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ABSTRACT

This paper examines the importance of relationship quality in the continuing education sector of Hong Kong.
It examines how perceived relationship quality impacts students’ intentions to satisfy their educational needs
through its current education provider now and in the future.

The relationship between student perceived guality of education and student loyalty to the higher
education institution is examined, extended to the relative contributions of service quality, trust and
commitment to student loyalty. The potential benefit for higher education institutions in Hong Kong from the
development and implementation of relational marketing strategies to fosier student loyalty is substantiated.

INTRODUCTION

Since its emergence in the late 1990s, lifelong learning (or coniinuous education) has been singled out

for its importance by both Government and business, given the realisation that rapid environmental change
occurs globally, pervading regional and national boundaries, and has an impact on organisations’ ability to
remain competitive (Knapper and Cropley, 2000). Lifelong learning involves °...the development of human
potentiol through a continuous supportive process which stimulates and empowers individuals to acquire all
the knowledge, values, skills and understanding they will require through their lifetimes and to apply them
with confidence, creativity and enjoyment in all roles, circumstances, and environments.” (Merriil 1997,

p-102). Although public funding of Universities has been cut in many countries, as ini the case of Australia -

and' Hong Kong (PRC), lifelong learning is considered a key priority for governments in many developed
countries due to the contribution that a well educated population can make for génerating economic growth
and development, creating employment, social iniegration and enhancing quality of life (Schuetze and
Siowey, 2001). For businessl, lifelong learning is now an important characteristic of today’s enviromment,
with organizations expecting their staff to continuously build skills to meet the new challenges of the
knowledge-based economy. Consequently, more individuals are learning through the course of their lives,
either through registered courses for career development or through other means of learning (Watson, 1998).

From the perspective of higher education providers, conventional university study is often associated
with government subsidized placements. In contrast, continuing (potentially lifelong) learners return to
education to upgrade their skills and are likely to be fee-paying students. Hence, the provision of continuing
education is a potentially attractive source of funding for higher education providers in markets experiencing
public funding cuts (Ng and Young, 2000). Expectations that the continuing education market’ will grow
throughout the 21% Century (Shen et al, 2000) may explain the current rapid growth of the higher education
sector in many developed countries to become an industry of its own (Business Week, 1999). ‘

Marketing opportunities ensuing from continuing education needs heighten competition between
education providers. Their quest is to establish, develop and enhance long term relationships with lifelong
learners from as early as the time of their conventional studies to the twilight of their learning lives. In
addition to cost efficiency benefits derived from lower marketing costs, to the direct fee income earned from
students that keep returning to ‘their’ preferred education provider and to the advantages of a strong
competitive position (Palmer, 2002), providers may be able to attract new fee-paying students through word-
of-mouth referrals, to charge possible premium fees and to attract sponsorship funding from alumni graduates
(Shen et al. 2000). .

Targeting of continuing learners using transactional marketing approaches is burdened with difficulty.
A major problem is their focus on customer attraction (Kandampully and Duddy, 1999), inappropriate for a
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tifelong learners’ market where attraction needs to be augmented with customer retention. Hence, rather than
focusing on discrete transactions, such as a particular course or program of study, providers may need to
focus on each transaction as a precursor for the next one. Ultimately, it is the set of all transactions that
matters, checked at each transaction by the achievement of customer satisfaction in the previous one, that is,
by the achievement of the conditions for a successful and enduring relationship. Satisfied students may
choose to retain the same provider for their future education néeds, This is beneficial for the provider.

Education providers need to deliver consumer satisfaction, through quality interactions that instigate -
student retention, Faced with intense competition, providers need to be perceived as the best by learners
throughout their life, Thus marketing strategy needs to be effective and efficient in attracting and retaining
students, and to do so in a fashion of enhanced relationship maintenance. These are characteristics of
relationship marketing (RM), which involves ‘... to identify and establish, maintain and enhance, and when
necessary also to terminate relationships with customers and other stakeholders, at a profit, so that the
objectives of all parties are met, and ....this is done by a mutual exchange and fulfillment of promises.’
(Gronroos, 1997, p. 323). Clearly, the RM literature supports the potential importance of relational strategies
in attracting and retaining lifetime learners (Lindgreen, 2001; Rao and Perry, 2002; Ryal and Payne, 2001;
Veloutsou et al, 2002).

THE IMPORTANCE OF RELATION SHIP QUALITY

RM research supports the importance of relationship quality in building relationships (Crosby, Evans
and Cowles, 1990; Hennig-Thurau and Hansen, 2000; Storbacka et al, 1994). Relationship quality is viewed
as an enabler for higher levels of customer retention (Hennig-Thuran and Klee, 1997; Hennig-Thurai,
Gwinner and Gremler, 2002), justifying the development of a variety of conceptual models with many
different components. However, the key dimensions of relationship gquality have held their focus around
perceived service quality, trust and commitment (Dorsch, Swanson and Kelly, 1998; Smith, 1998). Perceived
service quality is viewed as fundamental for achieving customer satisfaction (Bolton, 1998; Parasuraman,
Zeitham! and Berry, 1988; Ravald and Gronroos, 1996; Rust and Oliver, 1994)), but trust and commitment
are deemed equally important (Dwyer, Schurr and Oh, 1987; Morgan and Hunt, 1994; Sheth; 2002) as well as
crucial in the development of the relationship (Hennig-Thurau, Langer and Hansen, 2001). Trust is required
to support customers’ expectation that a provider will deliver as promised, building up commitment to further
future exchanges (Sharma and Patterson, 2000), key for a relationship to be successful (Berry and
Parasuraman, 1991). Commitment enables customers to emotionally bond with the provider and bonding
involves exit barriers that tie customers to providers {Gronroos, 2001). This benefits providers that invest in
RM by fostering loyalty through customer retention strategies (Garbarino and Johnson, 1999),

In higher education, providers are responsible for the on-going design and delivery of courses that can
meet the needs of society in general and of distinet learning segments in particular (Davies, 1998). Lifelong
learners gain life and work experience and know what they want (Bejou, 2005). They may require flexibility
in the mode in which they study (such as distance, online or work-based learning) as well as different degrees
of support services from their education provider (such as counselling, library access and accommodation
services). Bounded by the necessary standards for good quality education, market orientation focused on the
provision of the quality education attributes demanded by lifelong learners is both the implicit provider

-promise and the learner expectation. -

LIFELONG LEARNING IN HONG KONG"

The Hong Kong government is building a knowledge-based society for competing with neighbouring
cities and countries. It has pledged to become the regional Education Hub of Asia before 2010 (Li, 2005), as a
first step in the development of lifelong learning (HK Government Policy Address, 2000). As a key
government policy to promote continuous education, it created a fund of HK$5 billion for its population. This
caused the higher education sector to expand significantly to serve traditional learners (aligs school leavers),
as well as non-traditional learners, often referred to as adult or mature learners (Knapper and Cropley, 2000;
Schuetze and Slowey, 2001). Faced with a demand for betier work performance or by the desire for career
advancement, mature learners return to education as pari-lime or full-time students, whether.self-funded or
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employer subsidized. Thus the number of Hong Kong people studying on a continuous basis to upgrade
themselves by taking short courses, sub-degree and degree programmes has increased substantially.

