo, 2009).

(Annamdevula & Bellamkonda, 2016b) conducted study in India and
discovered favorable connections among service quality and student
satisfaction, service quality and student loyalty, student satisfaction and
student loyalty. It was also reinforced by research on higher education in
Portugal conducted by Duarte et al. (2012). In contrast, Dib and Mokhles
(2013) discovered no significant association among service quality and
student satisfaction in a research conducted in Syria. The relationship between
student quality and student loyalty yields the same outcome, they did,
however, discover a strong link between student satisfaction and student
loyalty. This study will reexamine the relationships between service quality
and student satisfaction, student satisfaction and student loyalty, student
satisfaction and enrollment intention, student royalty and enrollment
intention, and university reputation and enrollment intention, with word-of-
mouth acting as a moderator.

Besides, previous studies have examined at student satisfaction will be
positively impacted by service quality, but there is no specific studies on
student satisfaction toward student enrollment intention, so this study will
address this in this respect. Believe that student loyalty and student
satisfaction have an important influence on enrollment intention, therefore
based on that proposal the overarching aim of the current study is to
investigate the interaction of variables between service quality, student
satisfaction, student loyalty, university reputation and enrollment intention
using word-of-mouth (WOM) as a moderator. In addition, these also are new
contributions of this study in the context of Vietnam, this study can generate
ideas for universities improve service quality and reputation, thus can help the

universities gain more and more students.



1.2 Research Objective
This study collects and analyzes data samples from students at

universities in North of Vietnam. There are eleven goals for this study that are
shown below:

1. To investigate the relationship between service quality and student
satisfaction

2. To examine the relationship between student satisfaction and
enrollment intention

3. To investigate the relationship between student satisfaction and
university reputation

4. To examine the relationship between university reputation and enroliment
intention

5. To examine the relationship between student satisfaction and student
loyalty

6. To investigate the relationship between student loyalty and enrollment
intention

7. To examine the relationship between word-of-mouth (WOM) and
enrollment intention

8. To examine the moderating role of word-of-mouth (WOM) on
university reputation toward enrollment intention

9. To Investigate the mediating role of Student Satisfaction on Service
Quality toward Enrollment Intention

10. To Investigate the mediating role of Student Loyalty on Student
Satisfaction toward Enrollment Intention

11. To Investigate the mediating role of University Reputation on Student

Satisfaction toward Enrollment Intention



1.3 Subject and Research Scope

Based on the above discussions, the scope of the research is developed

and iIs detailed in the table below.

Table 1.1: The Scope of the Study

Items

Scope of The Study

Types of research

The nature of this research is quantitative. Review
literature to create a foundation of hypotheses and
frameworks.

Research methods are designed to collect data using
guestionnaires and data analysis to test hypotheses

and find results.

Key Issue Consider the impact of Service Quality to Student
Satisfaction and Student Satisfaction to Enrollment
Intention, using Word-of-Mouth as a moderator
Dependent Enrollment Intention
variables
Moderating Word-of-Mouth (WOM)
variable

Mediating variable

Student Satisfaction, Student Loyalty, University
Reputation

Underlying theory

Theory of Planned Behavior (TPB)

Testing location

Vietnam

Analyzed Unit

Individual

Research method

SPSS version 22.0

Source: This study

1.4 Procedure and Research Structure

To conduct the investigation, this research process includes the following

steps. First of all, the study has chosen the topic of service quality, student

satisfaction, student loyalty, university reputation, word of mouth to affect
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enrollment intention. After the idea of carrying out this study, the research
modified various studies to have the most completed view on this issue. The
research background, objectives and motivation are determined, leading to the
development of the research framework. After that, a literature review was

shown about the relationship between the six research structures above.

The conceptual model and the hypotheses that correlate each structure
have been explored. To test each hypothesis in the model, a survey with a
quantitative questionnaire will be conducted based on the research method
shown. Questionnaires and data samples are designed, focused on Vietnamese
students and distributed via online platforms by sending them links to fill out
the survey. Next, data analysis and testing happened. Subsequently, discussions
about these variables were displayed based on the results. Finally, conclusions
and implications were drawn based on the results of this thesis. Respondents
are students studying in North of Vietnam.

SPSS version 22.0 was used in data analysis. Methods of data analysis and
hypothesis will be techniques: Descriptive statistical analysis, Factor analysis
and Reliability test, Independence T-test, ANOVA, Regression analysis

(Simple regression and Hierarchical regression).



The research process is depicted in Figure 1.1 as shown below:

Gather information from previous studies to get an overview of this issue

A 4

Recognize the purpose and motivation of the research

hd

Create conceptual models and develop hypotheses

h 4

Create a research method and sample design

h 4

Conducting surveys and data collection

h 4

Test and analyze data

h 4

Discuss the results

h 4

Conclusion and implication

Figure 1.1: Flow of Chart of the Research Process

Source: This study
The content of this study is divided into 5 chapters: Introduction,
Literature Review, Research Methodology, Data Analysis and Results,
Conclusions and Suggestions.
Chapter one introduces and explains what is the research background and
motivation for investigating this research; research purposes and objectives,

contributions, topics, and scopes of the research; then rely on the research and
7



establishment process to enhance the goals. Besides, it also shows the general
procedure and structure of the study.

Chapter two presents the literature review related to service quality,
student satisfaction, student loyalty, university reputation, word of mouth, and
enrollment intention. From the review of previous studies, including
evaluating the important features of each factor, explain the definition of
research variables. It then leads to the basis for the content of chapter three,
which is the relationship between the six constructs. These relationships are
developments to make the hypotheses in this chapter.

Chapter three presents the research methodology and research design. In
this chapter, the research framework model has been established. Accordingly,
the construction of scales to investigate the relationship between variables and
research design has been outlined. Besides, sampling plans, questionnaire
design to research surveys, data collection, and data analysis procedures are
also discussed in this chapter to ensure the comprehensiveness of the research
model and complete the items of the survey question.

Chapter four presents data analysis and implies the results. The results are
presented running the analysis. Display descriptive statistics for respondents'
question items, factor analysis, reliability check and validity of scales,
independent

T-test, ANOVA, and related regression results in each hypothesis
developed in chapter three. Then the results for each hypothesis will be
presented for discussion.

Chapter five presents conclusions, summarizing the main results of the
study after discussion, its findings, implications, contributions, and limitations.

Based on the results, suggestions for future studies are also presented.



CHAPTER TWO
LITERATURE REVIEW

This chapter will discuss previous studies of the six constructs and
related theories. Then the hypothesis will be displayed. Related constructs
include Service Quality, Student Satisfaction, Student Loyalty, University
Reputation, Word of Mouth, and Enrollment Intention and the correlation

between variables.

2.1 Theoretical Background
2.1.1 Service Quality

A service, according to Zeithaml and Bitner (2000), is any economic
endeavor supplied by a specific factor to a second factor primarily intangible
and through trade and fulfills a recognized demand. Quality is imagined as a
concept from the aspect of products/services in industry, and it had been
noticed that developing the notion of requirement of quality in the service
field is the most difficult due to the intangibility character or attributes of
service (Kugi-kaltan, 2007). Due to Yilmaz (2007), service quality may be
defined as an experience based on student's expectations and views of the
service provided. As a result, whether the supplied service does not
correspond to or surpass student hopes, the service quality would be regarded
as lacking; but, if it surpasses student hopes, the service quality would be
seemed as high (Akbaba and Kilinc, 2001).

Parasuraman et al. (1988) created many elements that universities may
use to evaluate service quality, and these components are frequently discussed
by researchers in service quality evaluation. They applied the ten factors,
which included physical attributes, courteousness, responsiveness,
security/safety, competence, credibility, reliability, communication,
convenience, and customer comprehension, and then advanced the

SERVQUAL measure, which includes twenty two dimensions in five
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measurements. These are the metrics proposed by Parasuraman et al. (1988)
and Zeithaml et al. (2009):

I. Tangible/Physical characteristics: The appearance of structures,

equipment and tools, and student throughout service delivery.

Ii. Reliability: The university ability to supply services in an acceptable

and dependable manner is confirmed.

Iii. Responsiveness: The willingness to assist the student and give

prompt service.

Iv. Assurance: The ability of the service provider to be well-mannered,

well-informed, and to instill confidence in the student.

v. Empathy: The university capacity to envision itself as the student, to

pay personal attention to student, and to show a particular interest in

student. As a result, in order to remain relevant in a competitive context,

HEI must embrace and manage service quality.

2.1.2 Theory of Planned Behavior (TPB)

TPB (The theory of planned behavior) is defined as "a theory attempting
to predict and explain human behavior in certain settings" (Ajzen, 1991). TPB
is a theory of reasoned action extension (Ajzen & Fishbein, 1980; Fishbein &
Ajzen, 1975). The specific's purpose to undertake a certain activity is a key
aspect in TPB. Intentions are supposed to indicate the motivational elements
which drive conduct; they are indications of how difficult people are ready to
try as well as how much commitment they plan to put in to complete the task.
TPB's initial derivation (Ajzen, 1985) defined intention (and its other
theoretical elements) in terms of attempting to accomplish a certain behavior
rather than actual execution (Ajzen, 1991).

Furthermore, TPB is one of the most widely used hypotheses in
environmental research (Nye and Hargreaves, 2010). Following the TPB, an
individual's behavioral intents and behaviors are influenced by his or her

behavioral attitude, subjective standards, and perceived behavioral control
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(Blok et al. 2015).

A person's perception of behavior and capacity to manage behavior in a
scenario where he or she is expected to respond and behave in a specific way,
according to Ajzen and Fishbein (2000). Perception is linked to a person's
emotional response to the effects of various environmental activities (Cordano
et al., 2010). Organizational behavior entails a person's affective that they
'have toward over' the performance of the surroundings (Ajzen, 1991). Rioux
used the TPB in the context of pro-environmental conduct (2011). Other
researchers (Whitmarsh and O'Neill, 2010; Wall et al. 2007) used the TPB to
explain pro-environmental behavior.

2.1.3 Student Satisfaction

As shown by Lupiyoadi (2016), a consumer is a person that returns to a
certain location on a regular basis to satisfy his demands by purchasing items
or obtaining a service and fulfilling that good or service which is habituated to
purchasing products or services inside a location. According to Greenwood
and Helen (1994), IWA (2007), and Sakthivel et al., consumers in the
educational field are student or people who get education, and clients in the

college world are colleger (2005).

Satisfaction is described as a feeling of receiving satisfactory service
(Oliver, 1997). Several studies have identified client satisfaction criteria such
as convenience of acquiring knowledge, achievement attributes (Oliva et al.,
1992), prior studies (Bolton & Drew, 1991), and time consumption while
choosing products (Andersen & Sullivan, 1993). The gap between the client's
perception of service quality as well as what the client expectations is widely
considered to determine the degree of satisfaction (Parasuraman et al., 1986).

Thus according Elliot and Healy (2001), the definition of customer
satisfaction in education is that student satisfaction is obtained through
assessing their engagement with academic services supplied. Individual

characteristics associated with students and organizational characteristics
11



based on educational engagement influence student satisfaction (Brokaw et
al., 2004; Stokes, 2003). Organizational characteristics include trainer style of
teaching (Dana et al., 2001), methods of instruction (DeBourgh, 2003),
accuracy and speed respond mostly from professor, connection with
colleagues (Fredericksen et al., 2000), and physical equipment (Helgesen,
2007). As shown by Salis (2012), students serve as customers in tertiary
institutions, so if students are happy with their courses, then would be

involved and persistent in taking courses.

Students are the key clients for universities in the academic industry,
hence an institution's success or failure is mostly determined by student
satisfaction. Student satisfaction, according to Sapri et al., (2009), is a brief
attitude emerging with an appraisal of their engagement with educational
services obtained. As seen by Kotler and Clarke (1987), contentment is the
desired consequence of an activity or occupation that raises one's personality.
Malik et al. (2010) define satisfaction as "deliberate behavior that results in

one delight."

There have been studies on student satisfaction that are focused with the
quality of courses and instructors (Mavondo, & Zaman, 2000, & Sapri, et al,
2009). There is no question that such a measure of student satisfaction is
crucial for universities since it informs students about their needs and
expectations; such investigations should be treated as the foundation of

optimal qualities of the service offered by universities (Arambewela, 2008).
2.1.4 Student Loyalty

Student loyalty is increasingly seen as an important metric of HEI
(Higher Education Institution) performance via the worldwide studies
on student behavior (Rojas-Mendez, VVasquez-Parraga, Kara, & Cerda-
Urrutia, 2009). Student loyalty is defined as the degree to what they

feel linked to the school and how their attitudes and behaviors reflect
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this relationship (Nesset & Helgesen, 2009).

Loyalty is comprised of two components: attitude and actions
(Hallowell, 1996). In higher education organizations, a loyal behavior
might be a reference to students' (good) attitudes toward their officer
staff and university. Student loyalty manifests itself through loyalty
intents and conduct during the time they enroll in the university, such
as positive introduction from students regarding their educational
officer staff and university, or active engagement in extra interests. In
terms of engagement, HEIs profit from devoted and successful
students. Prior study on student loyalty has provided some insight on
its association with favorable word-of-mouth about the university
(Alves & Raposo, 2007) and dedication to the organization (Perin,
Sampaio, Simes, & de Pélvora, 2012).

Other research papers had looked at potential student loyalty
factors like faith, dedication, generate good, price perception, service
quality, and reputation are all important considerations (e.g., Brown &
Mazzarol, 2009; Carvalho & de Oliveira Mota, 2010; Nesset &
Helgesen, 2009). As a result, colleges must establish favorable
connections with their students in order to encourage supporting
actions, for instance positive introductions or contributions from
students (Sung & Yang, 2009).

2.1.5 University Reputation

Reputation is described as (a) share holder evaluation of the business in
achieving expectations, (b) a collaborative framework of affective faith
between social participants, (c) competency includes believe in the
organization's environment, (d) corporation observed events to identify and
consistency, and (e) collaborative representations that many people have

about an organization on occasion (Alessandri et al., 2006). According to
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Eckert (2017), an institution's reputation is generally stable and long-term in
nature as a consequence of collective evaluation of its actions and successes
by outsiders. The reputation of a corporation, according to Hoffmann et al.
(2016), demonstrates its genuineness. Jsang et al. (2007) define reputation as
anything about a person’'s character or attitude that is often spoken or believed.

The recognition or subjective and collective assessment of stakeholders
to the university, which shows their viewpoints, behaviours, assessments,
degree of trust, appreciation, happiness, and recognition of the university as a
result of the university's earlier acts, from time to time, which can add to the
university's long-term competitive advantage, is defined as the university's
reputation, Lupiyoadi (2016).

A university's reputation may be developed in a variety of ways,
according to Aula and Tienari (2011), including "societal relevance,
multidisciplinary innovativeness, and symbolic rupture with the past.”
Incorporate the goals of becoming the world's greatest university and
creating a one-of-a-kind multidisciplinary institution that fosters
Innovation related to business sectors via the most effective studies and
instruction. Symbols that are not directly linked to the institution are
used to emphasize new things and fresh beginnings. The three themes
mentioned above are three key columns for establishing a high

university reputation.

2.1.6 Word of Mouth - WOM

Katz and Lazarsfeld's (1955) research had been the groundbreaking
study just on concept by word of mouth. Researchers learn this consumer-
driven word-of-mouth offers a bigger as well as greater powerful influence
than advertising. According to De Matos and Rossi (2008), WOM is impacted
by a multitude of factors, including client satisfaction and interactions, shop
decor, and the service quality workers. A reference item might be any aspect

of a restaurant's brand. Alexandrov et al. (2013) suggest positively and
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negatively WOM (thus PWOM and NWOM), mirroring Richins' (1983)
technique. The amount of scientific, according to Chawdhary and Dall'Olmo
Riley (2015), focuses on the impact of WOM on customers. Few, though,
separate WOM as PWOM and NWOM, with the first being prioritized above
the later.

In reality, students' behavior is influenced by both optimistic and bad
feelings (Jang et al., 2011; Liu and Jang, 2009; Mattila and Ro, 2008).
According to Kim and Moon (2009), students' great experiences (such as
enjoyment and relaxation) increase their willingness to return to a location.
Unpleasant feelings (including sadness and guilt), according to Mattila and Ro
(2008), are significantly linked with behavioural outcomes (i.e., NWOM
intentions). Some studies investigate how joyful and sad emotions influence
intentions and behavior. Studies find that both good (e.g., joy and excitement)
and negative (e.g., boredom and fury) emotions influence intentions and
behavior including willingness to return and advise (Jang et al., 2011; Liu and
Jang, 2009).

