ISSN(Print) : 1229-1889
ISSN(Online) : 1975-7220

J Korean Soc Qual Manag Vol. 41, No. 1: 53-68, March 2013
http://dx.doi.org/10. 7469/JKSQM.2013.41.1.0563

AIEEQ WKFE0| =HURkEN S SHE0| OiXl= HE

Effect of Difference Education Quality on Student
Satisfaction and Student Loyalty

Kim, Gye—Soo*

Dept. Business Administration, Semyung University, Republic of Korea

Abstract

Purpose: The paper presents research that examine relationship difference education quality, satisfaction,
loyalty in university education sector. Specifically, the effects of difference education quality on student sat-
isfaction and loyalty in the context of education quality are examined.

Methods: A model of difference education quality effect on student satisfaction and loyalty is introduced and
tested in the university using student perceptions of provider. Questionnaire was developed, and data was
collected and analyzed for this study with SEM(Structural Equation Modeling).

Results: The results are as follows: Education capability, BNIE(Business Newspaper In Education) are sig-
nificantly influenced on student satisfaction. In addition, student satisfaction is significantly influence on ex—
ternal customer satisfaction, professor image. Professor image is significantly influence on student loyalty.
Conclusion: Upon learning of student need and want, professor can focus on development of difference educa—

tion quality based on student need and want.
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Table 1. Definition of Customer Satisfaction

Researcher Definition

Westbrook(1987) overall judgement for the consumption of products and services

Satisfied about the characteristics of products and services (unmet, and whether

Oliver(1997)
you meet)

Fornell(1992) The overall purchase judgement
Westbrook and Oliver(1991) After a particular purchase choice evaluative judgment

Extent the perceived discrepancy between the pre—-expectations and actual

Tse and Wilton(1988)
product performance
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Table 3. Grade—level Reading

Grade Grade
Reading 1 2 3 4 Total
Frequency 0 2 1 0 3
1. very reading % 0.0% 66.7% 33.3% 0.0% 100.0%
disagree year % 0.0% 6.9% 3.2% 0.0% 2.3%
total% 0.0% 1.5% 0.8% 0.0% 2.3%
Frequency 3 5 4 1 13
2. very reading % 23.1% 38.5% 30.8% 7.7% 100.0%
disagree year % 8.1% 17.2% 12.9% 2.9% 9.9%
total% 2.3% 3.8% 3.1% 0.8% 9.9%
Frequency 26 10 10 16 62
Reading reading % 41.9% 16.1% 16.1% 25.8% 100.0%
(newspaper, | 3. usually
book) vear % 70.3% 34.5% 32.3% 47.1% 47.3%
total% 19.8% 7.6% 7.6% 12.2% 47.3%
Frequency 5 10 11 11 37
4. agree reading % 13.5% 27.0% 29.7% 29.7% 100.0%
vear % 13.5% 34.5% 35.5% 32.4% 28.2%
total% 3.8% 7.6% 8.4% 8.4% 28.2%
Frequency 3 2 5 6 16
i'ysggffe_ reading % 18.8% 12.5% 31.3% 37.5% 100.0%
vear % 8.1% 6.9% 16.1% 17.6% 12.2%
total% 2.3% 1.5% 3.8% 4.6% 12.2%
Frequency 37 29 31 34 131
Total reading % 28.2% 22.1% 23.7% 26.0% 100.0%
vear % 100.0% 100.0% 100.0% 100.0% 100.0%
total% 28.2% 22.1% 23.7% 26.0% 100.0%




62 J Korean Soc Qual Manag Vol. 41,No. 1: 53-68, March 2013

2 ArEdoel] e 22 A adlell wek 2244 Aol Aot A A Aol 2Ask] AlFE T
2PHA WSEAL V&Y 2 WS WS B AT dE gt A wSEES we aS
A%, SAAY, A7) AR S 8%l T4 a8kl o R FAEAT wSAFAL wys IS R o
T A AdaiM B, wes AHHoR wPHE N 5 Al A @5e AdEssitkParasuraman et
al.1985; Gronroos, 1982). =4 74Q 8212 SAAY AxE A i, A7 2= T84 24X, 54+ 44
Aol AH 5 Al 71 FES At (Bloemer et al. 1998; Dabholkar et al. 2000; http://nieonline. com/)
TG WH2 AR AP G5, ARSIt 2 T84 xR, BARE 2390 R BAYSE &

s Al F5E& dgseidh
A QR0 S| wSF A diEl] A Ao ® 7= AWl JrhE weit) s vecle slE
HEEE 2 A, Nds s8] S, diddAl sHol —or'/FfSH A, 7]% 2L ﬂl‘iﬂﬂ] Yol iy,

% 1o,
o—€
oo
rO
o
i
p

Al ¥ 5 vA7HA &t Heskett et al.

1.1
QF- AN Q12 ALSlAA 7= EAES] ARl HAEE “EL?}E} o] 7]‘”‘: o © E] AHES A5
sh, AlES HAAAH] S, AMES 7IEAFAE TEH] & 5 AIZEA] dEe]tiFornell et al.1996; Dabholkar
et al. 2000)

wgrolu] R 1L shAjo] ZojAl ARl wgol| tial 7] IAHS wetth wg oju| A& g oju] A= F2
A, W= A AHE A e wg= v vlo] lo] Hel Fo] A7HA] o ® S48 th(Kotler. 1988;
Chaudhuri, Holbrook. 2001).