The expanded market created market entry opportunities for new providers, intensifying competition.
Self-funded institutions and private organizations opened community colleges, increasing the number of sub-
degree places by introducing associate degree and higher diploma programmes. As a result, the number of

" institutions providing programmes for the continuous education market, increased from about 500 providers
- in 1999 to over 900 providers in 2005 (Education Manpower Burean, n.d.).

Given the sustainability challenge facing the higher education sectot, Hong Kong 1nst1tutlons set to

explore the opportunity of a growing continuing education market as an income source alternative to public
funding (Ng and Young, 2000). This is not without challenge because these institutions need to develop a
business model that can successfully meet the needs of a market segment considerably different from the
traditional learners segment. Non-traditional, lifetime learners pay for their fees, are older and probably more
mature and knowledgeable about their needs. Understanding their expectations is crucial for providers to
deliver courses that meet their needs in ways that foster satisfaction, promoting their retention for the long
term. With intense market competition, providers also need to differentiate themselves through effective RM
strategies. Relationship quality might be the key to competitive advantage in the continuing education market.
This is the focus of the present study.

PURPOSE AND THEORETICAL FRAMEWORK

There is scant research examining thc application of RM to the provision of education, apart from a.

study of fee-subsidized undergraduate siudents in Germany which found a positive link between the
implementation of RM strategies and student loyalty to the institution (Hennig-Thurau et af.2001). Perceived
" service quality was found to have the strongest impact on loyalty, followed by emotional commltment to the
university. Trust had only a small effect on student loyalty. -

This research examines the importance of relationship quality in the continuing education sector of
Hong Kong. It examines how perceived relationship quality impacts students’ intentions to satisfy their future
educational needs through its current education provider. The study recognizes perceived service quality, trust
and commitment as fundamental dimensions to relationship building and maintenance, hence important for
relationship quality (Dorsch et al, 1998; Henmg—Thurau and Hansen, 2000; Siuith, 1998), leading to the
following research questions:

RQ1 Is there a positive relatlonshlp between the students” perceived quality of educatlon and their
loyalty to the institution?

RQ2 What is the relationship between each element of the relationship quality modet (service quality,
trust and commitment) and student loyalty to the institution? '

The expectations disconfirmation theory conveys a measure of customer satisfaction linked to
perceived quality as determined by the gap between customer expectations and performance perceptions
(Berry, 1983; Gronroos, 2000). If customer expectations are met or exceeded by perceived performance,
perceived quality will be positive and the customer will be satisfied. Hence customer satisfaction is directly
related 1o perceived service quality (Parasuraman, Zeithaml and Berry, 1998; Rust and Oliver, 1994) and,
arguably, positive service quality perceplions antecede customer satisfaction, which is a pre-requisite for
customer retention (Hennig-Thurau et al, 2001). Notwithstanding, since a reélationship involves more than one
single transaction, differences may arise in perceived overall relationship quality vis-a-vis the quality
perceived for the transactional exchanges (Crosby, 1989). Hence, although perceived service quality for
individual transactions may be an important part of relationship quality, it is insufficient as a sole indicator
because each service encounter (or interaction, or exchange) has the potential to make or destroy trust and
customer loyalty (Bitner, 1995).

Trust and commitment are relational dimensions advanced as key mediating variables (both
antecedents and ocutcomes) in buyer-seller relationships (Bejou and Palmer, 1998). Trust results from
perceived performance meeting promised performance, generating relationship commitment (Sharma and
Patlerson, 2000). Commitment derives from emotional bonds with the provider that lead to long term

attachment (Garbarino and Johnson, 1999). It is key for a successful relationship to develop (Morgan and -
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‘Hunt, 1994) because ‘relationships are built on the foundation of mutnal commitment’ (Berry and
Parasuraman, 1991, p.139), provided the customer feels the relationship is important enough to be committed
to (Bejou and Palmer, 1998).

' The relationship quality student. loyalty (RQSL) model developed by Hennig- Thurau et al (2001)
incorporates insights from the educational literature on student loyalty and accounts for the specific nature of
educational services as well as for the relationship approach of service marketing. Adapiing this model for the ~
present research allows for incremental knowledge and comparison of findings, once the respective contexts
is taken into account. Depicted in figure 1, the model incorporates the core components of relationship quality
{perceived service quality, trust and commitment) as antecedents of student loyalty. Perceived service quality
is fundamental for building customer satisfaction, which is a precondition for customer relention,
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. Figure 1: Relationship Quality Student Loyalty Model (RQSL). Adopted from Hennig-Thurau et al (2001)

The perceived service quality construct was drawn from past educational services research by Hansen
et al {1997). Trust and commitment were included in the conceptual model for their key mediating roles in
relationship development. Notably, the model incorporates Tinto’s (1975; 1993) model of student drop-out
behaviour and its influences on student loyalty, seeking to explain the interaction processes between students

“and their universities. With a focus on commitment and integration consiructs, commitment is taken to
directly affect student loyalty, while integration plays an indirect role jn fostering commitment. Commitment
accounts for students’ focus on achieving their academic goal (goal commitment) and their emotional
attachment to the university (institutional commitment). Goal commitment is important for education
providers since it reflects how motivated students are to completing their studies and is positively related to
student loyalty. Institutional commitment (to the university) involves a trade-off with students’ commitment
to activities involving their job, their family and other non-uttiversity activities.
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Integration refers to the academic and social involvement deemed necessary to generate students’

commitment towards the institution. Academic integration refers to involvement in the academic system, such
as active participation in university societies and committees; social integration refers to involvement in the
.social system, such as relationships with other students. Both are expected to have posmve impact on
commitment and loyalty.
Tinto’s model has been unsuccessfully applied by American universities to increase student loyalty, arguably
. because of its heavy emphasis on students’ behavioural changes as determinants of loyalty, with little
attention on the impact that services delivery may have on students’ quality perceptions. Therefore, Hennig-
Tharau et al’s (2001) study incorporated these elements into their model.

HYPOTHESES

After careful consideration and consultation with academic experts, the 13 hypotheses used in Hennig-
Thurau et al’s (2001) study to examine traditional non-fee paying students’ loyaity were deemed relevant to
the study of continuing education and investigation of the two stated resedrch questions.

The first hypothesis, stated below, relates perceived service quality and student quality (FH1 in figure
1). It seeks to understand how students’ perceived service quality impacts decision making regarding their
future education needs and the generation of positive word of mouth communication (hence the institution’s
ability to aftract lifelong students). Positive service quality perceptions are deemed to induce positive
relationship quality perceptions, positive word of mouth communications and enhanced student Joyalty.

H1  The education institution’s service quality, as perceived by the students, has a 51gn1ﬁcant positive
impact on stadent loyalty.

Hypothesis 2, (H2 in figure 1) addresses the level of students’ trust in the institution and how this
impacts student loyalty. Research indicates that trust is important in building relationship quality (Crosby et
al, 1990; Hennig-Thurau and Klee, 1997), suggesting a direct positive impact on student loyalty.

H2  The students’ trust in the education institution has a significant positive impact on stadent loyalty.