2.1.7 Enrollment Intention

In the Theory of Planned Conduct (TPB), intention is mentioned as a
individual's activity toward a certain behavior (Teo & Chwee, 2010). Teo and
Chwee were of the opinion which attitude determines behavioral intentions.
Furthermore, according to an Attitude-Conduct Relations Theory, there is a
substantial link among attitude and behavior (Ajzen & Fishbein, 1977). A
person's activity, according to Ajzen (1991), is driven by behavioral goals,
which are impacted by an attitude toward the conduct and subjective
standards. Intention is sometimes described as the likelihood of acting so as to
attain meaningful goals (van der Hoek, Jamroga & Wooldridge, 2007).
According to Van der Hoek, Jamroga, and Wooldridge (2007), an individual
will only relinquish an objective if he/she feels it had been attained or is

impossible.
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According to several academics, demographic factors such as gender
impact people's propensity to enroll in Science programs at HEIs (Barnes,
Mclnerney & Marsh, 2005). According to Barnes et al., interventions aiming
at minimizing gender disparities in enrollment intention in optional science
programs might positive impacted from concentrating on gender disparities in
the considerations for students' interests, careers, and performance. The
disparities in enrolment behavior are mostly due to variances in these three
notions. Other investigations have stressed the impacts of a country's and
higher education's reputation, attitude, topic norm, and perceived behavior
control on students' enrollment intentions toward offshore programs (Li,

2008), as well as a program's course content (Dyer, Lacey & Osborne, 1996).

To increase student enrolment at HEIs, education directors must be
knowledgeable about educational services (Javalgi, Joseph & LaRosa, 2009).
In order to expand into new worldwide markets, education administrators
need to develop promoting strategies that understand Characteristics of
student wishand consumption, along with service planning and
implementation alternatives that meet field demands for their HEIs. Bennett,
Mousley, and AliChoudhury (2008) investigate the function of the student
affairs department at HEIs as a significant success item for future student
enrollment intention in a related literature. Students who claimed to have
benefited is the most members from individuals in the office of student affairs
considered to be "academic” and intensely committed to be a student and
passionately eager to learn, possessed a strong academic personality, were
technically capable, and had been well-prepared for university life before to

enrollment.
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2.2 Hypotheses Development

2.2.1 Relationship between Service Quality toward Student Satisfaction

Service quality and student satisfaction are two distinct concerns that can
be strongly interconnected. Service Quality is considered as an attitude in
general, while satisfaction is linked to a specific transaction (Gruber et al.,
2010 & Farrell et al., 2001), however some writers (e.g., Parasuraman et al.,
1988) regard student satisfaction seem like a predictor of service quality.
According to the most of recent publications, service quality is a requirement
for student satisfaction (Carrillat et al., 2007 & Zeithaml, et al., 2008).

Student satisfaction, researched by Oliver (1989), is fairly related to the
value paid. This is consistent with the theories of Parasuraman, Zeithaml, and
Berry (1985), who contend that students might experience both satisfaction
and discontent as a result of the service delivered and the money spent.
Students are pleased when the services given exceed the price paid, and they
are disappointed when the services offered fall short of the price paid.
Furthermore, student satisfaction does not always correlate with complaints,
implying the students that never complain are not always content (Kitapci &
Taylan, 2009). Due to the complexities of higher education, there are few
research on student satisfaction (Marzo Navarro, Pedraja Iglesias, & Rivera
Torres, 2005).

Service quality is strongly mentioned as a vital requirement for creating
and maintaining fulfilling relationships with valued students. As a result, the
relationship between service quality and student satisfaction has arisen as a
key and strategic concern (Cronin and Taylor, 1992). In summary, perceived
service quality leads satisfaction (Spreng and Mckoy, 1996). Thus, in a
competitive market, a good understanding of the origins and causes
influencing student happiness may be regarded as having an especially high
financial value organization (Lassar, Manolis and Winsor, 2000).
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So, this study hypothesizes that:

H1: Service Quality positively effects on Student Satisfaction

2.2.2 Relationship between Student Satisfaction toward Enrollment

Intention

The study by Boulding et al. (1993) included university students and
discovered substantial correlations among service quality and bright future
behavioral intentions, as well as their strategy value to institutions. These
positive future behavioral intentions included enjoying the university,
committing money to the graduating class, and preparing to promote the
university to staffs as a desirable location to recruit. Similarly, Athyiaman's
(1997) prior investigation of Australian university students' experiences
indicated that service quality and satisfaction were both associated to the
bright future behavioral intention construct.

Students enrollment intention in a HEI to gain information as part as
their individuals growth (Ravindran & Kalplan, 2012); as a result, it is evident
that measuring student satisfaction is difficult and subjective (Osman &
Saputra, 2019). In the literature, the level of student satisfaction has been
assessed in a variety of ways. It was previously assessed using ‘emotional
environment, day by day living experiences, assistance services, well-being of
students, administrative activities, security, specialized services, resources,
and procedures on campus at the university (Helgesen & Nesse, 2007;
Thomas, 2011).

It has recently been assessed utilizing the institution's innovative
facilities, the availability of experienced professors, and the presence of a
friendly interaction between professors and students during lectures (Keong et
al., 2018), as well as evaluation comments (Keong et al.,, 2018), and a
favorable environment for learning (Kashif & Cheewakrakokbit, 2018). As
HEIs seek to make value, it is vital to have a broad curriculum in order to

compete worldwide for potential students (Lai et al., 2015), and detailed
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understanding of the factors that contribute to student satisfaction, as this will
support in the creation of satisfying experiences that will result in positive
WOM and student enrollment intentions.

Therefore, this study hypothesizes that:

H2: Student Satisfaction positively effects on Enrollment Intention

H9: Student Satisfaction as a significant mediating effect on the

relationship between Service Quality and Enrollment Intention

2.2.3 Relationship between Student Satisfaction toward University

Reputation

According to Selnes (1993), the fundamentals of loyalty include
reputation with reference to someone's or something's personality or attitude,
student satisfaction, and university reputation. Service quality and institutional
work are the two major elements of reputation. Service Quality is defined as
the entire completeness of a product's or service's features that are capable of
satisfying demands. Satisfaction is influenced by a solid business reputation
(Andreassen & Lindestad, 1998). The whole customer opinion of the firm,
both directly and indirectly linked, and what students should expect when
purchasing a product or service from the university, is referred to as reputation
(Fombrun & Shanley, 1990).

As suggested by Thomas (2011), the university's reputation may promote
student satisfaction and loyalty in two ways: the public's opinion of the
university overall reputation and evaluations of study courses reputation.
Other study found that reputation has a crucial impact in student
satisfaction and loyalty (Caruana et al., 2004). There is a considerable link
among reputation, student satisfaction, trust, and student loyalty, according to
Gul's (2014).

Image or reputation of the University is the overall perception they

have of a subject. It is based on insufficient information and varies between
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universities (Kotler & Fox, 1995). In many ways, a university's reputation
influences student views of its communications and operations (Gronroos,
2001). If students believed they might gain advantages or interests from
colleges, universities would be viewed to have a good reputation. A
university's positive reputation may be valuable in a competitive market since
it may distinguish an organization from its competitors (Mohamad, 2009).

Reputation is mostly one of the characteristics that has the biggest direct
Impact on satisfaction and also has a significant impact on loyalty (Alves &
Raposo, 2007). According to evaluations of the research (Helgesen & Nesset,
2007; Mohamad, 2009; Brown & Mazzarol, 2006), a university's reputation
has a direct and beneficial impact on student loyalty. Furthermore, the
influence of student satisfaction was discovered to considerably moderate the
association between university reputation and student loyalty. Nonetheless,
while reputation is the most influential factor in the development of
contentment, there are other factors that impact university reputation and the
outcomes of student satisfaction.

The following hypothesis has been formulated:
H3: Student Satisfaction positively effects on University Reputation

2.2.4 Relationship between University Reputation toward Enrollment

Intention

The entire impression created on the public's thoughts about the
organization is referred to as the university's reputation. It was connected to
the numerous physiological and psychological characteristics of the
institution, for instance tradition, reputation, company name, philosophy,
service variety, and the quality impression transmitted by each individuals
dealing with clients (LeBlanc and Nguyen, 2001). For an educational
institutions, university reputation is defined as the total of all opinions that a

personal has about an organization (Jiewanto et al., 2012), and it is critical to
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impress, recruit, and retain students (Helgesen and Nesset, 2007). As a result,
the university should establish a distinct reputation in a competitive field
(Palacio et al., 2002). A university's distinctive reputation could lead to
student satisfaction and, as a result, loyalty. In this connection, Alves and
Raposo (2010) proposed that higher education organizations make a
determined attempt to assess the university reputation held by its students in
addition the wider public among possible future students.

The link among reputation and student enrollment intention has been a
source of contention. According to studies, university reputation is a
significant component affecting student loyalty, and a positive reputation can
inspire return students (Hu et al., 2009; Lai et al., 2009). In higher education,
university reputation is seen as an important predictor of satisfaction and
loyalty (Alves and Raposo, 2007; Brown and Mazzarol, 2008). Alvec and
Raposo (2010) explored the influence of a university's reputation on student
intention. The findings demonstrated that a university reputation has a
substantial impact on student satisfaction and loyalty. Furthermore, the
findings revealed that reputation is one of the ancestors with the greatest
effect on the satisfaction formation process. As a result, they proposed that if
educational organizations must compete based on reputation, the first step
should be to assess the university reputation established by its students.
Jiewanto et al. (2012) and Kheiry (2012) explored the impact of university
reputation on student conduct in a similar way. They demonstrated that a
student's future enrollment intention is highly influenced by
university reputation.

Yavas and Shemwell (1996), Landrum et al. (1998), and Parameswaran
and Glowacka (1995) discovered that higher education institutions must retain
or acquire a specific reputation in order to gain a competitive edge in an
industry that is becoming increasingly competitive. According to these

writers, one of the most important factors influencing student intention to
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apply for enrolment is reputation. When donors evaluate endowments or firms
choose an organization to conduct contractual research and development, the
reputation of the university is also significant. According to Dowling (1988),
colleges have several reputations rather than simply one.

Therefore, this study hypothesizes that:

H4: University Reputation positively effects on Enroliment Intention

H11: University Reputation as a significant mediating effect on the
relationship between Student Satisfaction and Enrollment Intention
2.2.5 Relationship between Student Satisfaction toward Student Loyalty

Nevertheless, they were able to establish that student satisfaction has a
positive and considerable effect on student loyalty. Another study created by
Annamdevula and Bellamkonda (2016a, b) demonstrates that service quality
has a favorable and substantial effect on student satisfaction in boosting
student loyalty. It is reasonable to expect that the higher the service quality,
the greater the student satisfaction.

Furthermore, higher service quality enhances student loyalty in both
direct and indirect ways. Duarte et al. (2012) performed a research on
universities in Portugal, the findings show that service quality has a favorable
impact on student satisfaction. Asree et al. (2010) investigated how
administration qualities influenced staffs performance, which in turn
influenced receptivity and, as a result, organizational performance.

The authors selected the service sector (particularly hotels) as the focus
of their research and discovered a favorable relationship between leadership
qualities and organizational success. The authors discovered that particular
leadership abilities resulted in higher staff happiness, which resulted in
improved customer service, which resulted in increased customer loyalty.

Furthermore, they discovered a favorable relationship between student
satisfaction and student loyalty. The similar outcome relates to both present

and previous pupils. Loyal students contribute positively to institutions in
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developing the most effective marketing strategy and development plan to
ensure long-term success for current and previous students.

There had been a lot of studies done on the link between
student satisfaction and student loyalty. The majority of the academics
concentrated on the relationship or correlation between student satisfaction
and loyalty. According to the studies, there is a favorable association between
student loyalty and satisfaction. According to studies conducted on the
banking business in Iran, there is a favorable association between client
satisfaction and loyalty. It was also revealed that client loyalty is significantly
related to the bank’s financial success. This suggests that happy consumers
become loyal customers, which supports the company's financial performance
(Nayebzadeh, Jalaly, & Shamsi, 2013).

Another study was carried out on Portuguese universities to determine
the relationship between student satisfaction, service quality, and enrollment
intentions (which are fundamentally related with recurring purchasing
behavior, which is a sign of loyalty). According to the survey,
student happiness has a direct impact on student loyalty (Bastos, & Gallego,
n.d.).

Based on what has been said above, this study hypothesizes:

H5: Student Satisfaction t positively effects on Student Loyalty
2.2.6 Relationship between Student Loyalty toward Enrollment Intention

Student loyalty based on attitudinal and behavioral intents has the ability
to raise student enrolment intentions (Keong et al., 2018). Student loyalty, like
student satisfaction, is a tactic result of HEIs (Gallegos & Vasquez, 2019)
because of its ability to attract new students by 'participating in positive WOM
to educate friends and others' (Subrahmanyam, 2017) and enroll in
postgraduate courses (Helgesen & Nesset, 2007; Mavondo et al., 2004).
Attitude is the first component of loyalty that causes people to consider

purchasing a product or service (Ahluwalia, 2000). This psychological
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condition is frequently influenced by student satisfaction (Oliver, 1999) and is
crucial in shaping WOM (word-of-mouth) promotion of the product or
service. Furthermore, behavioral loyalty, another aspect of loyalty, is
frequently quantified by repurchasing (Vukasovi, 2015).

Loyalty has been conceptualized in general marketing sciences utilizing
behavioral and attitudinal factors (Oliver, 1999; Park et al., 2010). In terms of
behavior, loyalty has been quantified using purchase intentions, whilst
attitudes have been centered on good WOM and advising others to make a
purchase (Oliver, 1980). WOM is a socially complicated construct comprised
of self-reputation, compassion for others, and favorable evaluation (Berger &
Schwartz, 2011). WOM is frequently influenced by behavioral and attitudinal
factors. As a result of student loyalty, students frequently demonstrate positive
affiliation and suggest others (Watson et al., 2015). This shows that
behavioral and attitudinal loyalty has a major impact on WOM. As a result,
students with high HEI loyalty are more likely to communicate positive WOM
regarding postgraduate enrollment plans. In the HE setting, components of
loyalty have also been transmitted and quantified (Arboleda & Alonso, 2017).

On the other hand, in the HE setting, intention has been the primary
emphasis and application of loyalty. Student loyalty is mentioned as the
ability of students to refer the HEI to other potential students (Amegbe et al.,
2019), implying that WOM is an important component in student intention
efforts (Mallika Appuhamilage & Torii, 2019). As a result, the conversations
students have about a HEI are crucial in forming their perceptions of the
institution and its services. These are frequently demonstrated by their goals
and acts, such as enrollment and suggestions.

According to Amegbe et al. (2019), student loyalty entails actively
cultivating a positive reputation of a HEI and then making efforts to propagate
positive messages. Thus, loyal students serve as a recommendation for

potential students who wish to study at the same HEI (Amegbe et al., 2019).
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However, Henning-Thurau et al. (2001) observe that student loyalty lasts
longer due to the method in which educational services are delivered. As a
result, student loyalty can also apply to their actions both during and after
graduation (Henning-Thurau et al., 2001). Before graduation, students might
discuss positive features of their institution or urge others to apply to the
similar HEI they are joining (Arboleda & Alonso, 2017).

Loyalty after graduated is shown in alumni and is of immense
importance for HEIs because of the time and money students may spend on
their former institution (Snijders et al., 2019). Alumni may be a tremendous
source of motivation for future students (Arboleda & Alonso, 2017; Snijders
et al., 2019). Thus, student loyalty is a concept concerned with students'
motives to recommend, return to (in this example, enroll in postgraduate
programs), and graduate from a HEI, which are influenced by the students'
entire experience at a HEI (Bowden, 2011). (Arboleda & Alonso, 2017). Both
of these dimensions of loyalty have not been examined in the context of a
developing nation, particularly one with political and economic issues, such as
Zimbabwe. Some claim that student loyalty does not appear to be dependent
on student pleasure (Gallegos & Vasquez, 2019, p. 525).

This, however, is not a general viewpoint, since others believe that
student loyalty is formed through student satisfaction and experiences
(Arboleda & Alonso, 2017). Student satisfaction leads to student loyalty and
other contributing to sustainable development behavior, which is based on
enrollment intentions (Keong & Baharun, 2017). Thus, student loyalty is
substantially influenced by the student-HEI interaction, as well as the degree
to which students are happy with the performance of educational services.
Furthermore, a devoted student will help the HEI by spreading favorable word
about it.