L0 7 SHZA T = dhajo

0 . ] T
oA FHska A, ﬂfrJ fr‘?j-% ‘jr/\] =l é«l%, ﬂfroﬂ fHOlW &=l
Rt

A T A 7

’

0, P IARNEL, 35 ofv)A, 9
)

TNl el Al gt E‘r%‘é% gl %éﬂfﬂ g

Al

ol-g-33itt. o] A ﬁﬂﬂxl% %@f& QA = ?Eﬂo”‘é*ﬁ‘EEﬂ__l% A Qe AR FAle] 22
] Fit: 0.9¢)/¢¢]™d A3, GFI(Goodness of Fit:
0.90’Fol™ A3, AGFI(AdJusted Goodness of Fit Index: 0. 9°] ol Agsh, NFI(Normed Fit Index: 0.99¢]
ol A3eh), NNFI(Non-Normed Fit Index : 0.9¢]/¢o]®d A3t8h), RMSR(Root Mean Square Residual: 0.05
olatol nlgt#]g}), CFI(Comparative Fit Index: 0.90)/do]d wlgash), A (H&55 nlghald), ol tigh pik
(0.050) e whghAgh), x*/d.f(3e]ste]d A7l QHgstE K]l &5 o-&33lth

o] ol Azl 2=368.860, AHr=E(d.D=231, p=0.000, x?*/d.f(368.860/231)=1.597, GFI=0.807,
AGFI=0.749, RMSR=0.044, NFI=0.875, NNFI=0.939, CFI=0.949 52| A§x4=& ®3lt}h. GFI, AGFl, NFIX|4
& Z)EA O rldety thE A V)R] oS Hol MRHAQl AR = EAE fles ERlESit) oo 7
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Table 4. Confirmatory factor analysis of measurement model

Standardized Average Variance
Factor ltem loadin Error term Construct Reliability Extracted
& (CRD:0.7more than) | (AVE2: 0.5 more
(0.4more than)
than)
vl 0.813 0.218
educational com= V2 0.91 0.149 0.898 0.747
petencies
v3 0.775 0.34
v 0.788 0.269
reading management vH 0.928 0.102 0.920 0.794
v6 0.852 0.201
v7 0.821 0.294
economie: newspaper v8 0.849 0.214 0.886 0.721
literacy education
v9 0.812 0.288
v10 0.819 0.247
vll 0.794 0.27
student satisfaction v12 0.632 0.416 0.840 0.605
v13 0.746 0.3
v14 0.583 0.465
v15 0.906 0.179
customer satisfaction v16 0.948 0.094 0.948 0.858
v17 0.906 0.147
v18 0.893 0.157
professor of images v19 0.848 0.227 0.924 0.803
v20 0.878 0.177
v21 0.931 0.137
v22 0.943 0.111
student loyalty 0.933 0.778
v23 0.772 0.371
v24 0.852 0.257
(302 .
1) CR =——="———— | here, (}A)*=sum the squared sum of factor loading,
(oA +(336) o
o o (26,)zsum of the error variance terms for a construct
(2 , .
2) AVE =——=-— here, ’ZA?:sum of squared standardized loadings, (Z_‘,Jl)=sum of the error variance terms for a construct
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Table 5. Correlations among factor and AVE

factors 1 2 3 4 5 6 7

educational competencies(#1) 0.747

reading management(#2) 0.737 0.794

economic newspaper literacy

education(#3) 0.767 0.775 0.721

student satisfaction(#4) 0.695 0.684 0.794 0.605

customer satisfaction (#5) 0.123 0.212 0.257 0.545 0.858

professor of images(#6) 0.846 0.696 0.759 0.735 0.261 0.803

student loyalty(#7) 0.807 0.658 0.794 0.875 0.306 0.872 0.778

(note) diagonal matrix is average variance extracted(AVE).

R AHEAS ANF A3, BE QAVES 0= 0.05904 fold ARDAZ BT RASelE B
o] g Wol3L Qo] AT AN glETke] WAt AAeka Q8- A 5 9Iget. olo] tizha A
o HFEAFEATTL 2 a9le] A RSO dAR 27) we] 2 aolzleli Fi e ey
o) Qeg A % gt

)

Q7o) Ve 7 a91gke] A77bA AEe]ig 81517 Slad o] R U(Structural ModeD ¥4} 2148}
o =

)\El
AF7H AFEEe
A7 AFRES
BAA 2=470.073, AHrE(d.H=242, p=0.000, x*/d.f(470.073/242)=1.942, GFI=0.737, AGFI=0.675,
RMSR=0.065, NFI=0.841, NNFI=0.903, CFI=0.915 5-¢] A3#4& B3It} GFI, AGFL, RMSR, NFI & 7]#4]
off WA X v A g FA7F glo] AR de] Agtell= AV flvka wdsigith 7R AdE
Agshd oS <& 6> gk



decision
making
accept
reject
accept
accept
accept
reject
accept

p
007
735
.000
.000
.000
599
.000
Auit £

L
L

cr.(t)
2.676
.339
4.177
4.612
10.540
.526
12.652

std
Error
137
133
126
.103
.090
.060
.088

07 YebdtHp<a = 0.05). yhdo] E4

al

A

path co-
efficient
.366
.045
525
475
949
.032
1.109
2 YePdtH(p>a = 0.05). ©]

A

7] &= 202 YElTHp>a = 0.05). BES 71402 37t vep

o

unstandardized

al
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student sat—
isfaction
student sat—
isfaction
student sat—
isfaction
customer sat—
isfaction
— professor image
— student loyalty
— student loyalty

N
N
N
N

Table 6. Parameter estimates for relationships and Causal paths
path

educational com-
petencies

reading management
economic newspaper
literacy education

student satisfaction
student satisfaction
student satisfaction

professor image

H1
H2
H3
H4
Hb5
H6
H7
(note) significance at t>+1.96.

Hypothesis

Ao eEthp<a = 0.05).
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