Hypotheses 3 to 5 examine the commitment factors affecting student loyalty, thus 1rnportant for the
development of student retention strategies;

H3  The students’ emotional commitment to the education institution has a significant positive impact on

' student loyalty. :

H4  The students’ cognitive commitment to the education institution has a significant positive impact on
. student loyalty. :

H5  The students’ goal commitment has a significant positive impact on student loyalty

Hypotheses 6 to 10 refer to the link between students’ academic and social integration and emotional
commitment. The rationale is that students are affected by many factors when it comes to their level of
emolional commitment to completing their studies. Academic and social integration are two aspects of
integration put forward by Tinto (1975, 1993). In addition, students’ commitment to finishing their degree
also depends on their commitment to their job, their family or other non-university goals. Hence, hypotheses
6 and 7 presume a positive effect on emotional commitment, while that effect is negative for hypotheses 8 to
16.

H6  The students’ micgranon into the acadermc system has a sngmﬁcant positive impact on emotional
commitment.

H7  The studenis’ mteg-ration into the social system has a sxgmficant positive impact on emouonal
commitment. \

HE  The students’ job commitment has a significant negative impact on emotional commitment.

H9  The studenis’ family commitment has a significant negative impact on emotional commitment.
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H10 The students’ commitruent to non-university activities has a 51gn1ﬁcant negative impact on
emotional commitment.

Hypotheses 11 and 12 relate students’ perceived service quality to trust (H11) and emotional
commitment (H12), respectively. Students’ trust is perceived as directly related to the institution’s ability to
tneet their expectations about promised outcomes. Positive students’ perception of service quality have a
positive impact on emotional commitment and on student loyalty.

H11 The students’ perception of service quality has a significant positive impact on trust.
H12 ~The students’ perception of service quality has a significant positive impact on emotional
commitment, '

¢, Finally, hypothesrs 13 relates trust to emotional commitment. The expectation is that studenis’ trust in
the institution generates a positive emotional commitment, increasing student loyalty.

H13 The students’ trust in the educational institution has a s1gn1ﬁcam posmve impact on emotional
commitment,

METHODOLOGY

The targeted population for this study is fee-paying students actively pursuing higher education studies
in Hong Kong, whether part-time or full-time. Using a non-probability, convenience sampling design, all the
data was collected .at HKU SPACE, a leading higher education institution with the longest history of
providing lifelong education in Hong Kong (HKU SPACE, 2006)." This assisted in overcoming difficulties in
identifying, locating and accessing previous or potential continuous education students. In addition, focusing
on students who were actively pursuing their education at the time of the study allowed access to these
students’ recent experiences and percephons on the topic of interest.

Since the objective of this study is to examine rclationships between variables for which hypotheses

have been proposed, a positivist approach is appropriate. A preliminary questionnaire was adapted from the
German questionnaire used by Hennig-Thurau et al’'s (2001), back translated into English (by different
translators) and modified to suit the continuing education environment of Hong Kong. The professionally
designed questionnaire consisted of closed-ended questions that restricted respondents to a set of alternatives
using a six-point Likert scale from “totally disagree™ to “totally agree” (teaching services quality used a rating
scale from “very good” to “very bad”). The draft questionnaire was reviewed by two academic expetts for
question content, question wording, response format, question sequence, physical layout.

The resulting questionnaire was then tested in a pilot study carried out in December 2005. Responses
were gathered from 49 units in the population of interest to ensure its applicability and relevance to the Hong
Kong environment as well as to test for validity. To ensure that items within the multi-item survey measures
had not been missed or misunderstood in the questionnaire adaptation process, the pilot test examined the
measurement instrument, the properties of the scale and where necessary, items to be identified for deletion.

Each construct was examined for its reliability and inter-construct correlations. Assumptions were first
examined to check the data for normality and whether there was ‘a high correlation within each construct.
Skewness and kurtosis tests were conducied to check for the normality of the data collected. Values of
skewness and kurlosis fell within the -2.58 to +2.58 range needed for normality (Hair er af 1995, p.66),
Cronbach’s alpha coefficients were calculated to assess data reliability, using the recommended benchmark of
0.7 (Nunnally, 1978). All data analysis was performed using Lisrel v. 8.72 except for Cronbach’s alpha
coefficients that were calculated using SPSS v. 11.

Exploratory factor analysis (EFA) using principal component analys1s was used to obtain the factor
solutions for each of the constructs in the survey instrument, hence testing for dimensionality. Resulis
indicated that all the variables within each construct were correlated Factor loadings for all items were
extracted based on the latent root criterion suggesting significant correlations between items and the factor
(Hair et al 1995). The various tests performed on the pilot data indicated reliable measures for each construct
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with inter-correlations in the predicted direction. Due to the nature of the findings and to the use of previously
established measurement scales, no changes were made to the survey instrument after the pilot test.

The final questionnaire: comprised 32 items across four parts. Part A consisted of five questions
(questions 1-5) about the students’ current situation (namely reasons to study, main sponsor of school fees,
level of enrolled programme, mode of study and performance self-assessment). .Part B comprised nine
questions. Eight questions (questions 6-13) were on teaching services quality, and one question (question 14)
dealt with student loyalty. Part C had four questions (questions 15-18) and focused on academic and social
integration, trust and emotional commitment, job-related, family-related and non-university-related
commitments. The two questions in part D (questions 19-20) referred to students’ past involvement with
higher education institutions, their choice of current institution and simple demographm 1nformat10n {gender
and age group).

After accounting for minitnum observations needed by the analytical techmques employed in this
study - EFA, confirmatory factor analysis (CFA) and structural equation modeling (SEM) -- a sample size of
550+ was targeted for the data collection exercise with a minimum of 200 respondents for each of the full-time
and part-time sub-group. A mall-intercept survey was carried out to coliect data.

Data collection took place over a month in the period from December 2005 to January 2006. Every
" third student who walked past the front entrance of the HKU SPACE campus was invited to complete the

self-administered suivey. A total of 350 valid questlonnaues were collected, Table 1 provides demographic
information for the sample. ~

Table 1: Sample characteristics: Total 550

Mode of Study : Full-time (267) 485 % | Part-time (283) 515 %

Gender - Male ' 40.0 % Male 24.0 %

) | Female 60,0 % Female 76.0 %

Age group: 18-25 "100.0 % 18-25 17.7 %

‘ 26-35 : 65.0 %

: 35 and older 173 %

Level of Progranme Studied : Subdegree. 100.0 % ;f;fgf{ee - ;56 8 :;;

Postgraduate: 9.0%

Fees Paid By : Self-financed :  17.6 % | Self-financed: 9.1 %

) Company : 34 % Company: 57 %

Family : 790 % . Family: 4.2 %

-Stucliiec} at other higher education 87 % : oo 1249
mstiutions - :

Enrolled in this institution due to
its repntation / brand 412 % - .73 %

Distinct from students pursuing higher education studies full-time earlier in their lives, many
continuing education students need to share their education pursuits with career commitments, choosing a
part-time mode of study. Together with life and work experience, these students are likely to have specific
needs and a clearer notion of what they need to achieve from their studies. This justified splitting the sample
into two sub-samples. Over 90 percent of part-time students pai for course fees themselves, while the fees of
79 percent of the full-time students were paid by family mémbers. Finally, 42.4 percent of part-time students
and 18.7 percent of full-time siudents have attended at least one other higher education institution in the past.