Based on what has been said above, this study hypothesizes:

H6: Student Loyalty positively effects on Enrollment Intention
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H10: Student Loyalty as a significant mediating effect on the

relationship between Student Satisfaction and Enrollment Intention
2.2.7 Relationship between Word-of-Mouth (WOM) toward Enrollment
Intention

Word-of-mouth recommendations are compliments that have a
significant influence on a consumer's purchase choice intention (Hsu, Chuan-
Chuan & Chiang, 2013). Introduction could be positive or negative; it was
obvious that students who are satisfied with their educational organization
tend to give positive recommendation and commendation among their
colleagues and family members, whereas students who are disappointed with
their educational institution's lack of facilities and support tend to give
negative recommendation and commendation (Bontis, Booker & Serenko,
2007). According to Reichheld (2003), praise and its intentions are the
unrivaled criteria for predicting not just students' recommending intention, but
also their purchase and intention behavior.

Over time, the idea of enrollment intention has changed. It was
recognized as one of the student behavior outcome factors arising from high
value and pleasure, which leads to loyalty. Previous research focused mainly
on the behavioral component of loyalty, i.e. the enrollment dimension.
Cognitive loyalty is a higher order component that involves the student's
cognitive decision-making process in evaluating different brands prior to
making a purchase (Caruana, 2002). Loyal students are also important since
they can generate favorable WOM recommendations. WOM is a non-
commercial, casual face-to-face communication regarding HEI (Chen, 2016).

This is often impacted by student satisfaction, which has already been
explored in this research. Students are the primary consumers in higher
education (Guilbault, 2016), and ensuring their satisfaction is important for
HE management since it improves loyalty, retention perceptions, and WOM

communication. Furthermore, service quality and innovation experiences
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improve WOM (Manohar, 2018), which has the ability to affect enroliment
intentions in postgraduate programs. The decision to promote good WOM, on
the other hand, is multidimensional (Dao & Thorpe, 2015).

Therefore, this study proposes the following hypothesis:

H7: Word-of-Mouth (WOM) positively effects on Enrollment Intention
2.2.8 The moderating role of Word-of-Mouth (WOM) on University
Reputation toward Enrollment Intention

In education, university reputation had been commonly implemented as
a positioning technique to impact the interest of potential students while
selecting an university (Weissman, 1990 in Nguyen and LeBlanc, 2001). The
reputation of a university is highly connected with student loyalty (Dick and
Basu, 1994 in Nguyen and LeBlanc, 2001), a better behavior (word of mouth,
repeat purchasing intention, or a referral), or conduct (or during a particular
time frame, repurchase the same brand option). Bigne et al., (2005) conducted
tourist research that supports the positive association between reputation and
word of mouth. Aside from word of mouth, reputation has an impact on
student happiness (Amin et al., 2013; Bigne et al., 2005; Bloemer and de
Ruyter, 1998). In Brunner et al., (2008), Bitner (1990) and Swan & Oliver
(1989) noted that student satisfaction has a favorable impact on word of
mouth.

Although word of mouth had been widely studied in relationship to
student satisfaction, reputation has gotten far less attention. Institution
reputation has been characterized in the literature as an impression of quality
linked with the university image (Aaker and Keller, 1990). On the corporate
level, reputation had been described as an organization's impression as
reflected in the relationship preserved in student mind (Keller, 1993). Selnes
(1993) proposed that reputation, along with contentment, be integrated into a
framework of loyalty; he discovered that both variables, reputation and

satisfaction, were connected with WOM. The total impression created on the
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minds of the public about a university is referred to as a university's
reputation (Kotler and Barich, 1991). According to Nguyen and Leblanc
(2001), university reputation is connected to physical and behavioral qualities
of the organization, such as university name, architecture, range of goods /
services, and the quality impression transmitted by each individual engaging
with the business's clients. The reputation of a university is the product of a
process (Mclnnis and Price, 1987 in Aydin and Ozer, 2005).

The recovery of ideas, feelings, and consumption experience with an
organization from memory and their translation into mental representations
are the first steps in the process (Yuille and Catchpole, 1977 in Aydin and
Ozer, 2005). As a consequence, university reputation is the product of an
assessment procedure. Although a student may lack sufficient information
about an institution, information collected the development of a university's
reputation will be influenced by different factors such as advertisements and
Word-of-mouth.

Word of mouth (WOM) is one of the most effective techniques to
market goods and services. In everyday life, students have been subjected to
many forms of huge promotion. However, the impact of promotional
communications on student perceptions of a product or service is not as
significant as the impact of WOM (Sweeney et al., 2008). It is vital to stress
that a person who provides favorable WOM has no material interest, making
WOM a very credible advertising approach for improving institution
reputation. As a result, in education, WOM has a significant impact on the
establishment of university reputation, which has an impact on student
enrollment intention.

Based on what has been said above, this study hypothesizes:
H8: Word-of-Mouth has a significant moderating effect on the relationship

between University Reputation and Enrollment Intention.
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CHAPTER THREE
RESEARCH METHODOLOGY

In this chapter, the purpose is to introduce the research framework model

and hypotheses, along with measuring six research constructs. In addition, it

also refers to the design of research methods to test hypotheses; presenting

sampling plans, designing questionnaires, collecting and analyzing data.

3.1 Research Framework

Based on the results from all the hypotheses evaluated in chapter two, this

study developed a research framework model, as shown in Figure 3-1 below.

Service Quality

H1

Word-of-Mouth

H7

.J Enrollment Intention

H11
University Reputation
H8
H3
H4
H2
Student Satisfaction
H9
H10
H5 Hé
Student Lovalty

H1

2

Figure 3.1: The Framework model

Source: This study

According to the research model, the hypotheses for this study are:

Hypothesis 1 — H1: Service Quality positively effects on Student Satisfaction

Hypothesis 2 — H2: Student Satisfaction positively effects on Enrollment

Intention

Hypothesis 3 — H3: Student Satisfaction positively effects on University

Reputation
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Hypothesis 4 — H4: University Reputation positively effects on Enrollment
Intention

Hypothesis 5 — H5: Student Satisfaction positively effects on Student Loyalty
Hypothesis 6 — H6: Student Loyalty positively effects on Enroliment Intention
Hypothesis 7— H7: Word-of-Mouth positively effects on Enrollment Intention
Hypothesis 8 — H8: Word-of-Mouth as a significant moderating effect on the
relationship between University Reputation and Enrollment Intention
Hypothesis 9 — H9: Student Satisfaction as a significant mediating effect on
the relationship between Service Quality and Enrollment Intention

Hypothesis 10 — H10: Student Loyalty as a significant mediating effect on the
relationship between Student Satisfaction and Enrollment Intention
Hypothesis 11 — H11: University Reputation as a significant mediating effect
on the relationship between Student Satisfaction and Enrollment Intention
Hypothesis 12 — H12: Service Quality positively effects on Enroliment

Intention

3.2 Research Design

This study uses quantitative research to solve hypotheses. This
quantitative research method is mainly related to the forms of surveys in
collecting, analyzing and interpreting data that researchers were proposed. The
survey in this study included a questionnaire about the relevant variables that
were carried out by students studying in higher education institution. By
conducting a sample survey of each respondent and information about Student
Satisfaction, Enrollment Intention and other constructs will be displayed to

test hypotheses and achieve the purpose of the investigation. Students
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answered questions using a 7 point Likert scale from 1 (strongly disagree) to 7

(strongly agree). Respondents were asked to rate the survey.
3.3 Research Instrument and Questionnaire Design

3.3.1 Research Instrument and Measurement

This study identified six research structures and assessed the correlation
between these research structures. SER (Service Quality), SAT (Student
Satisfaction), LOY (Student Loyalty), UR (University Reputation), WOM
(Word-of-Mouth), EI (Enrollment Intention) is the research structure. For
each structure, the operational concept and the measurement items are also
defined. There is a survey to collect data for research variables. The final
detailed questionnaire was completed in English first then carefully translated
into Vietnamese (see Appendix | and Appendix I1). The specific questionnaire
for each construct will be shown below.
3.1.1.1 Service Quality (SER)

SER used a ten items scale measurement adjusted from Annamdevula &
Bellamkonda, (2016a & 2016b) and de Jager & Gbadamosi (2010). Detailed

questionnaires for SER are shown below:

[SER1] Teachers at your university treat all students in equal manner
[SER2] Teachers at your university follow good teaching practices
[SER3] Course content at your university develops student’s knowledge
[SER4] Teachers at your university are responsive and accessible
[SER5] Administration staffs at your university are courteous and
willing to help

[SER6] Computer/science labs at your university are well equipped
[SER7] Library at your university has adequate academic resources
[SER8] Your university provides counseling services

[SER9] Your university environment is convenient to study well
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[SER10] Your university has safety and security measures
3.3.1.2 Student Satisfaction (SAT)

SAT is measured by scale of five items. Student satisfaction (SAT) has
been evaluated because many studies have evidenced that student satisfaction
results from the findings of their evaluation of educational services obtained
(Brokaw et al., 2004; Stokes, 2003). Detailed questionnaires for SAT are
shown below:

[SAT1] I satisfied with the quality of academic services
[SAT2] I satisfied with the quality of teachers

[SAT3] I satisfied with the quality of administrative services
[SAT4] | satisfied with the quality of equipment and facilities
[SATS5] I satisfied with the decision to attend this university

3.3.1.3 Student Loyalty (LOY)

LOY used a four items scale measurement adjusted from Annamdevula
& Bellamkonda (2016a). Student loyalty describes how students feel about
the university and how their attitudes and/or behaviors reflect that feeling
(Nesset & Helgesen, 2009). Detailed questionnaires for LOY are shown
below:

[LOY1] This university gives a positive impression to me

[LOY2] | feel proud to be associated with the university’s activities

[LOY3] I will write a positive impression about this university in social

media

[LOY4] | have no intention of moving to another university
3.3.1.4 University Reputation (UR)

UR used a four items scale measurement adjusted by Nguyen and
LeBlanc (2001). The acknowledgment or subjective and collective appraisal
of stakeholders to university is how a university's reputation is defined.

Lupiyoadi, (2016). Detailed questionnaires for UR are shown below:
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[UR1] This university has a good reputation
[UR2] In general, | believe that this university always fulfills the
promises it makes to its students
[UR3] I believe that the reputation of this University is better than others
universities
[UR4] I enrolled in this university because of its reputation

3.3.1.5 Word-of-Mouth (WOM)

WOM is measured by a scale of five items. Consumers advocate WOM,
which has a larger and more effective influence than advertising, (Katz and
Lazarsfeld’s study 1955). Detailed questionnaires for WOM are shown below:

[WOM1] I like talking about this university to my friends

[WOM2] | like helping potential students by providing them with

information about this university and its courses

[WOM3] People ask me for information about courses offered at this

university

[WOM4] | would recommend this university as the best service quality

in the area

[WOMS5] | would encourage friends and relatives to enroll in this

university
3.3.1.6 Enrollment Intention (EI)

El is measured by a six items scale adjusted by Athiyaman (1997). In
the Theory of Planned Behavior (TPB), the term intention refers to a person's
conduct toward a certain behavior (Teo & Chwee, 2010). Intention may
alternatively be defined as the likelihood of acting in order to attain
meaningful goals (van der Hoek, Jamroga & Wooldridge, 2007). Detailed
questionnaires for El are shown below:

[EI1] If | had needed educational services now, this university would be

my first choice
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[E12] My choice to enroll in this university was a wise one

[EI3] I enrolled in this university because of offering the courses

[El4] | think | did the right thing when | decided to enroll in this

university.
3.3.2 Questionnaire Design

According to Figure 3.1, the questionnaire of this study includes the
following six constructs: (1) Service quality, (2) Student quality, (3) Student
loyalty, (4) University reputation, (5) Word-of-mouth, (6) Enroliment

intention

The questionnaire for this study has 33 items and includes six sections.
Each section asks respondents to express their opinions on SER, SAT, LOY,
UR, WOM, EI. These are the number of methods that assist researchers in
collecting data in which one method will involve the use of a scale. Likert
scales are often used for measurement. For objective reasons, the information
will be collected by online survey methods. After collecting the answers, the
data will be calculated to produce research results.

Respondents were asked how strongly he/she agreed or disagreed with a
statement. This study uses a seven-point Likert scale that ranges from 1 =
strongly disagree to 7 = strongly agree, to measure data. The answers to the
questionnaire were analyzed statistically by SPSS 22.0, regarding the weight of
the Likert scale.

3.3.3 Questionnaire Translation

This study was conducted in Vietnam with respondents who are students
in Vietnam. Therefore, Vietnamese plays an important role in data collection.
First, the survey questionnaire was designed in English then translated into
Vietnamese by a professional translation company in Hanoi, Vietnam. The
questionnaire was then translated back into English to check for corrections,
incorrect words were deleted, and the final version was completed. The final

version of the questionnaire in Vietnamese was completed after careful
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discussion and revision (see Appendix | and Appendix Il). The questions have
been translated into the Vietnamese version so the respondent can better
understand and answer the questions carefully. The benefits of translation help
respondents understand the meaning and structure of the answers. The
definition of the question and the structure have been checked by the translator
to match between the English and Vietnamese versions.

3.3.4 Sample and Data Collection

To explore the relationship among six constructs: SER, SAT, LOY, UR,
WOM, El; the survey will be implemented with a total of 300 respondents
who are the current students in Vietnam so that they could provide evaluate
responses for the research. Those respondents have different ages, education
backgrounds, and studying experience as well as demographic factors, which
guarantees the variety of samples. Because of objective reasons, the
information would be collected by the online survey method. After gathering
the answers, the data would be computed to generate the research findings.

Data collection consisted of five steps. Firstly, identifying related research
variables through literature review and advice from the thesis advisor. The
second step was to complete the drafting of the survey questionnaire. Next, the
third step, translating the research questionnaires into Vietnamese and then
translate them back into English one more time to double-check the meaning
of the items remained the same. Fourthly, running a pre-test of the Vietnamese
questionnaires to check o (alpha), 50 respondents were invited for the pre-test,
who are the current students in Vietnam and 27 effective respondents were
accepted. Based on the pre-test, an internal consistency reliability coefficient
of each item was computed. If the consistency reliability coefficient of each
question cannot be achieved, the questionnaire was modified one more time as
a result to reach greater consistency. The final step was to deliver the
Vietnamese questionnaire indirectly to Vietnamese respondents. When the data

was completed, it could be used for analysis in the following step.
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The data in this thesis was collected by sending 300 questionnaire items
to students in Vietnam. The sample planning was designed to ensure that the
precise characteristics of respondents are encompassed in this study. The
students, who are studying in Northern Vietnam, were asked for answering
the survey. It took approximately two months (from July to August 2020) for
completing the survey. In total, 300 survey questionnaires were delivered to the
students.

3.4 Data analysis method

Use SPSS 22.0 software to calculate data. To test the hypotheses
developed from this study, five methods were applied:

* Descriptive Statistic Analysis

» Factor Analysis and Reliabilities Test

* Independent Sample T-test

» One way ANOVA (stand for analysis of variance)

* Regression analysis
3.4.1 Descriptive Statistics

Descriptive statistics are applied as the first level of analysis. It is used to
explain the characteristics of all variables in quantitative terms. Descriptive
statistics calculate the frequency, means, average value, percentage, range and
standard deviation of each variable in the study. Descriptive statistical analysis
is extremely helpful.

3.4.2 Factor Analysis and Reliabilities Test
3.4.2.1 Factor Analysis

The purpose of factor analysis is to analyze the basic variance structure of
a set of correlation coefficients. It may be related to probing and validation
purposes. Factor analysis is used to summarize or reduce data on a large number
of variables into some explainable basic factors. Moreover, the relationship of
each variable with the base element is represented by the so-called factor
loading. According to Hair et al. (2010), items will be deleted unless they adapt

36



to the factor loading requirement of more than 0.6. Measurements with a
coefficient factor loading greater than 0.6 will be selected as members of a
particular factor. At the end of the factor load analysis, the study will use
reliability to test Cronbach's a and the correlation between the entries.

The factor loading analysis criteria include: Kaiser-Meyer-Olkin Measure
(KMO) is above 0.5, Factor Loading is above 0.6, Eigenvalue >1, Explained
Variance >0.6 (this is to reduce the number of items/questions to explain the
factor), Item-to-total correlation >0.5 (This is the relationship between the
item and the total, and what part of the total the item represents) Communality
>0.5, Cronbach's alpha

>0.6 (Hair et al. 2010).
3.4.2.2 Reliabilities Test

The reliability test is performed after the factor analysis results. After
running the reliability test of the structures, the correlation between items and
Cronbach's a will be displayed. Cronbach's a must be above 0.6 and Item-to-
total correlation must be greater than 0.5 and KMO must be higher than 0.5.
Correlated items lower than 0.5 will be deleted from the analysis (Hair et al.
2010).

3.4.3 Independent Sample T-test

To test whether the significant difference between the means of the two
groups is related to a variable, the independent t-test is used in this case. In this
study, it was applied to compare the differences between male and female
students in the six constructs.

3.4.4 One-way Analysis of Variance (ANOVA)

To test whether the significant difference between the means of more than
two independent groups is related to a variable, one-way variance analysis is
used in this case. The result will be significant if the F value is above 4 and the
p-value is below 0.05 (Hair et al. 2010).
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3.4.5 Regression Analysis

There are two types of regression analysis used in this study:

Regression analysis is used to analyze the relationship between a single
dependent variable and several independent variables. Another goal of
regression is to maximize the overall predictability of the independent
variables as expressed in the variance. Simple regression analysis can also
meet the goal of comparing two or more independent variables to determine the
predictability of each variable. The analysis results will be significant when the
square of R is higher than 0.1, the correlation is higher than 0.3, the F value is
higher than 4, the VIF is lower than 3, the Durbin-Watson Statistic (DW) index
is between 1.5 and 2.5 and p-value is lower than 0.05 (Hair et al. 2010).
Because there is a mediator variable in the framework of the research model,
it is necessary to examine the effect of the mediation variable on the
relationship between the independent and dependent variables. According to
Preacher and Hayes (2004), the Sobel test and Bootstrapped Confidence
Intervals test were applied in this research to modify the mediating effect, with
the criterions are P value should lower than 0.05 and t value should be higher
1.96.
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CHAPTER FOUR
DATA ANALYSIS AND RESULTS

In this chapter, the results of the study have been presented. The first
section was the descriptive analysis of the respondents including demographics,
characteristics of respondents, and the measurement results of variables. The
second section is the result of Descriptive Analysis, factor loading,
independent T-test, One-way Anova, and Simple reression.

4.1 Descriptive Analysis

To have a better understanding of the characteristics of research structure
and demographic information, descriptive statistics analysis was performed to
illustrate the mean and standard deviation for all of the research variables as
well as the frequency for demographic information was conducted in this
section.

4.1.1 The Characteristics of Respondents

There are five control variables, which present characteristics of
respondents in this research: gender, age, educational level, time to study, and
grades status. In Grades Status include Juniors which means students at first
and second year, and Seniors which means students at third and fourth year.

Table 4.1 below would show these factors, in total 300 effective
respondents, female respondents are 42% while man respondents are 58%. In
this research area on this group of age: 49.3% (n=148) of them are from 18 to
25 years old; and 34% (n=102) of respondents are from 26 to 35 years old;
while only 16.7% (n=50) of them are over 35 years old.

Bachelor is educational level of a Ilarge portion of research’s
respondents, which is 43.7% (n=131); while percentage of respondents who
are master student are 36.3% (n= 109), Doctor is educational level that is

smallest portion of research’s respondent with 20% (n= 60).
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About the time to study, the rate of the respondents has 2 years of study
time are 36.7% (n= 110) and 63.7% of them have 4 years of study time, this
figure is the largest portion of the respondents. The percent of the total number
of respondents who has more than 4 years of study time are 9.7% (n= 29),
which is the smallest portion of the respondents.

Most of the respondents are junior students with 53.7% (n= 161), and
46.3% of them are senior students (n=139).

Table 4.1: Characteristics of Respondents (n=300)

Item Description Frequency Per((:(()a/:)tage

Gender bialg 174 58
Female 126 42

18-25 148 49.3

Age 26-35 102 34

> 35 50 16.7

Bachelor 131 43.7

EdulZ?/teilonaI Master 109 36.3
Doctor 60 20

2 years 110 36.7

T;trng;o 4 years 161 53.7
> 4 years 29 9.7

Grades Juniors 161 53.7

status Seniors 139 46.3

Source: This study
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4.1.2 Descriptive Statistics of Questionnaire Items

Table 4.2 below shows the descriptive statistics of research variables for
300 respondents. There are 33 questionnaire items in this research in terms of
mean value and standard deviation for each item, which presents the tendency
of respondents’ choice for a particular construct. There are ten items for
Service Quality, five items for Student Satisfaction, four items for Student
Loyalty, four items for University Reputation, five items for Word-of-Mouth
and four items for Enroliment Intention. Most of the mean values are above 4
for all the items in research constructs of the framework, which indicated the

high agree levels of respondents.

As shown in Table 4.2, for Service Quality, the sample cases show a
range of item’s mean value from 4.61 to 4.88 in the 7 — point Likert scale.
Moreover, Item SER9 has highest mean value in factor which is 4.88 which
indicates that the majority of respondents have the high agree levels with the
statements. In term of Student Satisfaction, the highest mean value is SAT5
which is 5.017, while the lowest mean value are SAT2, where still quite high
which is 4.867 indicating that the majority of respondents have the lower

agree levels with the statements.

Furthermore, Student Loyalty has a range of item’s mean value from
5.083 (LOY1) to 4.860 (LOY?2) in 7 — point Likert scale. Beside, in term of
University Reputation, there is a highest items’ mean value, which is UR3
(4.88). While UR4 has the lowest mean value which is 4.82, it is show in this
variable the range of item’s mean value is insignificant. For Word-of-Mouth,
there are a similarity between items’ mean value, which are WOM1 (4.887)
and WOMS5 (4.887), while WOM3 has the lowest item’s mean value with
4.74. Finally, in term of Enrollment Intention the range between mean value
of the items is from 4.92 (El4) to 4.84 (EI1).
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Table 4.2 below also shown that in term of Service Quality, item SER10
has the highest standard deviation of 1.422 indicating the responses are more
dispersed. Meanwhile, SER2 has the lowest standard deviation indicating the
less dispersed in responses with 1.22. For the construct of Student
Satisfaction, item SAT5 has the highest standard deviation with 1.345 with
high value of mean indicating that most of the respondents are agree with the

statements.

Moreover, for Student Loyalty item LOY1 has the highest standard
deviation value of 1.379 compared to others item, indicating that the
statement has the most variety of responses. In terms of University
Reputation, the standard deviation has the range of 1.280 — 1.402 which

means all of the statements has the high variety in responses.

Furthermore, for Word-of-Mouth construct, the highest standard
deviation value is 1.470 (WOM1), while the lowest standard deviation value
iIs 1.34 (WOM2). Finally, in term of Enrollment Intention, the range for
standard deviation is from 1.29-1.44 which means all of the statements have
the high variety in responses, with EI1 is the highest item and EI2 is the

lowest item.

Table 4.2: Results of Mean and Standard Deviation of Items

Standard
Items Descriptions Mean .
Deviation
Service Quality
SER1 Teachers at your university treat all students in equal manner | 4.713 1.4229
SER2 Teachers at your university follow good teaching practices 4.793 1.2580
SER3 Course content at your university develops student’s 4833 12901
knowledge
SER4 Teachers at your university are responsive and accessible 4.837 1.2631
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Administration staffs at your university are courteous and

SER5 wiiling to help 4.680 1.3628
SER6 Computer/science labs at your university are well equipped 4.720 1.3569
SER7 Library at your university has adequate academic resources 4.703 1.3296
SERS8 Your university provides counseling services 4.617 1.3400
SER9 Your university environment is convenient to study well 4.880 1.3435
SER10 Your university has safety and security measures 4.760 1.4292

Source: This study

Table 4.2: Results of Mean and Standard Deviation of Items (Continue)

Items Descriptions Mean Star_lda_lrd
Deviation

Student Satisfaction

SATL | satisfied with the quality of academic services 4.973 1.3411

SAT2 | satisfied with the quality of teachers 4.867 1.2862

SAT3 | satisfied with the quality of administrative services 4.980 1.2695

SAT4 | satisfied with the quality of equipment and facilities 4.970 1.2941

SAT5 | satisfied with the decision to attend this university 5.017 1.3450
Student Loyalty

LOY1 This university gives a positive impression to me 5.083 1.3794

LOY2 I feel proud to be associated with the university’s activities | 4.860 1.3138

LOY3 I will write a positive impression about this university in 4950 19935

social media
LOY4 I have no intention of moving to another university 5.023 1.3173

Source: This study
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Table 4.2: Results of Mean and Standard Deviation of Items (Continue)

o Standard
Items Descriptions Mean .
Deviation
University Reputation
UR1 This university has a good reputation 4.830 1.3884
UR? In general, | belle\_/e th_at this university always fulfills the 4.840 1.9806
promises it makes to its students
UR3 | believe that the reputation of_ thls_L_Jnlversny is better than 4,880 13485
others universities
UR4 I enrolled in this university because of its reputation 4.820 1.4027
Word-of-Mouth
WOM1 I like talking about this university to my friends 4.887 1.4700
WOM?2 I Ilk_e helplng potential s?uder}ts by prowd_lng them with 4.830 13418
information about this university and its courses
WOMS3 People ask me for mfo_rmat!on a_bout courses offered at 4.743 13795
this university
WOM4 I would recommend th_ls university as the best service 4817 13987
quality in the area
WOMS I would encourage frlend_s and_ relatives to enroll in this 4887 13564
university
Enrollment Intention
EIl If I had needed educational services now, this university 4.840 1.4473
would be my first choice
EI2 My choice to enroll in this university was a wise one 4.887 1.2959
EI3 | enrolled in this university because of offering the courses | 4.873 1.3075
El4 | think I did the right thing when | decided to enroll in this 4.920 1.4072

university

Source: This study
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To identify the dimensionalities and reliability of the research constructs,
the measurement items’ purification procedure is conducted as necessary. The
purification process including factor analysis, correlation analysis, and internal
consistency analysis (Cronbach’s alpha) was conducted. After factor analysis,
to identify the internal consistency and reliability of the construct measurement,
the item-to-total correlation, Cronbach‘s alpha are calculated.

Kaiser-Meyer-Olkin Measure (KMO) greater than 0.5, factor loadings are
higher than 0.6, accumulated explained variance >0.6, Item-to- total
correlation >0.5, and Cronbach's alpha (o)) >0.6 were also adopted. In this study,
all the items loading exceed 0.60, and Cronbach's alpha (o) exceeds 0.7. The
complete results of the factor analysis and reliability test were presented from
Table 4.3 to Table 4.8.

4.2 Factor Analysis and Reliability Tests
4.2.1 Service Quality (SER)

Table 4.3 presents the results of factor loading for the measurement of
SER. There is a total of ten items were selected for analysis. The results
showed that they have a significantly high loading score with all items have
factor loading greater than 0.6. Since the results of the initial running test for
this factor already met all of the criteria for factor analysis, therefore, none of

the items were removed during the factor analysis test.
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Table 4.3: Results of Factor Analysis and Reliability Tests on SER

Research | Research | Factor Eigen | Accumulative | Item to total ,
construct items loading value explained correlation Cr(;?gﬁgh S
geurz;llliif/ 6.758 |  67.576 0047
|<O|\I/9|)c5>4: SER9 0.833 0.788
SER4 0.831 0.787
SER7 0.829 0.784
SER10 0.826 0.781
SER3 0.823 0.777
SER2 0.823 0.777
SERS8 0.820 0.773
SER6 0.816 0.770
SER1 0.815 0.767
SER5 0.804 0.755

Source: This study

SER9 has the highest factor loading of 0.833, and the lowest is SER5
with a factor loading of 0.804. KMO is 0.954 and the variance explained by
this factor was 67.576%. All items within this variable had a coefficient of
item-to-total correlation are greater than 0.5 (0.755 - 0.788), Cronbach‘s o =
0.947, eigenvalue = 6.758. Based on all criteria, can conclude that the
reliability and internal consistency of this variable are acceptable, it can be

said that all items are highly reliable.
4.2.2 Student Satisfaction (SAT)

Table 4.4 presents the results of factor loading for the measurement of
SAT. There is a total of five items were selected for analysis. The results
showed that they have a significantly high loading score with all items have
factor loading greater than 0.6. Since the results of the initial running test for
this factor already met all of the criteria for factor analysis, therefore, none of

the items were removed during the factor analysis test.
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Table 4.4: Results of Factor Analysis and Reliability Tests on SAT

Research Research | Factor | Eigen | Accumulative ItfoTafo Cronbach's
construct items loading | value explained . alpha
correlation
Student 3.648 72.956 0.907
Satisfaction
KMO =
0.888 SAT2 0.866 0.783
SAT5 0.862 0.777
SAT1 0.856 0.769
SAT4 0.854 0.767
SAT3 0.831 0.735

Source: This study

SAT2 has the highest factor loading of 0.866, and the lowest is SAT3
with a factor loading of 0.831. KMO is 0.888 and the variance explained by
this factor was 72.956%. All items within this variable had a coefficient of
item-to-total correlation are greater than 0.5 (0.783 - 0.735), Cronbach‘s a =
0.907, eigenvalue = 3.648. Based on all criteria, can conclude that the
reliability and internal consistency of this variable are acceptable, it can be

said that all items are highly reliable.
4.2.3 Student Loyalty (LOY)

Table 4.5 presents the results of factor loading for the measurement of
LOY. There is a total of four items were selected for analysis. The results
showed that they have a significantly high loading score with all items have
factor loading greater than 0.6. Since the results of the initial running test for
this factor already met all of the criteria for factor analysis, therefore, none of

the items were removed during the factor analysis test.
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Table 4.5: Results of Factor Analysis and Reliability Tests on LOY

Research | Research | Factor | Eigen | Accumulative | Item to total | Cronbach’s
construct items loading | value explained correlation alpha
Student 2.857 71.425 0.867
Loyalty
KMO =
0.826 LOY3 0.864 0.744
LOY1 0.852 0.726
LOY?2 0.839 0.708
LOY4 0.826 0.689

Source: This study

LOY3 has the highest factor loading of 0.864, and the lowest is LOY4
with a factor loading of 0.826. KMO is 0.867 and the variance explained by
this factor was 71.425%. All items within this variable had a coefficient of
item-to-total correlation are greater than 0.5 (0.689 - 0.744), Cronbach‘s o =
0.867, eigenvalue = 2.857. Based on all criteria, can conclude that the
reliability and internal consistency of this variable are acceptable, it can be

said that all items are highly reliable.

4.2.4 University Reputation (UR)

Table 4.6 presents the results of factor loading for the measurement of
UR. There is a total of four items were selected for analysis. The results
showed that they have a significantly high loading score with all items have
factor loading greater than 0.6. Since the results of the initial running test for
this factor already met all of the criteria for factor analysis, therefore, none of

the items were removed during the factor analysis test.
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Table 4.6: Results of Factor Analysis and Reliability Tests on UR

Research | Research | Factor Eigen Accumulative Itt%Talto Cronbach's
construct items loading value explained . alpha
correlation
University 2.922 73.055 0.877
Reputation
KMO =
0.832 UR3 0.877 0.769
UR1 0.863 0.746
UR4 0.850 0.728
UR2 0.829 0.697

Source: This study

URS3 has the highest factor loading of 0.877, and the lowest is UR2 with
a factor loading of 0.829. KMO is 0.832 and the variance explained by this
factor was 73.055%. All items within this variable had a coefficient of item-
to-total correlation are greater than 0.5 (0.697 - 0.769), Cronbach‘s o = 0.877,
eigenvalue = 2.922. Based on all criteria, can conclude that the reliability and
internal consistency of this variable are acceptable, it can be said that all items

are highly reliable.

4.2.5 Word-of-Mouth (WOM)

Table 4.7 presents the results of factor loading for the measurement of
WOM. There is a total of five items were selected for analysis. The results
showed that they have a significantly high loading score with all items have
factor loading greater than 0.6. Since the results of the initial running test for
this factor already met all of the criteria for factor analysis, therefore, none of

the items were removed during the factor analysis test.
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Table 4.7: Results of Factor Analysis and Reliability Tests on WOM

Research Research | Factor | Eigen | Accumulative |thTa;[0 Cronbach's
construct items | loading | value explained . alpha
correlation
Word-of-
Mouth 3.664 73.282 0.909
KMO =0.880 | WOM5 | 0.865 0.781
WOM4 | 0.864 0.780
WOM2 | 0.856 0.770
WOM1 | 0.853 0.765
WOM3 | 0.843 0.751

Source: This study

WOMS has the highest factor loading of 0.865, and the lowest is WOM3
with a factor loading of 0.843. KMO is 0.880 and the variance explained by
this factor was 73.282%. All items within this variable had a coefficient of
item-to-total correlation are greater than 0.5 (0.781 - 0.751), Cronbach‘s a =
0.909, eigenvalue = 3.664. Based on all criteria, can conclude that the
reliability and internal consistency of this variable are acceptable, it can be

said that all items are highly reliable.