The collected data was coded and processed using LISREL 8.72. Then, the same analytical process
used for the pilot study was apphied. Skewriess and kurtosis of the 32 ilems were tested for non-normality
{table 2), before evaluating the SEM model.
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Table.2 Testing for Data Normality.

‘Construct Skewness Kurtosis
| Service Quality construct -1.307 to 1.824 . 1.824
Trust construct ‘ 0.0299 to 1.437 1.437
Emotional construct 20.306 to 0.653 0.653
Student Loyalty construct -0.23910 1,159

Non-normality = [tems reaching +2.58 (Hair et af, 1995).

1.159

Table 3 Data Matrix of Indicators, Cronbach’s Alphas and Correlation

Sid

No.of

- Mean . T8Q . TRUST LCOM CCoM GOALC ACADI S0CT 108C TFAMC NNUAC LOY
Dev  items
T8Q 316 058 7 084
QBT-12T  "3.18 061 0.85
314 0.56 0.83
Trust 318 077 4 0.60 0.88
Q16ad 318 071 0.80 0.85
318 0.82 0.77 0.89
ECOM' 322 0.82 4..075 0.83 0.88
Q16e-h 323 075 0.82 0.88 0.85
‘ - 322 . 088 0.70 0.81 0.90
CCOM 302 092 1 065 049 0.67 1.00
Q16 315 087 071 0.57 0.69 1.60
250 095 0.61 0.47 064 . 100
GOALC 293 .(0.89 1 042 0.31 0.35 633 1.00
Q15 3.08 093 S082 041 050 040 100
2779 . 0.83 0.31 0.24 0.21 0.25 1.00
ACADI 362 (.99 3 (.38 029 041 - 016 0.28 0.82
Qldace 336 0.90 0.64 0.51 0.64 0.40 0.46 0.83
) 387 101 0.24 0.19 0.33 0,07 0.26 0.80
80CH 353 091 3 044 0.33 046~ 025 0.31 1.00 075
Q14bid 3.28 079 0.74 0.59 0.70 0.55 0.53 099  0.69
377 096 0.30 0.23 0.37 0.16 0.25 100 077
JOBGC 272 121 1 023 0.17 0.16 0.20 0.25 000 007 100
Q17b 297 118 0.30 0.24 0.26 0.20 0.8 026 031 100
249 120 016 0.13 0.06 0.16 0.28 010 01z 100
FAMC 265 113 1034 0.25 026 028 0.22 012 013 03l 1.00
Qi7a 257 105 0.40 032 032 03P 0.21 0.11 016 020 1.00
S 27T 1.20 0.29 0.23 0.2 0.22 0.25 010 010 044 1,00
NNUAC 328 116 1 023 a17 019 009 0.19 040 043 012 039 100 .
Q17e 296 089 © 039 0.31 0.33 0.30 0.28 034 043 024 040 1.00 .

: 3.59 130 0.17 0.13 0.19 0.03 0.23 035 036 016 ° 0.38 1.00
LtOY 311 079 6 079 0.60 0.67 039 - 034 037 042 017 027 019 0.88
Q13a 317 076 0.80 062 074 062 . 040 063 068 025 030 0.31 0.87

3.05 083 0.81 0.62 0.61 0.56 0.27 019, 024 014 035 013 0.89

NOTE: Values on the main diagonal are Cronbach’s alphas. First number in each cell = total sample,
second mumber = full-time subsample, third number = parl-time subsample. .

Data correlations within and between related constructs were found to exceed the 0.3 benchmark
recommended to justify using exploratory factor analysis (EFA). The correlations within consiructs were
notably higher than those between constructs for most constructs, supporting the validity of the items
measuring each construct. Table 3 provides the correlations of data and Cronbach’s alpha value for each
consiruct. EFA using principal component analysis was employed to obtain faclor solutions for ali constructs.
Factors were extracted based on the commonly used criterion of latent root or eigenvalues greater than 1
(Hair et al, 1995). Upon analyzing the whole sample, each construct was deemed one-dimensional {(average
variance >50%; Cronbach’s coefficients >0.7). Table 4 summarizes the exploratory factor analysis’ results.
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Table 4: Summary of EFA results for core constructs

Constructs (Abbreviation) Eigenvalue - 1" PC| % Variance — 1" PC |Factor Loading Alpha
Teaching staff (TEACHS) Q6a 132 - 79.89 0.595 08229
- Qb 0.665
- o Qéc ) 0.723
Infrastructure (INFRA) o Q7a 1.5 62.Si 0.562 0.6446
' o am. o 0.844
Q7c 0.686
Teaching on offer (OFFER) Qsa 2.53 58.63 0638 | 0.8502
' o Q8b ' 0.509 '
Q8¢ 0.744
Q8d 0.647
- Q8e 0.536
Qsf 0.536
_ Qsg 7 0.565
1 Student Care (STUDCARE) Q% 1.05 84.24 0.770 0.762
' Qo 0.676 -
Exam (EXAM) Q10a 1.26 70.63 0.650 0.7235
Q10b ‘ 0,657
Q10c ' 0.638
Admin Services (ADM) Qlla 3.88 68.8 0.591 0.9052
Ql11b 0.536
Qllc 0.774
“Qlid 0.729
Qlle 0.902
Q11f 0.729
Qllg _ 0.877
Outcome (OUT) Q122 1.59 74.51 0.556 0.8575
' Q12b 0.721
Ql2c 0.714 -
Q12d 0.503
Teaching Service Qét 2.14 57.37 0.487 0.8365
Quality (TSQ) Q7t 0.541
Q8t 0.528
Qot 0.726
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Table 4: Summary of EFA resulis for core constructs (Con’d)

Constructs (Abbreviation) _ IEigenvalue - 1" PC| % Variance of 1* PC [Factor Loading] Alpha
Quot | . o 0.531 '
Qe | - . | 0.544
| _ Ql2t j _ , 0.475
Loyalty (LOY) | Qi3 3.63 67.18 0.680 0.8827
: : Q3 | . 0.789
Qlac | 0.756
Q13d - 0.821
Q13e , 0756
Q13f ' 0.852
Academic Infegration Qlda | 168 76.57 0630 | 0.8192
(ACADD) ' Ql4c '. , 0.787
Qlde o . 0815
Sacial Integration | Quap 172 69.93 0.623 0.7492
SOCD || - 0.875
‘ | Qua - | 0.753
Trust (TRUST) Qléa | 2.06 . 77153 0.761 0.8754
Ql6b S ) : 0.624
Ql6e | ' , . 0.782
Q16d 0.693
Emotional ' Ql6e 2.16 . 77.36 0.810 0.8804
‘Commitment (ECOM) Ql6f : ' : . 0.688
' Qi6g 0.725
Q16h L 0.711

The summary of eigenvalues and average variance extracted for core constructs from the EFA results
is shown in Table 5. Factor analysis was not done for cognitive, goal, non-university, family and job
commitment, each represented by a single item. The data was considered svitable for CFA testing before the
model was tested using SEM. : '