4.2.6 Enrollment Intention (EI)

Table 4.8 presents the results of factor loading for the measurement of
El. There is a total of four items were selected for analysis. The results showed
that they have a significantly high loading score with all items have factor
loading greater than 0.6. Since the results of the initial running test for this
factor already met all of the criteria for factor analysis, therefore, none of the

items were removed during the factor analysis test.
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Table 4.8: Results of Factor Analysis and Reliability Tests on El

Research Research | Factor | Eigen | Accumulative Itt%Talto Cronbach's
construct items | loading | value explained . alpha
correlation
Eroliment 2971 74.27 0.884
Intention
KMO =0.830 El4 0.881 0.776
EI2 0.875 0.769
Ell 0.857 0.74
EI3 0.834 0.708

Source: This study

El4 has the highest factor loading of 0.881, and the lowest is EI3 with a
factor loading of 0.834. KMO is 0.830 and the variance explained by this
factor was 74.270%. All items within this variable had a coefficient of item-
to-total correlation are greater than 0.5 (0.776 - 0.708), Cronbach‘s o = 0.884,
eigenvalue = 2.971. Based on all criteria, can conclude that the reliability and
internal consistency of this variable are acceptable, it can be said that all items

are highly reliable.

4.3 Independent Sample T-test

To identify the differences between males and females of six constructs.
The independent sample t-test was used to compare means for group male and
group female, group juniors and group seniors students on their perception of
SER, SAT, LOY, UR, WOM, ELl. In this study, the difference is considered as
significance whether p-value < 0.05 and absolute value of t-value >= 1.96.
4.3.1 Gender

The independent t-test results were present in Table 4.9. It showed that
there is no significant difference in the agreement level of respondents of
different sexes in three constructs SAT, LOY, UR.
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Except for the SER, WOM, and EI constructs, t-test results indicated that
there are differences between males and females in these three constructs.

Since the p value is < 0.05 and t-value is >= 1.96.

Table 4.9: Independent T-test Results

Male Female
Factor Name (N=174) | (N=126) t- value | P- value

SER Service 48908 | 45643 | 2513 | 0.013*
Quality

SAT Student 50678 | 48143 | 1.950 0.052
Satisfaction

LOY Student 50546 | 48750 | 1.347 0.179
Loyalty

UR university | ocee | 46865 | 1875 0.065
Reputation

wom | Word-of- oo | 4683 | 3230 | 0001+
Mouth

El Enrollment | . o) | 46400 | 2050 | 0003
Intention

Note: *** p < 0.001, ** p<0.01, * p< 0.05
Source: This study

For SER, male respondents higher than female respondents with mean =
4.8908 and 4.5643 respectively. For WOM, male respondents higher than
female respondents with mean = 5.0241 and 4.5683 respectively. For El, male

respondents higher than female respondents with mean = 5.0532 and 4.6409

respectively.

52



4.3.2 Grades Status

The independent t-test results were present in Table 4.10. It showed that
there is no significant difference in the agreement level of respondents of
different Grades Status in four constructs SAT, LOY, UR, and WOM.

Except for the SER, and EI constructs, t-test results indicated that there
are differences between juniors and seniors in these two constructs. Since the
p value is < 0.05 and t-value is >=1.96.

Table 4.10: Independent T-test Results (continue)

Juniors Seniors

Factor Name (N=161) (N=139) t- value | P-value

SER Service 4.6292 4.8978 2.128 0.034*
Quality
Student

SAT | ipon | 48621 5.0763 1.661 0.098

LOY Student 4.9053 5.0647 1.230 0.220
Loyalty

UR University | Joes 4.9083 0.914 0.362

Reputation
wom | Word-of- 4.7255 4.9568 1.687 0.093
Mouth

El Enrollment |, 5.0576 2.450 0.015*

Intention

Note: *** p < 0.001, ** p<0.01, * p< 0.05
Source: This study

For SER, seniors respondents higher than juniors respondents with mean
= 4.8978 and 4.6292 respectively. For El, seniors respondents also higher
than juniors respondents with mean = 5.0576 and 4.7267 respectively.

Indicate that seniors are more likely agree with the question statements.
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4.4. One-way Analysis of variance (ANOVA)

One-way ANOVA was used in this research to identify the significant
difference among two or more groups of respondents’ Ages, Educational
level, Time to Study based on the mean score of each construct in each group.
4.4.1 Age

A one-way ANOVA was performed to compare the effect of
respondents’ age on Service Quality (SER), Student Satisfaction (SAT),
Student Loyalty (LOY), University Reputation (UR), Word-of-Mouth
(WOM) and Enroliment Intention (EI).

Table 4.11: Results of the Different Level of Age among the six Constructs

18-25 [ 26-35 | >35
years years | years Differences
Constructs | N=148 | N=102 | N =50 | F-value | P-value group
1) 2) ©)
SER 4.7885 47255 | 4.7080 | 0.150 0.861 N.S
SAT 4.9811 4.8824 | 5.0640 | 0.488 0.614 N.S
LOY 4.9949 4.9706 | 4.9500 | 0.034 0.966 N.S
UR 4.8547 4.8162 | 4.8600 | 0.040 0.961 N.S
WOM 4.8851 4.7353 4.8760 0.518 0.596 N.S
El 4.9206 4.7966 4.93 0.388 0.678 N.S

Note: *** p <0.001, ** p<0.01,*p<0.05N.S =
Not Significant
Source: This study
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A one-way ANOVA revealed that there was not a statistically difference
in Service Quality, Student Satisfaction, Student Loyalty, University
Reputation , Word-of-Mouth, and Enrollment Intention between respondents’
age with F-value 0.150, 0.488, 0.034, 0.040, 0.518, and 0.388 respectively.
And All six constructs checked with ANOVA have p-value larger than 0.05.
4.4.2 Educational Level

A one-way ANOVA was performed to compare the effect of
respondents’ educational level on Service Quality (SER), Student Satisfaction
(SAT), Student Loyalty (LOY), University Reputation (UR), Word-of-Mouth
(WOM) and Enroliment Intention (EI).

Table 4.12: Results of the Different Level of Educational Level among the six

Constructs
Bachelor | Master | Doctor Differences
between
Constructs | N=131 | N=109 [ N=60 | F-value | P-value
group
(1) (2) (3)

SER 4.7267 4.8174 4.6967 0.301 740 N.S
SAT 4.9542 4.9046 5.0800 0.481 619 N.S
LOY 4.9466 5.0000 5.0125 0.100 .905 N.S
UR 4.8607 4.8028 4.8750 0.103 902 N.S
WOM 4.8763 4.7780 4.8367 0.203 816 N.S
El 4.9179 4.8142 4.9167 0.267 766 N.S

Note: *** p < 0.001, **p<0.01, *p<0.05N.S =
Not Significant
Source: This study
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A one-way ANOVA revealed that there was not a statistically difference
in Service Quality, Student Satisfaction, Student Loyalty, University
Reputation , Word-of-Mouth, and Enrollment Intention between respondents’
educational level with F-value 0.301, 0.481, 0.100, 0.103, 0.203, and 0.267
respectively. And All six constructs checked with ANOVA have p-value larger
than 0.05.

4.4.3 Time to Study

A one-way ANOVA was performed to compare the effect of
respondents’ time to study on Service Quality (SER), Student Satisfaction
(SAT), Student Loyalty (LOY), University Reputation (UR), Word-of-Mouth
(WOM) and Enroliment Intention (EI).

Table 4.13: Results of the Different Level of Time to Study among the six

Constructs
2 years | 4 years | >4 years )
Differences
Constructs [ N=110 | N=161 N =29 F-value | P-value between
group
(1) (2) (3)

SER 4.8173 4.6901 4.8655 0.600 0.549 N.S
SAT 4.8982 4.9764 5.1172 0.472 0.625 N.S
LOY 4.9932 4.9581 5.0431 0.084 0.920 N.S
UR 4.8023 4.8463 4.9741 0.253 0.777 N.S
WOM 4.7673 4.8534 4.9655 0.371 0.690 N.S
El 4.8227 4.8960 5.0086 0.317 0.728 N.S

Note: *** p < 0.001, ** p<0.01, *p<0.05N.S =
Not Significant
Source: This study
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A one-way ANOVA revealed that there was not a statistically difference
in Service Quality, Student Satisfaction, Student Loyalty, University
Reputation , Word-of-Mouth, and Enrollment Intention between respondents’
time to study with F-value 0.600, 0.472, 0.084, 0.253, 0.371, and 0.317
respectively. And All six constructs checked with ANOVA have p-value larger
than 0.05.

4.5 Regression Analysis

Regression Analysis was used in this study to test the relationship and
impact between “Service Quality” and “Student Satisfaction” towards
“Enrollment Intention”. There are 3 steps that are used in this regressions
analysis to measure the results. The first one is the result of F-value to
measure the fitness of the model. Second is the R?to get the explaining ability
for the model. And lastly, the information to get regression coefficient,
whether regression coefficient is significant and whether the coefficient had a
positive or negative influence. Regression analysis results will be presented in
Table 4.15 below.

4.5.1 Correlation among the Six Constructs

The table 4.14 below showed the relationship between each pair of a
factor in the framework. As the results presented, the highest mean score
among the four constructs was 4.9792, belonged to LOY with a standard
deviation equal to 1.12055. On the other hand, the factor, which had the
lowest mean score was SER with 4.7537 of average score and 1.10106 of
standard deviation. As the table showed, each construct in the research model

has a positively significant correlation with the others.
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Table 4.14: Results of Correlation of the Research Constructs (N=300)

Constructs| SER | SAT | LOY | UR |WOM| EI Mean ?)tedv'
SER 1 4.7537 | 1.10106
SAT 890" 1 49613 | 1.11666
LOY 834" | 852" 1 4.9792 | 1.12055

UR 7927 | 7917 | 7907 1 4.8425 | 1.15843
WOM 8227 | 8337 | 8227 | .813" 1 4.8327 | 1.18807
El 8297 | 8347 | 840" | 830" | .882" 1 4.8800 | 1.17606

**_Correlation is significant at the 0.01 level (2-tailed) r =

Sample correlation coefficient

Source: This study
First, when it comes to the relationship between SER with SAT, LOY,

UR, WOM as well as El, the positive relation was set with r = 0.890 for the
first, 0.834 for the second, 0.792 for the third, 0.822 for the fourth, and 0.834
for the last when the p-value was all lower than 0.001 with two stars
significance. Second, SAT also showed the positive correlation with LOY
(r=0.852, p<0.001), UR (r=0.791, p<0.001), WOM (r= 0.833, p<0.001), and
El (r=0.829, p<0.001). Third, LOY was also found to be positively correlated
with UR, WOM and EIl wih (r=0.790, p<0.001), (r=0.822, p<0.001), and
(r=0.840, p<0.001) respectively. Fourth, UR was also found to be positively
correlated with WOM and EI, with (r=0.813, p<0.001) for WOM and
(r=0.830, p<0.001) for EI. Last, WOM was found to be positively correlated
with El with (r=0.882, p<0.001).

The pair with the closest relationship among four constructs belongs to
SER with SAT. The weakest correlation is between LOY and UR.
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4.5.2 The Influence of Student Satisfaction and Student Loyalty, on

Enrollment Intention
Table 4.15 below showed how SAT and LOY affect El of the student in

Vietnam
Dependent Variable
Independent
Variables El LOY
Model 1 Model 2 Model 3
SAT 0.834*** 0.890***
LOY 0.829***

R2 0.696 0.687 0.793
Adj-R? 0.695 0.686 0.792
F-value 681.518 653.374 1140.699
P-value 0.000 0.000 0.000

Note: *** p < 0.001, ** p<0.01, * p< 0.05
B = Standardized coefficient

Source: This study

Model 1 shows that SAT has a significantly positive influence on
El with p = 0.834, p < 0.001. Furthermore, the results show that R =
0.696 and adjust R> = 0.695, it means that 69.5% variance of EIl can be
explained by an independent variable namely SAT. Additionally, F-value=
681.518 (p-value < 0.001) and is significant, meaning that this linear regression
model provides a good fit to the data. The VIF is 1.000 which means we don‘t
need to concern about multicollinearity. Based on the above results, H2 is

supported, Student Satisfaction positively effects on Enrollment Intention.
Model 2 shows that LOY has a significantly positive influence on El with
B =0.829, p < 0.001. Furthermore, the results show that R” = 0.687 and adjust

R? = 0.686, it means that 68.6% variance of El can be explained by an
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independent variable namely LOY. Additionally, F-value = 653.374 (p- value
< 0.001) and is significant, meaning that this linear regression model provides
a good fit to the data. The VIF is 1.000 which means we don‘t need to concern
about multicollinearity. Based on the above results, H6 is supported, Student
Loyalty positively effects on Enrollment Intention.

Model 3 shows that SAT has a significantly positive influence on LOY
with B = 0.890, p < 0.001. Furthermore, the results show that R* = 0.793 and
adjust R? = 0.792, it means that 79.2% variance of LOY can be explained by an
independent variable namely SAT. Additionally, F-value = 1140.699 (p-
value < 0.001) and is significant, meaning that this linear regression model
provides a good fit to the data. The VIF is 1.000 which means we don‘t need to
concern about multicollinearity. Based on the above results, H5 is supported,

Student Satisfaction positively effects on Student Loyalty.

SAT
0.834%*
0.890%% > El
LOY (0.829%*

Figure 4.1: Influence of SAT and LOY on El

Source: This study
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4.6 The Moderating Effect of Word-of-Mouth between

University Reputation and Enrollment Intention

To test the moderating effects of Green Human Resource Management
Practice, the study followed Baron & Kenny’s (1986) procedure for applying
the hierarchical regression test, creating the interaction term after inserting the

main impact from the interacting variables. All of the variables related to the

interaction terms were centered to minimize multicollinearity problems (Aiken
etal., 1991).

Table 4.16 presents the results of a hierarchical regression analysis that
considered the moderating effects of Word-of-Mouth between University
Reputation and Enrollment Intention. Besides, Table 4.16 also showed how
Word-of-Mouth affects Enrollment Intention of the student in Vietnam.

Table 4.16: The Moderating Effects of WOM on the Relationship between

UR and El
Variabl =
ariables
Model 1 Model 2 Model 3 Model 4
Independsrlg variable 0.830%** 0.333%** 0.321%**
Moderating variable o e
WOM 0.882 0.611 0.598
Interactive effect 0.036
URXWOM '
R 0.83 0.882 0.903 0.903
R2 0.689 0.778 0.815 0.816
Adj-R2 0.688 0.777 0.814 0.814
F-value 660.379 1042.549 655.38 437.41
p-value 0.000 0.000 0.000 0.000
D-W 1.729 2.006 1.875 1.862
VIF 1.000 1.000 2.956 1.878-3.196

Note: *** p < 0.001, ** p<0.01, * p< 0.05
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As shown in Model 1, the result discloses that University Reputation (3
= 0.830, p<0.001) is positively and significantly affected to Enrollment
Intention. Therefore, model 1 is supported. Furthermore, the results show that
R? = 0.689 and adjust R* = 0.688, which means that 68.8% variance of
Enrollment Intention can be explained by an independent variable namely
University Reputation. Additionally, F- value = 660.379 (p-value < 0.001) and
is significant, meaning that this linear regression model provides a good fit to
the data. The VIF is 1.000 which means we don‘t need to concern about
multicollinearity. Based on the above results, H4 is supported, University
Reputation positively effects on Enrollment Intention.

Model 2 shows that WOM has a significantly positive influence on
Ei with p = 0.882, p < 0.001. Furthermore, the results show that R* =
0.778 and adjust R® = 0.777, which means that 77.7% variance of Enrollment
Intention can be explained by an independent variable namely Word-of-
Mouth. Additionally, F- value = 1042.549 (p-value < 0.001) and is significant,
meaning that this linear regression model provides a good fit to the data. The
VIF is 1.000 which means we don‘t need to concern about multicollinearity.
Based on the above results, H7 is supported, Word-of-Mouth positively effects
on Enrollment Intention.

Model 3 in table 4.16, the result showed that the independent variable
(UR, B=0.333, p<0.001) is significantly affected to the dependent variable
(EI) and the moderating variable (WOM, =0.611, p>0.05) is not significantly
affected to the dependent variable (EI).

Besides, the result in Model 4 revealed the interaction effect (R*= 0.816,
= 0.036, p>0.05) of UR and WOM is not significant effect to EI. This meant
that Word-of-Mouth is not a moderator in the relationship between University

Reputation and Enrollment Intention. Therefore, H8 is not supported.
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WOM

0.882»**

0.036 0.598

, 0.830***

0321 %**

Figure 4.2: Moderating Effect of WOM on the Relationship of UR and El

Source: This study

4.7 The Mediating Effect of Student Satisfaction between

Service Quality and Enrollment Intention

To test how SAT mediates on the relationship between SER and EI (H9),
this study follow Baron and Kenny‘s (1986) approach. According to Baron
and Kenny‘s (1986), The following requirements must be met, the
independent variable must impact the mediator in the first equation; the
independent variable must affect the dependent variable in the second
equation; and the mediator must affect the dependent variable in the third
equation to demonstrate mediation effect .If all of these requirements hold in
the anticipated direction, the independent variable's influence on the
dependent variable in the third equation must be less than in the second.
Perfect mediation holds if the independent variable has no impact when the

mediator is controlled.

Then, to test if the mediation effects are statistically significant,
researchers may choose one of the various methods as the Test of Joint

Significance, Sobel Test, or Bootstrapped Confidence Intervals.
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Table 4.17:

Mediation Test of SAT between SER and El

SAT El
Constructs
Model 1 Model 2 Model 3 Model 4
SER 0.852*** 0.875*** 0.465***
SAT 0.834*** 0.415***
R2 0.726 0.758 0.696 0.731
Adj-R2 0.725 0.757 0.695 0.730
F-value 788.306 802.762 681.518 404.491
P-value 0.000 0.000 0.000 0.000
D-W 1.989 2.069 2.023 1.684
VIF 1.000 1.000 1.000 4.828

Note: *** p < 0.001, ** p<0.01, * p< 0.05
Source: This study

According to table 4.17, Model 1 tested the relationship between SER
(independent variable) and SAT (mediator variable). The results show that
SER is significant and positively affected to SAT (B = 0.852, p < 0.001).
Next, SER and SAT are the independent variables and El is inputted as a
dependent variable in Model 2 and Model 3 respectively; the results
performed that both of them are significant and positively affected to EI. For
SER, B = 0.875, p < 0.001; for SAT, B = 0.834, p < 0.001. Finally, SER and
SAT regressed with EI (p = 0.465, p < 0.001; B = 0.415, p < 0.001) in Model
4. The results in Model 4 showed that R? = 0.731 and the adjusted R? = 0.730,
meaning that 73.0% of the variance in El can be predicted from SER and
SAT. F-value = 404.491 (p-value < 0.001) is significant, meaning that this
linear regression model provides a good fit to the data. We don‘t need to
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worry about multicollinearity because VIF is 4.828 (lower than 5).

According to the results above, the beta value of SER decreases from
0.875 in Model 2 to 0.465 in Model 4, besides, both SER and SAT have a
significant correlation with EIl. Hence, H9 is supported, SAT generates a

partial mediation effect on the relationship between SER and EI.

SER 0.875%**

0.465%%*
EI
(0.852%**

0.415%%*

SAT 0.834#**

Figure 4.3: Mediating Effect of SAT on the Relationship of SER and El

Source: This study
Table 4.18: The Results of the Regression Analysis of the Indirect Effects of

SER on El
Direct effect and the total effect B SE t p
SER -> EI 0.8910 0.0341 26.1059 0.000
SER -> SAT 0.9030 0.0267 33.7742 0.000
SAT -> El, SER is controlled 0.4372 0.0696 6.2829 0.000
SER -> El, SAT is controlled 0.4961 0.0706 7.0305 0.000
Indirect effect and significance using the normal distribution
Value SE LL95%CI | UL95%CI z p
Sobel 0.3948 0.0639 0.2695 0.5201 6.1743 0.000
Bootstrap results for indirect effects
Value SE LL95%CI | UL95%CI Mean p
Effect 0.3948 0.0675 0.2605 0.5293 0.3939 0.000

Note: *** p < 0.001, ** p<0.01, * p< 0.05
N= 300, Number of Bootstrap Resamples = 1000

LL = Lower Limit, Cl = Confidence Interval; UL = Upper Limit;

B = Unstandardized Coefficient

Source: This study
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According to Preacher and Hayes (2004), the Sobel test and Bootstrapped
Confidence Intervals test were applied in this research to modify the mediating
effect. Firstly, without presence of SAT, SER was significantly regressed on
El with B = 0.8910, Standard Error = 0.0341, t-value = 26.1059 > 1.96 and p-
value = 0.0000. Secondly, SER was significantly regressed on the mediator
SAT as well with B = 0.9030, Standard Error = 0.0267, t-value = 33.7742 >
1.96 and p-value = 0.0000. Thirdly, when SER was controlled, the mediator
SAT was significantly regressed on EI with B = 0.4372, Standard Error =
0.0696, t-value = 6.2829 > 1.96 and p-value = 0.0000. Fourthly, when the
mediator was controlled, SER was significantly regressed on EI with f =
0.4961, Standard Error = 0. 0706, t-value = 7.0305 > 1.96 and p-value =
0.0000. The results showed in the table below also indicated that the Sobel test
Is significant with the z-value = 6.1743 (higher than 1.96, meaning that p <
0.05), on the other hand, the value of the mediating effect is 0.3948. Besides,
Bootstrap confidence intervals (Cls) were determined to verify the results of
the Sobel test; the results of bootstrapping also presented the same value of
mediating effect with Cls are within LL95% and UL95% (not including 0)
and significant. Those provide evidence to prove that there is a partial
mediating effect of SAT on the relationship between SER and EI. Therefore,

H9 received confirmation.
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4.8 The Mediating Effect of Student Loyalty between Student

Satisfaction and Enrollment Intention

To test how SAT mediates on the relationship between SER and EI (H9),
this study follow Baron and Kenny‘s (1986) approach. According to Baron
and Kenny‘s (1986), The following requirements must be met, the
independent variable must impact the mediator in the first equation; the
independent variable must affect the dependent variable in the second
equation; and the mediator must affect the dependent variable in the third
equation to demonstrate mediation effect .If all of these requirements hold in
the anticipated direction, the independent variable's influence on the
dependent variable in the third equation must be less than in the second.
Perfect mediation holds if the independent variable has no impact when the

mediator is controlled.

Then, to test if the mediation effects are statistically significant,
researchers may choose one of the various methods as the Test of Joint
Significance, Sobel Test, or Bootstrapped Confidence Intervals.

Table 4.19: Mediation Test of LOY between SAT and El

LOY El
Constructs
Model 1 Model 2 Model 3 Model 4
SAT 0.890*** 0.834*** 0.414***
LOY 0.829*** 0.487***
R2 0.793 0.696 0.687 0.752
Adj-R2 0.792 0.695 0.686 0.750
F-value 1140.699 681.518 653.374 449.893
P-value 0.000 0.000 0.000 0.000
D-W 1.707 2.023 2.027 1.665
VIF 1.000 1.000 1.000 3.645

Note: *** p < 0.001, ** p<0.01, * p< 0.05
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Source: This study

According to table 4.19, Model 1 tested the relationship between SAT
(independent variable) and LOY (mediator variable). The results show that
SAT is significant and positively affected to LOY (f = 0.890, p < 0.001).
Next, SAT and LOY are the independent variables and El is inputted as a
dependent variable in Model 2 and Model 3 respectively; the results
performed that both of them are significant and positively affected to EI. For
SAT, B = 0.834, p < 0.001; for LOY, B = 0.829, p < 0.001. Finally, SAT and
LOY regressed with EI (B = 0.414, p < 0.001; B = 0.487, p < 0.001) in Model
4. The results in Model 4 showed that R? = 0.752 and the adjusted R? = 0.750,
meaning that 75.0% of the variance in El can be predicted from SAT and
LOY. F-value = 449.893 (p-value < 0.001) is significant, meaning that this
linear regression model provides a good fit to the data. We don‘t need to

worry about multicollinearity because VIF is 3.645 (lower than 5).

According to the results above, the beta value of SAT decreases from
0.834 in Model 2 to 0.414 in Model 4, besides, both SAT and LOY have a
significant correlation with EIl. Hence, H10 is supported, LOY generates a

partial mediation effect on the relationship between SAT and El.

SAT
0.834%%*
0.4 14%>*
0.890%* El
0.487%*%*
LOY 0.829%*

Figure 4.4: Mediating Effect of LOY on the Relationship of SAT and El

Source: This study
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Table 4.20: The Results of the Regression Analysis of the Indirect Effects of

SAT on EI (Mediator LOY)

Direct effect and the total effect B SE t p
SAT -> El 0.8728 0.0341 25.5612 0.000
SAT -> LOY 0.8548 0.0304 28.0768 0.000
LOY -> ElI, SAT is controlled 0.5111 0.0579 8.8244 0.000
SAT -> El, LOY is controlled 0.4359 0.0581 7.4985 0.000
Indirect effect and significance using the normal distribution
Value SE LL95%CI | UL95%CI z P
Sobel 0.4369 0.0519 0.3352 0.5387 8.4136 0.000
Bootstrap results for indirect effects
Value SE LL95%CI | UL95%CI Mean P
Effect 0.4369 0.0727 0.3053 0.5909 0.4386 0.000

Note: *** p < 0.001, ** p<0.01, * p< 0.05
N= 300, Number of Bootstrap Resamples = 1000

LL = Lower Limit, Cl = Confidence Interval; UL = Upper Limit;

B = Unstandardized Coefficient

Source: This study

According to Preacher and Hayes (2004), the Sobel test and Bootstrapped

Confidence Intervals test were applied in this research to modify the mediating

effect. Firstly, without presence of LOY, SAT was significantly regressed on
El with § = 0.8728, Standard Error = 0.0341, t-value = 25.5612 > 1.96 and p-
value = 0.0000. Secondly, SAT was significantly regressed on the mediator
LOY as well with B = 0.8548, Standard Error = 0.0304, t-value = 28.0768 >
1.96 and p-value = 0.0000. Thirdly, when SAT was controlled, the mediator

LOY was significantly regressed on EI with B = 0.5111, Standard Error =
0.0579, t-value = 8.8244 > 1.96 and p-value = 0.0000. Fourthly, when the

mediator was controlled, SAT was significantly regressed on EI with 3
0.4359, Standard Error = 0. 0581, t-value = 7.4985 > 1.96 and p-value
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0.0000. The results showed in the table below also indicated that the Sobel test
is significant with the z-value = 8.4136 (higher than 1.96, meaning that p <
0.05), on the other hand, the value of the mediating effect is 0.4369. Besides,
Bootstrap confidence intervals (CIs) were determined to verify the results of
the Sobel test; the results of bootstrapping also presented the same value of
mediating effect with Cls are within LL95% and UL95% (not including 0)
and significant. Those provide evidence to prove that there is a partial
mediating effect of LOY on the relationship between SAT and EI. Therefore,

H10 received confirmation.
4.9 The Mediating Effect of University Reputation between

Student Satisfaction and Enrollment Intention

To test how SAT mediates on the relationship between SER and EI (H9),
this study follow Baron and Kenny‘s (1986) approach. According to Baron
and Kenny‘s (1986), The following requirements must be met, the
independent variable must impact the mediator in the first equation; the
independent variable must affect the dependent variable in the second
equation; and the mediator must affect the dependent variable in the third
equation to demonstrate mediation effect .If all of these requirements hold in
the anticipated direction, the independent variable's influence on the
dependent variable in the third equation must be less than in the second.
Perfect mediation holds if the independent variable has no impact when the

mediator is controlled.

Then, to test if the mediation effects are statistically significant,
researchers may choose one of the various methods as the Test of Joint

Significance, Sobel Test, or Bootstrapped Confidence Intervals.
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Table 4.21: Mediation Test of UR between SAT and El

UR El
Constructs
Model 1 Model 2 Model 3 Model 4
SAT 0.791*** 0.834*** 0.460***
UR 0.830*** | 0.466***
R2 0.626 0.696 0.689 0.768
Adj-R2 0.625 0.695 0.688 0.767
F-value 498.389 681.518 653.374 492.023
P-value 0.000 0.000 0.000 0.000
D-W 1.232 2.023 1.502 1.770
VIF 1.000 1.000 1.000 2.672

Note: *** p < 0.001, ** p<0.01, * p< 0.05
Source: This study

According to table 4.21, Model 1 tested the relationship between SAT
(independent variable) and UR (mediator variable). The results show that
SAT is significant and positively affected to UR (B =0.791, p < 0.001). Next,
SAT and UR are the independent variables and EI is inputted as a dependent
variable in Model 2 and Model 3 respectively; the results performed that both
of them are significant and positively affected to EI. For SAT, f = 0.834, p <
0.001; for UR, p = 0.830, p < 0.001. Finally, SAT and UR regressed with EI
(B = 0.460, p <0.001; B = 0.466, p < 0.001) in Model 4. The results in Model
4 showed that R? = 0.768 and the adjusted R* = 0.767, meaning that 76.7% of
the variance in EI can be predicted from SAT and UR. F-value = 492.023 (p-
value < 0.001) is significant, meaning that this linear regression model
provides a good fit to the data. We don‘t need to worry about multicollinearity
because VIF is 2.672 (lower than 5).
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According to the results above, the beta value of SAT decreases from
0.834 in Model 2 to 0.460 in Model 4, besides, both SAT and UR have a
significant correlation with EI. Hence, H11 is supported, UR generates a

partial mediation effect on the relationship between SAT and El.

SAT
(.83 4%
0.460%**
0,797 % El
0.466%*
0.830%**
UR

Figure 4.5: Mediating Effect of UR on the Relationship of SAT and El

Source: This study

Table 4.22: The Results of the Regression Analysis of the Indirect Effects of
SAT on El (Mediator UR)

Direct effect and the total effect B SE t p
SAT -> El 0.8728 0.0341 25.5612 0.000
SAT -> UR 0.8207 0.0368 22.3246 0.000
UR -> El, SAT is controlled 0.4735 0.0464 10.2109 0.000
SAT -> El, UR is controlled 0.4842 0.0481 10.0663 0.000
Indirect effect and significance using the normal distribution
Value SE LL95%CI | UL95%CI z P
Sobel 0.3886 0.0419 0.3065 0.4707 9.278 0.000
Bootstrap results for indirect effects
Value SE LL95%CI | UL95%CI Mean P
Effect 0.3886 0.0551 0.2776 0.493 0.3851 0.000

Note: *** p < 0.001, ** p<0.01, * p< 0.05
N= 300, Number of Bootstrap Resamples = 1000
LL = Lower Limit, Cl = Confidence Interval; UL = Upper Limit;
B = Unstandardized Coefficient
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According to Preacher and Hayes (2004), the Sobel test and Bootstrapped
Confidence Intervals test were applied in this research to modify the mediating
effect. Firstly, without presence of UR, SAT was significantly regressed on El
with B = 0.8728, Standard Error = 0.0341, t-value = 25.5612 > 1.96 and p-
value = 0.0000. Secondly, SAT was significantly regressed on the mediator
UR as well with B = 0.8207, Standard Error = 0.0368, t-value = 22.3246 >
1.96 and p-value = 0.0000. Thirdly, when SAT was controlled, the mediator
UR was significantly regressed on EI with B = 0.4735, Standard Error =
0.0464, t-value = 10.2109 > 1.96 and p-value = 0.0000. Fourthly, when the
mediator was controlled, SAT was significantly regressed on EI with f =
0.4842, Standard Error = 0. 0481, t-value = 10.0663 > 1.96 and p-value =
0.0000. The results showed in the table below also indicated that the Sobel test
Is significant with the z-value = 9.2780 (higher than 1.96, meaning that p <
0.05), on the other hand, the value of the mediating effect is 0.3886. Besides,
Bootstrap confidence intervals (CIs) were determined to verify the results of
the Sobel test; the results of bootstrapping also presented the same value of
mediating effect with Cls are within LL95% and UL95% (not including 0)
and significant. Those provide evidence to prove that there is a partial
mediating effect of UR on the relationship between SAT and EIl. Therefore,

H11 received confirmation.
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CHAPTER FIVE
CONCLUSIONS AND SUGGESTIONS

In this final chapter, the summary of the research would be shown with
the following primary part: (1) Concluding the findings of the research, (2)
Giving discussion with previous studies, theoretical and practical contribution
of research, and (3) Identifying research limitation and give several suggestions

for future research.

5.1 Research Conclusion
As mentioned in chapter 1, the purposes of this study are (i) to investigate

the relationship between service quality and student satisfaction (ii) examine
the relationship between student satisfaction and enrollment intention, (iii) to
check the effect the relationship between student satisfaction and university
reputation, (iv) to examine the relationship between university reputation and
enrollment intention, (v) to analyze the effect of student satisfaction on
student loyalty, (vi) To investigate the relationship between student loyalty
and enrollment intention, (vii) to examine the relationship between word-of-
mouth (WOM) and enrollment intention, (viii) To examine the moderating
role word-of-mouth (WOM) on university reputation toward enrollment
intention, (ix) to examine whether Student Satisfaction is mediator in the
relationship between Service Quality and Enrollment Intention, (x) to
examine whether Student Loyalty is mediator in the relationship between
Student Satisfaction and Enrollment Intention, (xi) to examine whether
University Reputation is mediator in the relationship between Student

Satisfaction and Enrollment Intention.