Table 5: Summary of eigenvalues and average variance extracted for ¢ore consiructs from EFA results

Constructs . o Eigenvalue: "WEX?;E::;F' ' Criﬁg;‘;h’s

Teaching Service Quality (TSQ) - 2.14 57.37 0.84
Trust (TRUST) ' , 2060 7153 0.88
Emotional Commitment (ECOM) - 2.16 77.36 ~ 0.88
Social Integration (SOCI) ' 1.72 69.93 0.75
Academic Integration(ACADI) : 1.68 : 76.57 : 0.82
Loyalty (LOY) N 3.63 67.18 0.88

CFA was used (o assess validity and reliability for each of the latent constructs and each measurement
- model (table 6). The covariance matrix and maximum likelihood estimator were employed for cach case in -
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the structural equation modeling analysis. Each construct was assessed for its reliability by calculating the
composite reliability and average variance extracted. Convergent and discriminant validity were examined to
. validate the construct. For most variables, the reliability scores were higher than inter-construct correlations
and the cofrélations between items within the same comstruct were higher than the items for different
constructs demonstrating convergent validity. Teaching Service Quality fell short of the 0.5 benchmark for
the average variance extract. Since this comstruct had many different measures with good intercorrelations
(see table 3), it was deemed valid for further measurement. Cronbach alpha value of all constructs support
instrument reliability. Finally, small differences verified for discriminant validity were deemed small enough
7ot to question either reliability or validity, o

All'items for Trust, Emotional Commitment, Social Integranon Academic Integration and Student
Loyalty show composite reliability and average variance that exceeded benchmarks. Factor loadings indicate
-convergent validity. Composite reliability and average variance for Teaching Service Quality exceeded
benchmarks, exception for Teaching Staff and Infrastructure whicli met the composite reliability benchmark
" with a 0.4 variance, corresponding to moderate scale reliability (Grimm and Yarnold, 2000). Factor loadings
_show convergeni validity. The CFA results indicate that the measurement data of the laient constructs had
acceptable fneasurement properties for continuing to the second stage, estimating and evaluating the overall
measnrement (structural) model.

The second stage approach in SEM tests the overall measurement model for goodness of fit. The
model was developed by combining the various measuremeni models of the latent constructs with the
relationships among the constructs bemg represented by their paths. Path analysts was used to evaluate the
model.

Table 6 Measure Cronbach Values, Correlations, the Squared Correlations and Averagc Variance Extracied

o Average

(l;l) ::;::;s 4 Cl:;:li:l S::h Correlations Among Lgtent Variables (quared_) ‘é’:;::tce

. ‘ . (AVE)

: . ‘ TSQ TRUST ECOM  SOCI ACADI LOY
Teaching 0.79 1.00
Service ' ' 0.422
Quality (TSQ) BRI
Trust 0.87 0.75 1.00
(TRUST) (0.563) 0.644
" Emotional 0.88 0.75 083  1.00 '
Commitment - . (0.563)  (0.689) ' 0635
(ECOM) : ) :
Social S 095 0.44 033 - 046 1.00 ,
Integration ©(01%4)  (0.109) - (0.212) _— - 0.507
{Socl) - _ ' ' -
Academic 0.81 0.38 0.29 0.41 0.90 1.00
Integration (0.144)  (0.084) (0.168)  (L.0) 0.627
(AcadD) - ) o
o 0.87 0.79 0.6 0.67 0.42 0.37 100 -

Loyalty (LOY) 0.624)  (0360) (0.449) (0.176) (0.137) 0.567

. a. - Correlations coefficients are estimates from LISREL, p<.0.1. all were significant at .01 level.
b. All AVE exceed 0.50 showing construct validity excepting for the Teaching Service Quality
construct that slightly falls short, but is acceptable at 0.422

The results of the specific constructs have been summanzed in Table 7 for all the constructs used in the
study. :
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Tabie 7 Confirmatory Factor Analysis® Results

' Factor Unique -
Conspruct . - : Items. Loading Variance
-Teaching Servu:e Quality (TSQ) ‘ : .
6T Teaching staff - ' 0.689 - 0526
7T - Infrastructute ' ' L ~ 0611 0.627
8T Teaching on offer Ce : 0.804 0.353
oT Student care . : 0.784 0.385
10T . Examinations - : R : T 0.700 0510
11T Administrative services . 0646 =~ 0.582
12T Outcome 0.706 0.502
Trust (TRUST) ) - _ -
16a * Integrity(trust) is a word Id use when describing the 0783 0387
college/university staff
16b T am sure that the college/university always acts in my best interests. 0.823 -0.322
léc 1 trust the college/ university Staff completely 0.868 - 0.247
16d “ College/ university staff keeps their promises to me. - 0D.873 .238
Emotional commitment (ECOM) : _
16e I feel very atiached to my college/university 0.831 0.310.
1 16f I feel very attached to my faculty/ department : 0.823 0.322
16g I am proud 1o be able to study at my college/university 0.827 0.316
16h I am proud to be able to sudy at my faculty/department ' 0.859 0.262
Social integration (SOCI)
.'l 1b I regularly take part in college/ unlver51ty—relalcd leisure actmtles 0.590 0. 652
such as sports of fairs. L )
14d I always have intensive contact with my fellow students _ 0.747 ' 0.442
16¢e I regularly do things with fellow students outside college/ umvers1ty 0875 . 0.235
Academic integration (ACADI) - oo
14a 1 regularly take part in extra academic/inierest courses or events 0.709 0.498
l4c I am z.;l_‘regular member of student study groups set up on their own 0,893 0.203
: initiative
14e I regularly get involved with college/ university committee work 0.800 (.360
Loyalty (LOY) :
13a I would recommend my course of study to other potential students 0.873 0.238
13b I would recommend my college/university to other potential students 0.869 - 0244
13¢ I amn very much interested in keeping in touch with "my - 0.746 0.444
faculty/department™
13d If I was faced with the same choice again, I'd still choose the same - 0.754 0.43]
course of study ‘
13e If I was faced with the same chome again, I'd still choose the same 0.810 10343
- college/university _
I'd become a member of any alumni organizations at my .
13f college/university or faculty/department. 0.663 0.560

/

DISCUSSION OF RESULTS

This study found student perceived service quality and student loyalty to be strongly correlated.
Students’ positive perception of teaching services quality had the strongest positive effect on their loyalty to
the institution, irrespective of whether they were studying full- or part-time. ‘These findings reiteraie the
importance attributed 1o teaching services quality in the relevant literature, found (o have twice the impact of
any other variable in the relationship model, namely emotional commitment and trust, in {ostering student
loyalty (Hennig-Thurau et af, 2001). On these grounds, it is appropriate to emphasize the importance of
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teaching services quality as a core area for attention and resources investment by higher education
institutions. Lifelong learners are, by definition, repeat consumers of education services. Understanding and
delivering on their important requirements and most valued determinant attributes, will assist higher
-education institutions in attracting, developing and maintaining profitable customer relationships for the

longer term, as suggesicd by Berry (1983), contributing to sustainable competitive advantage in the -

-continning education market. Institutions can benefit from the development and implementation of relational
marketing strategies designed to deliver consumer satisfaction, through quality interactions.

This study also confirmed the interlinked structure of the relationship quality construet. The impact of
teaching services quality on trust and emotional commitment were equally strong for the full-time sub sample
group with a slightly weaker positive relationship found for the pathway between teaching services quality

"and emotional commitment for the part-time sub sample group. Although no relationship was found between
trust and emotional commitment, this may be due to the similar ratings achieved for both these variables
offsetting their reciprocal impact, a finding requiring clarification by future rescarch, The suggestion is that,
albeit secondary to ensuring teaching services quality, relationship quality needs to be effectively managed by
higher education institutions, by attending to trust and emotional commitment issues.

Tables 8 and 9 report the model resylts for the full- and part-time sub-samples respectively.

Table 8: Model results for the full-time student sub-sample.

Hypotheses

Structural Paths Path coefficient | t-value } Statistical Findings
1 TSQ —LOY = |~ - 219 632 | sifive:s
2 "TRUST — LOY -2.16 -4.75
3 ECOM — LOY 1.14 3.08 . ¥ .
4 CCOM — LOY -0.1 -1.17 Non si gmﬁcant re]atlonshlp
5 GOALC — LOY _ -0.1 | -1.86 Non significant relationship .
6 ACADI— ECOM -1.] 1-1.83 Negative, fiot very sign ,
7 SOCI —ECOM - | - 1.62 2.22  |:Positive; significant¥elationsh
8 JOBC — ECOM -0.04 -0.69 Non significant relationship
9 FAMC —ECOM 0.08 0 Non significant relationship
- 10 NNUAC —ECOM . -0.12 -1.67 Non sxgmﬁcam relatlonshlp
11 TSQ — TRUST 0.98 7.7 - :Secondisrrongest; positi
12 TSQ — ECOM 1.1 .3.29 | Positive; sisnificantrelafonship i
13 TRUST — ECOM 054 ] -3.05 | Negative, non significani relationship

Key : TSQ - Teaching Service Quality, TRUST ~ Trust, ECOM- Emotional Commitment, CCOM — Cognitive Commitment, GOALC -
‘Goal Commitment, ACADI - Academic Integration, SOCI - Social Integration, JOBC — Job Commtment, LOY — Loyalty

Table 0: Model results for the part-time student sub-sample.

Question Structural Paths Path coefficient | t-value | Statistical Findings

1 TSQ — LOY 1.86 7.72 ohgest;

2 | TRUST — LOY -0.94° -3.66 1 8 !

3 ECOM — LOY 0 0 Non 31gn1ﬁcant relatm s_lup
4 CCOM — LOY -0.09 -1.31 Non 31gn1ﬁcanl relationship
5 - GOALC - LOY -] 0.02 0.39

G | ACADI— ECOM -5 -1.77

7 1 SOCI — ECOM 4.26 1.85 Positive,notso significant (o
8 JOBC — ECOM 0.06 0.36 Non significant relati pnship
g FAMC —ECOM 0.08 0 Non significant relationship
10 NNUAC —ECOM -0.04 -0.28 Non sxgmﬁcam relatlonsmp
11 - TSQ -~ TRUST 0.9 9.09 | ve, very dignific
12 TSQ — ECOM - 0.61 1.67 [ noLiso: Slgmf‘caﬂu g
13 TRUST — ECOM -0.11- -0.91 Non 51gmﬁcant relationship

Key : TSQ - Teaching Service Quality, TRUST — Trust, ECOM- Emotional Commitment, CCOM — Cognitive Comm]tment GOALC —~
Goal Commitment, ACADI ~ Academic Integration, SOCI — Social Integration, JOBC ~ Job Commitment, LOY - Loyalty
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The separate examination of the sample by mode of study confirmed the importance of teaching
services quality and emotional commitment in bonding full-time students to their study programmes and
institution. Full-time students’ level of loyalty was strongly influenced by teaching services quality, followed
by their emotional commitment to their. institution, However, when part-time students were considered, no
tmpact was found of emotional commitment on student loyalty. This may be because, following. Knapper and
Cropley (2000), part-time students may be more mature than traditional young learniers who enter university
after finishing their- high school. Mature students return to school to upgrade themselves and have furthering
their education as a prime objective. They may have other commitments in their life and may not consider
emotional commitment as an important factor influencing their loyalty pattern. Instead, they may be more
concerned about ‘teaching services quality. The implication for higher education institutions. is that the-
relationship depth demanded by full-time students may be different from that demanded by part-time
students, hence distinet relational strategies might need to be developed and implemented to enhance student
loyalty by traditional and lifelong learners. The RM literature identifies various levels of relationship sought
for different types of goods and services. H1gher education institutions may con51der appiylng a relauonal- '
based mode] for part-time students.

‘A negative relationship was found between trust and student loyalty, largely due to the stmng posmve
effects of teaching services quality on the latter. Therefore, the impact of trust on student loyalty merits
further future investigation.  Since trust is developed over repeated exchanges, a 10ng1tudmal study might
shed light in this area. -

Related to the mﬂuence of internal and external factors on emotional commitment, as forwarded by

" Tinto (1993), the positive effects of commitment to job and family may counteract any negative cffects from
students’ time away from their studies, suggesting that external factors have no impact on emotional
commitment, However, the finding that non-university related commitment also has no impact contrasts from
other studies that found a trade-off between study and non-university interests. Holding a true interest in their

- stdies may be speculated to explain the case of full-time students, even.though they may spend additional
time to take up hobbies. In the case of part-time students, it is possible that commitment to their studies is
intertwined with other commitments on hand and they remain committed to their studies and institution.
Central to the problem investigated in this study, lifelong learners need to engage in continuing education in
order to retain their work performance and, consequently, their ability to provide for their families.

Shifting attention to internal factors, academic integration was found to have a negative effect for all
students, but more so for part-time students. The general negative effect may ensue from a perception of
wasting important study time on academic activities outside their studies. In particular, this is the case of full-
time workers part-time students who, due to time scarcity for example, prefer not to engage in areas not
directly linked to outcomes in their studies. The suggestion, therefore, is that Tinto’s (1993) external factors
may be omitted, parhcularly in the case of mature, part-time studenis.

‘ The conclusion is that higher education institutions in Hong Kong may benefit from adopting a
relationship-based quality approach to fostering student loyalty, with a core investment placed around
teaching services quality. However, different strategies may be justified in the relational marketing
approaches used for full-time and part-time students, due to the differences in the needs of the iwo segments
and the consequent impact such approaches would have on student loyalty.

THEORETICAL AND MANAGERIAL IMPLICATIONS

_ The literature review conducted earlier in this paper provided a discussion of the changes taking place
in the marketing literature with a focus on relationship marketing strategies that can enable an organization to
- reap economic profits from their existing customers through rélational exchanges, thus aiming at customer
loyaity instead of focusing on new customer achISlt]OIl through transactional based marketing strategles The
potential effect of services quality on studentloyalty is supported.