Through reviewing the previous literature and researches, chapter 2 of this
research established a foundation to distribute eleven hypotheses which were
shown, tested and brought a couple of results in chapters 3 and 4. Following
the findings from the previous chapter, the conclusion shown in the below table
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Table 5.1: Result of the Tested Hypotheses

Hypotheses Results
H1 Service quality positively effects on Student satisfaction Supported
H2 Student satisfaction p(_)smvgly effects on Enrollment Supported
intention
H3 Student satisfaction p03|t|ve_ly effects on University Supported
reputation
H4 University reputation p_05|t|v_ely effects on Enrollment Supported
intention
H5 Student satisfaction positively effects on Student loyalty Supported
H6 Student loyalty positively effects on Enrollment intention Supported
H7 Word-of-mouth pOS!tIVGh{ effects on Enrollment Supported
intention
Word-of-mouth as a significant moderating effect on the
H8 relationship between University reputation and Not Supported
Enrollment intention
Student Satisfaction as a significant mediating effect on
H9 the relationship between Service Quality and Enroliment Supported
Intention
Student Loyalty as a significant mediating effect on the
H10 relationship between Student Satisfaction and Enrollment Supported
Intention
University Reputation as a significant mediating effect on
H1l the relationship between Student Satisfaction and Supported
Enrollment Intention
H12 Service quality positively effects on Enroliment Intention Supported

Source: This study

According to the results, some conclusions have been drawn in the study.

First of all, this research indicates that Service Quality positively effects on

Student Satisfaction, which followed the previous studies of Gruber et al.,
2010 & Farrell et al., (2001), Carrillat et al., 2007 & Zeithaml, et al., (2008),
Oliver (1989), Kitapci & Taylan, (2009), Marzo Navarro, Pedraja Iglesias, &
Rivera Torres, (2005). Specifically, the study shows that students prefer to

study in universities, institutions with good Service Quality.
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The second conclusion showed that Student Satisfaction positively
effects on Enrollment Intention, which are the same idea as the study results
of Boulding et al. (1993), Ravindran & Kalplan, (2012) , Osman & Saputra,
(2019), Helgesen & Nesse, 2007; Thomas, (2011). That means Student
Satisfaction is an important construct with Enrollment Intention. To the extent
that students have satisfaction with the university, are willing to enroll the
university, and accept the university goals and values, they will direct their
intention in ways that they perceive will accomplish things that are valued by
the university. Students with a strong satisfaction with the university will
engage in Enrollment Intention more than those with a weak satisfaction to
the organization.

Third, following the studies of Andreassen & Lindestad, (1998), Thomas
(2011), Caruana et al., (2004), Gul's (2014), Student Satisfaction is one more
time is affirmed to have an active impact on University Reputation through
this research. Moreover, the results showed that Student Satisfaction has
positive impact on Student Loyalty, students with a high level of satisfaction
are likely to stay loyal to their university. Follow by LeBlanc and Nguyen,
(2001), Jiewanto et al., (2012), Helgesen and Nesset, (2007), and Jiewanto et
al. (2012) and Kheiry (2012), University Reputation is a significant
component affecting student loyalty, and a positive reputation can inspire
return students, student's future enrollment intention is highly influenced by
University Reputation.

Fourth, The study proposed a hypothesis that investigates the mediation
effect of Student Satisfaction on the relationship between Service Quality and
Enrollment Intention, the mediation effect of Student Loyalty on the
relationship between Student Satisfaction and Enrollment Intention, the
mediation effect of University Reputation on the relationship between Student

Satisfaction and Enrollment Intention and found that they are supported.
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Although this study wants to contribute new results that Word-of-Mouth
has a significant moderating effect on the relationship between University
Reputation and Enrollment Intention. However in this study, following the
results revealed that Word-of-Mouth has no significant moderating effect on
University Reputation and Enrollment Intention.

5.2 Research Limitation and Future Research Suggestion

The study has certain disadvantages that should be addressed in future
research. Due to some difficulties and the period of time that the survey was
conducted, the way to choose a sample for this study is based on convenience,
thus the results somewhat cannot be representative of the whole students in
Vietnam. Nevertheless, the data collected from multiple sources through the
perceptions, the participant's responses may not represent what happened.

Because this study was based on data from Vietnamese education
institution, its findings may be restricted in their applicability to other
industries and circumstances. As a result, this study should be reproduced in
various sorts of organizations, such as businesses, hospitals, restaurants, and
hotels.

Future studies should investigate into other mediators and moderators for
Enroliment Intention. Further study should be done with a larger size and

specific sample in order to increase the representation of everyone.

77



REFERENCES

1.

Ajzen, 1991. The theory of planned behavior._Organizational Behavior

and Human Decision Processes, Vol. 25, No. 5, pp. 904-911.

A Parsu Parasuraman, Valarie A Zeithaml and Leonard L Berry (1988).

SERVQUAL: A multiple- Item Scale for measuring consumer

perceptions of service quality. Journal of Retailing, Vol. 18, No. 2, pp.
83-96.

A Parsu Parasuraman, Valarie A. Zeithaml and Leonard L Berry (1985).
A Conceptual Model of Service Quality and its Implication for Future
Research (SERVQUAL). Journal of Marketing, VVol. 63, No. 1, pp. 1-18.
A. Prakash and R. P. Mohanty (2008). Understanding service quality.
Production Planning and Control, Vol. 42, No. 1, pp. 232-247.

Abu Osman and Ruswiati Surya Saputra (2019). A pragmatic model of

student satisfaction: a viewpoint of private higher education. Quality
Assurance in Education, Vol. 46, No. 21, pp. 29-53.

Adee Athyiaman (1997). Linking student satisfaction and service quality

perceptions: the case of university education. European Journal of

Marketing, VVol. 50, No. 2, pp. 179-211.

Akbaba and Kilinc (2001). Servqual practices in service quality and
tourism management. Journal of Marketing, Vol. 50, No. 2, pp. 179-211.
Aliosha Alexandrov, Bryan Lily and Emin Babakus (2013). The effects

of social- and self-motives on the intentions to share positive and
negative word of mouth. Journal of the Academic of Marketing Science,
Vol. 11, No. 1, pp. 1-33.

Ana Arboleda and Julio Cesar Alonso (2017). Students’ Emotional

Experience at the University: An Alternative Approach to Understanding
Students as Consumers. Services Marketing Quarterly, Vol. 18, No. 1,
pp. 11-24.

78



10.

11.

12.

13.

14,

15.

16.

17.

Andrew Mark Farrell, Anne L. Souchon and Geoffrey Reginald Durden
(2001). Service Encounter Conceptualisation: Employees' Service
Behaviours and Customers' Service Quality Perceptions. Journal of
Marketing Management, Vol. 51, No. 6, pp. 1173.

Anna S. Mattila and Heejung Ro (2008). Discrete Negative Emotions

and Customer Dissatisfaction Responses in a Casual Restaurant Setting.
Journal of Hospitality and Tourism Research, Vol. 26, No. 6, pp. 113-
132.

Annamdevula Subrahmanyam, (2017). Relationship between service

quality, satisfaction, motivation and loyalty: A multi-dimensional
perspective. Quality Assurance in Education, Vol. 34, No. 2, pp. 156-
175.

Celso Augusto De Matos and Carlo Alberto Vargas Rossi (2008). Word-

of-mouth communications in marketing: a meta-analytic review of the

antecedents and moderators. Journal of the Academic of Marketing
Science, Vol. 106, pp. 55-67.

Charles Fombrun and Mark Shanley (1990). What's in a Name?
Reputation Building and Corporate Strategy. The Acadamic of
Management Journal, VVol. 109, No. 4, pp. 431-445.

Chin-Lung Hsu, Judy Chuan-Chuan and Hsiu-Sen Chiang (2013). The

effects of blogger recommendations on customers’ online shopping
intentions. Journal of Marketing Management, VVol. 149, No. 2, pp. 395-
400.

Christian Gronroos (2001). The perceived service quality concept — a

mistake? Journal of Service Theory and Practice, Vol. 25, No. 5, pp.
440- 462.

E.F. Mathis (2013). The Effects of Co-Creation and Satisfaction on
Subjective Well-Being. Journal of Hospitality and Tourism Research,
Vol. 44, No. 2, pp. 129-136.

79



18.

19.

20.

21,

22,

23.

24.

25,

Erik Nesset and Oyvind Helgesen (2009). Modelling and Managing
Student Loyalty: A Study of a Norwegian University College. Journal of
Educational Research, Vol. 18, No. 10, pp. 112-119.

Eugene W. Anderson and Mary W. Sullivan (1993). The Antecedents and
Consequences of Customer Satisfaction for Firms. Journal of Marketing
Science, Vol. 40, No. 3, pp. 323-352.

Eugene W. Anderson, Claes Fornell and Donald R. Lehmann (1994).

Customer Satisfaction, Market Share, and Profitability: Findings from

Sweden. Journal of Marketing Science, Vol. 27, No. 1, pp. 9-21.
Felix T Mavondo, Manir Zaman and Binta Abubakar (2000). Student

Satisfaction with Tertiary Institution and Recommending it to

Prospective Students. Journal of Marketing Management, VVol. 59, No. 3,
pp. 501-528.

Francois A. Carrillat, Fernando Jaramillo and Jay P. Mulki (2007). The
validity of the SERVQUAL and SERVPERF scales: A meta-analytic

view of 17 years of research across five continents. International Journal

of Service Industry Management, Vol. 17, No. 6, pp. 411.
Gabriel Ribes and Agustin Peralt Rillo (2016). Structural equation

modeling of co-creation and its influence on the student’s satisfaction
and loyalty towards university. Journal of Computational and Applied
Mathematics, VVol. 37, No. 1, pp. 39-67.

Gabriel Ribes Giner and Agustin Peralt Rillo (2014). Structural

equation modeling of co-creation and its influence on the student's

satisfaction and loyalty towards university. Journal of Computational and
Applied Mathematics, VVol. 92, No. 3, pp. 463-478.
Gaston LeBlanc and Nha Nguyen (2001). Corporate image and corporate

reputation in customers’ retention decisions in services. Journal of

Retailing and Consumer Services, Vol. 3, No. 1, pp. 39-52.

80



26.

217,

28.

29.

30.

31.

32,

33.

34,

Geoffrey Mclnerney, Dennis M Mclnerney and Herbert W Marsh (2005).
Exploring sex differences in science enrolment intentions: An

application of the General Model of Academic Choice. The Australian

Educational Researcher, Vol. 15, pp. 1-13.

Gregory A DeBourgh (2003). Predictors of student satisfaction in
distance-delivered graduate nursing courses: what matters most? Journal
of Professional Nursing, Vol. 48, No. 2, pp. 243-256.

Hanna-Mari and Janne Tienari (2011). Becoming “world-class”?

Reputation-building in a university merger. Critical Perspectives on
International Business, Vol. 39, No. 6, pp. 137-165.
Hayford Amegbe, Charles Hanu, Faroug Mensah (2019). Achieving

service quality and students loyalty through intimacy and trust of
employees of universities: A test case of Kenyan universities.
International Journal of Education Management, VVol. 25, No. 12, pp. 139-
162

Helena Alves and Mario Raposo (2007). Conceptual Model of Student

Satisfaction in Higher Education. Total Quality Management and
Business Excelent, VVol. 56, No. 4, pp. 613-627.

Helena Alves and Mario Raposo (2009). The measurement of the

construct satisfaction in higher education. Service Industries Journal,
Vol. 56, No. 3, pp. 425-442.

Helena Alves and Mario Raposo (2010). The influence of university

image on student behavior. International Journal of Education
Management, VVol. 125, No. 4, pp. 563-580.
Hollis Landrum and V.R. Prybutok (1998). A service quality and success

model for the information service industry. European Journal of

Operational Research, Vol. 44, pp. 1-26.

Hsin-Hui (Sunny) Hu, Jay Kandampully and Thanika Devi Juwaheer
(2009). Relationships and impacts of service quality, perceived value,

81



35.

36.

37.

38.

39.

40.

41.

42.

customer satisfaction, and image: an empirical study. Service Industries
Journal, Vol. 14, No. 4, pp. 634-656.

Ingrid Snijders, Lisette Wijnia, Remy M .J .P. Rikers and Sophie
M.M.Loyens (2019). Building bridges in higher education: Student-

faculty relationship quality, student engagement, and student loyalty.
International Journal of Education Management, VVol. 24, No. 2, pp. 165-
202.

Izah Mohd Tahir, Nor Mazlina Abu Bakar, and Wan zulqurnain wan

Ismail (2010). Importance Performance Analysis of Service Quality
among Business Students: An Exploratory Study. Service Industries
Journal, Vol. 39, No. 3, pp. 254-303.

J.Joseph Cronin and Jr. Steven A. Taylor (1992). Measuring Service

Quality: A Reexamination and Extension. Journal of Marketing, Vol. 26,
pp. 31-47.
Jens Jungblut, Martina Vukasovi (2015). Student perspectives on quality

in higher education. European Journal of Education, Vol. 22, No. 4, pp.
323- 339.
Jonah Berger and Eric M. Schwartz (2011). What Drives Immediate and
Ongoing Word of Mouth? Journal of Marketing Research, Vol. 32, No.
10, pp. 154-189

Jose Rojas-Mendez, Autoro Z. VVasquez-Parraga, Ali Kara and
Arcadio Cerda-Urrutia (2009). Determinants of Student Loyalty in

Higher Education: A Tested Relationship Approach in Latin America.

International Journal of Education Management, VVol. 42, pp. 87-89

Juan Alejandro Gallegos and Arturo Vasquez (2019). Explaining
university student loyalty: theory, method, and empirical research in
Chile. Journal of Education, Vol. 25, No. 5, pp. 631-652.

Keeling, Richard P, Underhile, Ric, Wall, and Andrew F (2007).
Horizontal and Vertical Structures: The Dynamics of Organization in

82



43.

44,

45.

46.

47.

48.

49.

50.

o1.

Higher Education. Journal of Education, Vol. 16, No. 1, pp. 51-58.
Kevin Elliot and Margaret A. Healy (2001). CONTENTS Key Factors

Influencing Student Satisfaction Related to Recruitment and Retention 1.

Journal of Marketing for Higher Education, No. 3, pp. 59-70.
Kotler, P., & Fox, K. F. A. (1995). Strategic Marketing for Educational

Institutions. Business and Economics, pp. 163-197.

Kumudini Sriyalatha Mallika Appuhamilage and Hiroshi Torii (2019).
The impact of loyalty on the student satisfaction in higher education: A

structural equation modeling analysis. Journal of Higher Education

Evaluation and Development, Vol. 44, pp. 1-26.

L.K. Keong, Rohaizat Baharun and Nabsiah Abdul Wahid (2018).
Provide Good Service Quality to Satisfy Students' Needs and Make
Them Become Loyal Students. Branding and Service Quality, Vol. 4,
No. 5, pp. 397-416.

Lele Aak, Alan Brokaw and Mait Miljan (2004). Implementing Brand
Valuation in Marketing Management: Estonian Food Industry Cases.
Journal of Marketing Research , Vol. 29, No.11, pp. 287-290.

Mai Thi Ngoc Dao and Anthony Thorpe (2015). What factors influence
Vietnamese students’ choice of university? International Journal of
Education Management, Vol. 26, No. 7, pp. 118-123

Maimunah Sapri, Ammar Kaka and Edward Finch (2009). Factors That
Influence Student’s Level of Satisfaction With Regards To Higher

Educational Facilities Services. Journal of Real Estate, VVol. 27, No. 8,
pp. 117-126

Marcelo Gattermann Perin, Claudio Hoffmann Sampaio, Claudia

Simes, and Rosiane Polvora de Pdélvora (2012). Modeling
antecedents of student loyalty in higher education. Journal of Marketing
for Higher Education, Vol. 1, pp. 244-252.

Mark Cordano , Stephanie Welcomer, Robert Scherer, Lorena Pradenas

83



52,

53.

4.

55.

56.

57,

and Victor Parada (2010). Understanding Cultural Differences in the
Antecedents of Pro-Environmental Behavior: A Comparative Analysis of
Business Students in the United States and Chile. Journal of
Environmental Education, Vol. 35, pp. 671-684.

Mercedes Marzo Navarro, Marta Pedraja Iglesias and Pilar Rivera Torres

(2005). A new management element for universities: satisfaction with
the offered courses. International Journal of Education Management, pp.
113-130.

Metin Kozak Bigne, Enrique Bigne and Luisa Andreu (2005).

Satisfaction and Destination Loyalty: A Comparison Between Non-
Repeat and Repeat Tourists. Journal of Quality Assurance in Hospitality
and Tourism, Vol. 43, No. 1, pp. 1-18.

Minjung Sung and Sung-uh Yang (2009). Student—university

relationships and reputation: a study of the links between key factors
fostering students’ supportive behavioral intentions towards their

university. The International Journal of Higher Education and

Educational Planning, pp. 1-26.