Services guality, trust and emotional copumitment, elements in the relannshlp quahty construct, were
found to be related, as suggested by Morgan and Hunt (1994). Services quality is the most important element
within the construct due to its direct and positive effect on loyalty. This confirms the argument thal perceived
services quality influences future purchase intentions (Bejou and Palmer, 1998), such that customer
satisfaction is treated as a pre-requisite for customer retention.
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The impact of emotional commitment on student loyalty was limited to the full-tithe students, suggesting
that the relationship levels desired by different groups of customers may vary. Hence, as proposed by Aijo
. (1996) and ‘Sheth (2002), organizations should identify the dlfferlng levels of relationships and to allocate
. resources accordingly to the type of relationship desired. A one size fit all strategy may not work. ,
From a managerial perspective, the examination of the link between perceived service quality and

loyalty suggests that students make decisions about their future providers of higher education based on their

current experience .of studying with the institution. Accordingly, higher education institutions might benefit
from developing and implementing relational marketing strategies to target their students, whether full-time
traditional university students, or when targeting part- -time lifelong learners. The implication is that students’

‘experiences need to be managed dunng their experience with an institution, in order for them to return to that
/institution for continuing education purposes. If full-time students are satisfied with their study experience
.during their traditional course of study, this may have a lasting impact on their choice of education provider,
especially if they become lifelong learners. In the case of students already engaging in lifelong education,

positive experiences may involve consideration of specific requ1rements poss1b1y deterrmnmg whether‘

students will remain loyal to the h1gher education institution. -

Higher education institutions in Hong Kong face public funding cuts T hey must secure alternatwe
funding in an environment where the opportunities forthcoming from the provision of continuing education
arise in the face of increased and intense competition. Sustainable competitive advantage under such
conditions requires the adoption of a market orentalion for the longer term, or relationship marketing
orientation. This places students’ needs, wants and preferences at the center of marketing strategy. Since part-
time and full-time Iifelong learners have different characteristics and requirements, they constitute two
distinct segments for marketing purposes and, therefore, justify targeting with distinct marketing strateg1es
Higher degree institutions need to manage their siudent portfolio effectlvely

Regarding limitations- to this study, the convenience sampie used in this study was drawn from the
student population at only one institution, HKU SPACE, a provider of continning education in Hong Kong.
This limits the application of the resulis to the. sample itself. Lack of information made it impossible to
* establish a profile for the higher education sector in Hong Kong and for HKU SPACE. Hence, standard
parametric tests could not be performed because of lack of information about population distribution and
variance (Malhotra er @l 1996), thus it is not possible to assess how representative the sample is of the
population it is meant to represent. One major consequence to acknowledge is that different results may have
been obtained if other students at HKU SPACE and/or from other institutions were included in the study.
The results cannot be generalized to other institutions or to the education sector in Hong Kong or in other
countries.

In terms of the sample, a wider range of students drawn from different levels of study may have
provided different findings. Confidence in the findings would increase with a larger sample. The study was
conducted over a short period of time and therefore, differences between student cohorts could not be
examined. Finally, the study has not examined the relationship between trust and loyalty. This is important
because trust is one of the three elements in the relationship model examined in this study. A qualitative
study through focus groups sessions may provide more information of how the students felt about trust and
whether it was relevant.

141



142 Global Business & Economics Anthology, March 2010

REFERENCES

Aijo, T. (1996) The theoretical and philosophical underpinnings of relationship marketing; Environmental _
factors behind the changing marketing paradigm. European Journal of Marketing, 30(2), 8~21

Bejou, D (2005) Treating Students as Customers BizEd, March/April. Retnevecl December 23, 2006 from -
http//: www.aacsb.edu/publications/archives/MarApr05/p44-47.pdf

Bejou, D. and Palmer A. (1 998) Service failure and loyalty: an exploratory empirical study of airline
customers. Joyrnal of Services Marketing, 12(1), 7-22.

Berry, L. (1983). Relationship Marketing of services — growing mterest ernergmg perspective. Journal of the
Academy of Marketing Science, 23(4), 236-245.

Berry, L. and Parasuraman, A (1991) Marketing Services: Competing through (uality. NY: Free Press.

Bitner, M. (1995) Building service relationships: It’s all about promises. Joumal of Academy of Marketing
Science, 23(3), 246-251.

Bitner, M. and Hubbert, A. (1994) Encounter Satisfaction versus Overall Satisfaction versus Quality: The -
Customers Voice. In R.T. Rust, and R.L. Oliver (Ed.), Service qual:ty New dzrecnons in theory and practice
(pp. 72-94). Thousand Oaks, CA: Sage Pubhcanons

Bolton, R. and Drew, J. (1991) A Longitudinal Analysis of the Impact of Service Changes on Customer
Attltudes Journal ofMarketmg, 55(1) 1-9.

]

Bolton, R. (1998) A Dynamic Model of the Duration of the Customer 8 Relauonshlp w1lh a Connnuous
Service Provider: the Role of Satisfaction. Marketing Science, 17(1), 45-65.

Business Week (1999, Oct 4) School is never out, Continuing Educauon is evolving al net speed. Lifetime
‘Learning, 98 — 101.

Crosby, L (1989) Mamtammg Quality in the Service Relations. In S W. Brown and E. Gummesson (Ed)
. Quality in Services (pp. 269 287). Lexington, MA: Lexington Books _ .

Crosby, L., Evans, K. and Cowles D. (1990) Relatlonshxp quahty in services selling: An mterpersonal
1nﬂuence perspectlve Journal of Marketmg, 54, 68-81.

" Davies, D (1998) The virtual university: a learning university. Journal of Workplace Learning, 10(4), 175-
213.

* Dorsch, M., Swanson, S and Kelley, S. (1998) The role of relationship quality in the stratification of vendors
as perceived by customers. Journal of the Academy of Marketing Science, 26(2), 128-42.

Dwyer, E., Schurr, P. and Oh, 8. (1987) Developmg buyer- seller relatlonshlps Joumal of Marketing, 51(2),
11-27

Education Manpower Bureau (n.d.). Stocktaking Survey on Continuing Education in Hong Kong 2001.
Retrieved November 15, 2006, from http://www.emb.gov.hk/index.aspx 2langno=1andnodeid=1159.

Garbarino, E. and Johnson, M. (1999) The different roles of satisfaction, trust and commitment in customer .
relationships. Journal of Marketing, 63(2), 70-87.



Global Business & Economics Anthology, March 2010 | AT 143

Grimm, L. and Yarnold, P. (2000) Reading and Understandmg Multivariate Stanmcs Washington:

American Psycholog1ca1 Assocmtmn

Gronroos C. (1997) From marketing mix to relationship marketmg - Lowards a paradigm shift in marketing.
Managemenz Deczszon 35(4) 322- 339,

' Gronroos, C. (2000) Service Managemenr and Marketing. Chlchestcr J ohn W1ley and Sons, Ltd,

" Gronroos, C. (2001) Service Management and Marketing, A Customer Relationship Markezmg approach.

Chichester: John Wlley and Sons.

Hair, J., Anderson, R., Tatham R. and Black W. (1995) Mulnvarzate Data Analysis with Readmgs (4th ed).
Englewood Cliffs, New Jersey: Prentice Hall.

. Hansen, U, Henmg-Thurau, T. and Wochnowski, H. (1997) TEACH Q Ein valides und handhabbares

Instrument zoi Bewertung von Vorlesungsleistungen (TEACH-Q: A Valid and Easy-to-Use Instrument for

Evaluaung Teaching Semces) Die Betriebswirtschaft, 57(3), 376-396.

Hf;nnig—Thurau, T., Gwinner, K. and Gremler, D. (2002) Understanding ﬁélationship Marketing Outcomes: -
An integration of relational benefits and relationship quality. Joumal of Service Research, 4(3), 230-247.

Hennig- Thurau T., and Hansen, U. (2000) Relarwnshtp Marketmg Gaining Competztwe Advantage through
Customer Sansfact:on and Customer Retention. Berlin, Germany Springer. :

: Henmg—Thurau T. and Klee, A. (1997) The impact of customer satisfaction and rclatlonsh1p quality and

customer retention: A critical reassessment and model development. Psychology and Marketmg, 14(8), 737-
764.

Hennig-Thurau, T., Langer, M. and Hansen, U. (2001) Model]mg and Managmg Student Loyalty Joumal of
Servzce Research, 3(4), 331-344,

Hong - Kong ~Government Policy Address (2000) Retrieved | ‘October 21, 2005, from
http://www.polic yaddress.gov.hk/pa00/pn.69 ‘

HKU SPACE (2005) Annual Report. Hong Kong
HKU SPACE (2006) Commemorate Brochure 50" Anniversary Celebrations Gala Dinner. Hong Kong

Kandampully, J. and Duddy, R. (1999) Relationship marketing: a coﬁcepl beyond the primary relationship.
Marketing Intelllgence and Planning, 17(7), 315-323.

_Knapper C. and Cropley, A. (2000) szelong learning in hzgher education. London: Kogan Page.

Li, K. (2005) The Landscape of Education in Hong Kong., Retrieved June 15, 2006, from
http:/fwww.emb. goy‘hkﬁndex.aspx’?ian gno=I andnodeid_'-——l'f%?}anduid: 101724 '

Lindgreen, A. (2001) A framework for studying relationship marketing dyads. Qualitative Market Research:
An InZemanonal Journal, 4(2), 75-88.

Malhotra, N., Hall 1., Shaw, M. and Cnsp, M. (1996) Marketing Research: An Applied Ortentatwn Sydney

" Prentice Hall.



144 ‘ Giobal Business & Economics Anthology, March 2010

' Mernll B. (1997) Lifelong Learning and European Universities: Rhetoric or Future Reality?. In Robert G
Burgess (ed) Beyond the First Degree (pp. 70-118). Buckingham: Society for Research into Higher Education
and Open Un1vers1ty Press.

Morgan, R. and Hunt, S. (1994) The commitment-trust theory of relanonshlp marketmg Joumal of
Marketmg, 58(3), 20-29 : . .

Ng, 3. and Young. E. (2000) Servicing the Service Industnes Lifelong ‘Education as Human Capital
Investments for Hong Kong. HKU SPACE Research Report, serial no. 2, 1 - 36. ,

Nunnally, J. (1978) Psychomemc theory New York: McGraw-Hill.

Palmer, A. (2002) The Evolution of an Idea An Environmental Explanauon of Relationship Marketing.
Journal of Relationship Marketing, 1(4), 79-94. )

Parasuraman, A., Zeithaml, V. and Berry, L. (1988) SERVQUAL a miultiple-item scale for measurmg
consurmer perceplions of service quahty Journal of Retailing, 64(1), 12-40.

Peyrot, M., Cooper, P. and Schunafp, I, (1993) Consumer satisfaction and percei{fed quality of outpatient
healthrservices. Journal of Health Care Marketing, 13, 24-33. ' '

-Rao, §. and Pcrry, C (2002) Thinking about relationship marketing: Wheru Are we now" The Journal of
Business and Industrial Marketing, 17(7), 598-615.

Ravald A., and Gronroos, C. (1996) The value concept and relahonshlp marketing. European Journal of
Marketing, 30(2), 19-30.

Rust, R. a'nd. Oliver, R. (1994) Service'Quality: Insights and Managerial Implications from the frontier. In
R.T. Rust and R.L. Oliver (Eds}, Service Quality, New Directions in Theory and Practice (pp. 1-20). Sage.

Ryals, L. and Payne, A (2001) Customer relationship manaéement in financial services: towards
information-enabled relationship marketing. Journal of Strategic Marketing, 9(1), 3-27 -

Schuetze, H. and Slowey, M. (2001) Higher education and lifelong learners: international perspectives on
change. UK: Routledge/Falmer. o

Sharma, N. and Patterson, P. (2000) Switching costs, alternative attractiveness and experience as moderations
of relationship commitment in professional, consumer services. International Journal of Services Industry

Management, 11(5), 470-490.

Shen, S., Lee W. and Chan E. (2000) A Survey on the Demand of Continuing Education in ang Kong. HKU/
SPACE Research Report —Quality in Adult Continuing Education: Hong Kong Perspectives, Serial 3, 1 - 36.

Sheth, J. (2002) The future of relationship marketing, The Journal of Services Marketing, 16_(7), 590-593.

Smith, J. (1998), Buyer-Seller Relationships: Similarity, Relationship Management and Quahty Psychology
and Marketing, 15(1), 3-21.

Siorbacka, K., SlIandvik, T., and Gronroos, C. (1994) Managing Customer Relationships for Profit: The '
Dynamics of Relationship Quality. Infernational Journal of Service Industry Management, 5(5_), 21-38.

Tinto, V. (1975) Dropout {rom Higher Education: A T hsorencal Syuthesis of Recent Research, Review of
Educational Research, 45 (Winter), 85-125.



Global Business & Economics Anthology, March 2010 145

. Tinto, V. (1993) Leaving College: Rethinking the Causes and Cures of Student Attrition. 'U. Chicago Press.

Veloutsou, C., Saren, M. and Tzokas N. (2002)\. Relationship Marketing: What if ... 7. European Journal of
Marketmg, 36(4) 433 - 4352, o

Watson P. (1998) NEW VISTAS A Vision of the Role of “Virtual” Umversuy Vzrtual Umverszty Joumal
1(1), 220 - 225.

Woodside, A., Frey, L., and Daly, R.T., (1989). Llnkmg service quahty, customer satisfaction and behavioral
intention. Journal of Health Care Marketing, 9. 5-17.

* There is an unresolved debate aboiut.whether customer satisfaction ensues from positive assessments about quality

{Bejou and Palmer, 1998; Peyrot, Cooper and Schnapf, 1993; Woodside, Frey and Daly, 1989) or whether customer

satisfaction is an antecedent of perceived quality (Bitner and Hubbert, 1994; Bolton and Drew, 1991) ' _

¥In 2002, HKU SPACE was the only continuing .education institution considered with an University status in
- providing education to tertiary students (UGC Report in 2002, HKU SPACE, n.d.). It was the market leader in 2004-

5, offering full-time and part-time education to over 100,000 Hong Kong fee-paying students per year (Secretariat
" Paper of Federation of Conunumg Education in Tertiary Institutions, 2006). : :