Montserrat Diaz-Mendez (2012). Value Co-creation and University
Teaching Quality: Consequence for the European Higher Education

Area. Journal of Service Management, VVol. 1, No. 1, pp. 61-89.

Muhammad Ehsan Malik, Nawab Samina, Basharat Naeem and Rizwan
Qaiser Danish (2010). Job Satisfaction and Organizational Commitment

of University Teachers in Public Sector of Pakistan. International Journal

of Business and Management
Muhammad Kashif and Pimpa Cheewakrakokbit (2018). Perceived
service quality-loyalty path: A PAKSERV based investigation of

international students enrolled in business schools in Thailand. Journal
of Marketing for Higher Education, VVol. 97, No. 6, pp. 116

84



58.

59.

60.

61.

62.

63.

64.

65.

66.

Olgun Kitapci and Ibrahim Taylan Dortyol (2009). The differences in
customer complaint behaviour between loyal customers and first comers
in the retail banking industry: The case of Turkish customers. Journal of
Management Research, VVol. 3, No. 2, pp. 56-63.

Oliver, R.L. (1997). Satisfaction: A Behavioral Perspective on the

Consumer. The McGraw-Hill Companies, Inc., New York, pp. 37-60.
Oyvind Helgesen (2008). Marketing for Higher Education: A
Relationship Marketing Approach. Journal of Marketing for Higher
Education, Vol. 28, No. 1, pp. 103-125.

Oyvind Helgesen and Erik Nesset (2007). Images, Satisfaction and

Antecedents: Drivers of Student Loyalty? A Case Study of a Norwegian
University College. Corporate Reputation Review, Vol. 14, No. 1, pp.
137-149.

Parves Sultan and Ho Yin Wong, (2010). Service quality in higher

education — a review and research agenda, Vol. 29, No. 2, pp. 22-30.
Paulo O. Duarte, Mario B. Raposo and Helena B.Alves (2012). Using a
Satisfaction Index to Compare Students’ Satisfaction During and After
Higher Education Service Consumption. Journal of Education and
Management, VVol. 38, No. 4, pp. 462-483.

Pete Stevens, Bonnie Knutson, and Mark Patton (1995). Dineserv: A

Tool for Measuring Service Quality in Restaurants. Journal of Business
and Management, VVol. 51, No. 6, pp. 873-904.
Rahul Chawdhary and Francesca Dall'Olmo Riley (2015). Investigating

the consequences of word of mouth from a WOM sender’s perspective in
the services context. Journal of Marketing Management, Vol. 36, No. 4,
pp. 717-731.

Ravi Parameswaran and Aleksandra Glowacka (1995). University Image:

An Information Processing Perspective. Journal of Marketing for Higher
Education, Vol. 35, No. 3, pp. 769-803.

85



67.

68.

69

70.

71.

72,

73.

74,

75.

Richard A. Spreng and Robert D. Mckoy (1996). An Empirical
Examination of a Model of Perceived Service Quality and Satisfaction.
Journal of Operational Research, VVol. 15, No. 1, pp. 1-14.

Robert M. Brown and Timothy William Mazzarol (2009). The

importance of institutional image to student satisfaction and loyalty

within higher education. Journal of Education and Management, VVol. 17,
No. 3, pp. 353-373.

. Rodney Arambewela and John Hall (2008). A comparative analysis of

international education satisfaction using SERVQUAL. Journal of
Education and Management, Vol. 11, No. 1, pp. 15-24.
Roger Bennett, Wendy Mousley, and Rehnuma Ali -Choudhury (2008).

Usefulness of introductory higher education orientation units in the

context of increasing student diversity, VVol. 43, No. 4, pp. 681-697.
Roger Hallowell (1996). The relationships of customer satisfaction,
customer loyalty, and profitability: an empirical study. International

Journal of Service Industry Management

Roshana Gul (2014). The Relationship between Reputation, Customer
Satisfaction, Trust, and Loyalty. Journal of Public Administration and
Governance, Vol. 78, pp. 774-780.

Ruth N. Bolton and James H. Drew (1991). A Multistage Model of
Customers' Assessments of Service Quality and Value. Journal of
Consumer Research, Vol. 97, pp. 99-101.

Selnes and Fred (1993). An Examination of the Effect of Product

Performance on Brand Reputation, Satisfaction and Loyalty. Journal of

Marketing, VVol. 92, No. 3, pp. 434-459.

Sergio W. Carvalho and Marcio de Oliveira Mota (2010). The role of
trust in creating value and student loyalty in relational exchanges
between higher education institutions and their students. Journal of
Marketing for Higher Education, Vol. 19, pp. 154-166.

86



76.

77,

78.

79.

80

81.

82

83.

Shanaz Nayebzadeh, Maryam Jalaly, and Hamideh Mirabdolahi Shamsi
(2013). The Relationship between Customer Satisfaction and Loyalty

with the Bank Performance in IRAN. Journal of Academic Research in

Business and Social Science, pp. 1-14.

Sridhar Manohar (2018). Mediation effect of service quality between
service innovation and customer word-of-mouth in Indian higher
education system. Journal of Business Excellence, Vol. 62, No. 9, pp.
31-32.

Subrahmanyam Annamdevula and Raja Shekhar Bellamkonda (2016).

The effects of service quality on student loyalty: the mediating role of
student satisfaction. Journal of Modeling in Management, Vol. 40, No. 3,
pp. 658-673.

Sue Westcott Alessandri, Sung-Un Yang and Dennis F Kinsey (2006).

An Integrative Approach to University Visual Identity and Reputation.
Corporate Reputation Review, Vol. 89, No. 2, pp. 189.

. Susita Asree, Mohamed Zain and Rizal Razalli (2010). Influence of

leadership competency and organizational culture on responsiveness and
performance of firms. Journal of Hospitality Management, Vol. 39, No.
6, pp. 731-753

Terence A. Oliva, Richard L. Oliver and lan C. MacMillan (1992). A
Catastrophe Model for Developing Service Satisfaction Strategies.
Journal of Marketing, \VVol. 48, pp. 399-413

. Thorsten Gruber, Stefan Fub, Roediger VVoss and Michaela Glaser-Zikuda

(2010). Examining student satisfaction with higher education services:
Using a new measurement tool. Journal of Public Sector Management,
Vol. 30, No. 3, pp. 305-314.

Timothy Teo and Chwee Beng Lee (2010). Examining the efficacy of

the Theory of Planned Behavior (TPB) to understand pre-service
teachers’ intention to use technology, 99, 427-446

87



84.

85

86.

87

88.

89

Tor Wallin Andreassen and Bodil Lindestad (1998). Customer loyalty
and complex services: The impact of corporate image on quality,
customer satisfaction and loyalty for customers with varying degrees of
service expertise. Journal of Services Industry Management, Vol. 55, pp
41-55.

. Ugar Yavas and Donald J. Shemwell (1996). Graphical Representation of

University Image: A Correspondence AnalysisJournal of Marketing for
Higher Education. Journal of Marketing for Higher Education, pp. 33-48.
Valarie A. Zeithaml (2000). Service Quality, Profitability, and the
Economic Worth of Customers: What We Know and What We Need to

Learn. Journal of Academic Research in Business and Social Science,
Vol. 4, pp.453-478.
. William Boulding, Ajay Kalra, Richard Staelin (1993). A Dynamic

Process Model of Service Quality: From Expectations to Behavioral

Intentions. Journal of Marketing Research, pp 43-78.

Woo Gon Kim and Yun Ji Moon (2009). Customers’ cognitive,
emotional, and actionable response to the servicescape: A test of the

moderating effect of the restaurant type. International Journal of

Hospitality Management, 3(1), 1-8.

. Yanghua Liu and Soo Cheong (Shawn) Jang (2009). Perceptions of
Chinese restaurants in the U.S.: What affects customer satisfaction and
behavioral intentions? Journal of Retailing and Consumer Service,
26(3), 267-2717.

88



APPENDIX
Survey questionnaire in English
The Effect of Service quality and student satisfaction on student enroliment
intention, word-of-mouth as a moderator variable: Study on higher

education students in universities of North Viet Nam

Nanhua University

QUESTIONNAIRE

Dear Sir/Madam,

My name is Nguyen Duc Trung, ’'m a student who is studying Business
Administration at Nanhua University, Taiwan. I am researching “The Effect
of Service quality and student satisfaction on student enrollment intention,
word-of-mouth as a moderator variable: Study on higher education students in
universities of North Viet Nam”.

| would be grateful if you could spend a few minutes filling out the
questionnaire below. Your response will be beneficial in helping us to
understand the issues. No personal information will be made public. Please be
assured that your answer will be kept in strict confidence and take the time to
fill out this questionnaire as accurately as possible.

Thank you for sparing your valuable time. | deeply appreciate your kind

cooperation.
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Respondent Information

For our information, would you please indicate the following questions:

1. Gender: Male Female
2. Age: 18-25 26-35 >35
3. Education: Bachelor Master
Doctor Above Doctor
4. Time to study: 2 years 4 years > 4years

5. Grades Status: Juniors Seniors
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Levels of Agreement

Please CIRCLE the level of
[<B]
agreement on each of the| g o ®
. = g o »
items below based on your | & 2 > o
2 o © =2
opinion 2 ° = = g
S o 2 'S = ° S
c (=] 7] s ] 3 c
o 3 S > S = o
- L2 o <5} o [@)) j:
n @) N e N < n
Section 1: Service Quality
1 | Teachers treat all students | 1 2 3 4 5 6 7
in equal manner
2 | Teachers follow good |1 2 3 4 5 6 7
teaching practices
3 | Course content develops | 1 2 3 4 5 6 7
student’s knowledge
4 | Teachers are responsive | 1 2 3 4 5 6 7
and accessible
5 | Administration staffs are | 1 - 3 4 5 6 7
courteous and willing to
help
6 | Computer/science labs are | 1 2 3 4 5 6 7
well equipped
7 | Library has adequate 1 2 3 4 5 6 7
academic resources
8 | University provides 1 2 3 4 4 6 7
consulting services
9 | University environment is | 1 2 3 4 5 6 7
convenient to study well
10 | University has safety and | 1 2 3 4 5 6 7
security measures
Section 2: Student Satisfaction
1 | Satisfaction with the |1 2 3 4 5 6 7
quality  of  academic
services
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2 Satisfaction  with  the

quality of teachers

3 | Satisfaction  with  the
quality of administrative

services

4 | Satisfaction  with  the
quality of equipment and

facilities

5 | Satisfaction with the
decision to attend this

university

Section 3: Student Loyalty

1 | This university gives a

positive impression to me

2 | Feeling proud to be
associated  with  the

university’s activities

3 | I will write a positive
impression about  this
university in  social

media

4 |1 have no intention of
moving to another

university

Section 4: University reputatio

=]

1 | This university has a good

reputation

2 | In general, | believe that
this  university always
fulfills the promises it

makes to its students

3 I believe that the

reputation of this
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University is better than

others universities

I enrolled in this|1
university because of its

reputation

Section 5: Word-of-mouth

1

I like talking about this

university to my friends

I like helping potential students
by providing them with
information about this

university and its courses

People ask me for
information about courses

offered at this university

I would recommend this
university as the best service

quality in the area

I would encourage friends
and relatives to enroll in this

university

Section 6: Enrollment intention

1

If | had needed educational
services now, this university

would be my first choice

My choice to enroll in this

university was a wise one

I enrolled in this university

because of offering the courses

| feel bad about my decision to

enroll in this university

I think | did the right thing

enrolled in this university
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Anh huéng ciia chat lwgng dich vu va sy hai long cua sinh vién dén y dinh
nhiap hoc ciia sinh vién, truyén miéng nhu mot blen diéu tiét: Nghién ciru vé
sinh vién giao duc dai hgc & cac truong dai hoc & mién Bic Viét Nam.

Dai hoc Nanhua
BANG KHAO SAT

Kinh gui Quy Anh/chi,

Toi tén 1a Nguyén Puc Trung, hién 1a hoc vién sau dai hoc tai nganh
Quan trj kinh doanh. T6i dang thuc hién nghién ctru vé dé tai “Anh huong cua
chat lugng dich vu va su hai long ctia sinh vién dén y dinh nhap hoc cua sinh
vién, truyén miéng nhu mét bién diéu tiét: Nghién ciru vé sinh vién gido duc
dai hoc & cac truong dai hoc & mién Bic Viét Nam”.

Rat mong Quy Anh/Chi danh mét vai phat tham gia cudc khao sét. Y
kién ctia Quy Anh/Chi rat quy bau trong cong viéc hoan thanh dé tai luan vin
nay. Toi xin cam doan moi théng tin Quy Anh/Chj cung cp s& khong duoc
cong khai va chi danh cho muyc dich nghién ctru. Xin vui long chon ¥ kién phu
hop v6i Quy Anh/Chi trong khoang tin cdy va chinh xac nhét co thé.

Xin chan thanh cam on Quy Anh/Chi da danh thoi gian quy bau, tdi vo
cung biét on su hop tac ciia Quy Anh/Chi. Chic Quy Anh/Chi mot ngdy tot

lanh!
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Thong tin chung:
Xin Quy Anh/Chi cho biét thong tin sau:

1. Gidi tinh: Nam N
2. P tuoi: 18-25 26-35 >35
3. Trinh dd ho van: bai hoc

Tién si
4. Thoti gian hoc tap: 2 ndm 4 ndm
5. Tinh trang sinh vién: Sinh vién dau cp
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Muc d dong y

=
ns@
=
S
Vui long khoanh tron vao lwa chgn phu 20 20
~<Q (=]
hop véi ¥ kién cita Quy Anh/Chi i | 2 | e
= N = | =]
=) =] =
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Phan 1: Chat lwgng dich vu
1 | Giang vién ddi xur binh dang voi tat ca | 1 2 3 4 5 6 7
sinh vién
2 | Giang vién ap dung tot giang day |1 2 3 4 5 6 7
mang tinh thyc tién
3 | Noi dung cac mon hoc giup phat trién | 1 2 3 4 5 6 7
kién thirc sinh vién
4 | Giang vién c6 trach nhiém va nhiét | 1 2 3 4 5 6 7
tinh
5 | Nhan vién tai vin phong luon san sang | 1 2 3 4 5 6 7
giap do
6 | Co so vat chat dugc trang bi tot 1 2 3 4 5 6 7
7 Thu vién co déy du tai liéu hoc tap 1 2 3 4 5 6 7
8 | Truong dai hoc c6 cung cap dich vu tu | 1 2 3 4 5 6 7
van
9 | Moi truong thuan lgi dé hoc tap tot 1 2 3 4 5 6 7
10 | Truong dai hoc c6 céc bién phap an | 1 2 3 4 5 6 7
ninh an toan
Phin 2: Mikc d hai long cia sinh vién
1 | Téi hai long véi chat lugng dao tao 1 2 3 4 5 6 7
2 | Toi hai long véi chat lugng giang vién | 1 2 3 4 5 6 7
3 T6i hai long véi chat lugng dich vu | 1 2 3 4 5 6 7
quan li
4 | Toi hai long véi co sd vat chat 1 2 3 4 5 6 7
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T6i hai long voi quyét dinh nhap hoc

cua minh

Phén 3: Mitc dd trung thanh cia sinh vién

1

Truong dai hoc nay tao an tuong tdt

cho toi

T6i cam thay tu hao khi tham gia cac

hoat dong cua truong

To6i s€ viet nhitng nhan xét tich cuc vé

truong trén mang xa hoi

4

T6i khong c6 ¥ dinh chuyén truong

Phin 4: Danh tiéng cia trudng dai hoc

1

Truong dai hoc nay c6 danh tiéng tot

2

To6i tin truong dai hoc nay thuc hién

dang nhiing 161 hira véi sinh vién

Danh tiéng cta trudng dai hoc nay tot

hon nhitng truong khac

T6i nhap hoc truong nay vi danh tiéng

cua ho

Phan 5: Truyén miéng

1

T6i thich noi vé trudng dai hoc nay

2

T6i thich cung cap thong tin vé truong

dai hoc nay cho nhiing sinh vién khac

Nhiéu nguoi hoi toi vé thong tin cac

mon hoc cia truong dai hoc nay

To1 s& gioi thi¢u truong dai hoc nay
cung cép chét luong dao tao tdt nhat

trong khu vuc

T6i s& khuyén khich ban bé va nguoi

than nhap hoc trudong nay

Phén 6: Sw nhéap hoc

1

Néu hién tai t6i can dich vu hoc tap
truong dai hoc nay s€ 1a lga chon dau

tién cua toi
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Lya chon hoc tai day la lya chon sang

suot cua toi

To61 nhap hoc truong nay vi ho cung

cap nhirng mon hoc t6i can

Toi nghi t6i di quyét dinh dung khi

nhép hoc tai truong nay
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