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ABSTRACT

Scale Development For Measuring Retention In Distance Education

Prepared by Gbala O Moses
January , 2016.

In consideration to the development of distance education, and
subsequently, the proliferation of distance learners, it is exceedingly important
for institution to discover strategy that can foster students retention by
identifying their needs and implementing practices that enhance persistence
(Tinto, 2012). This study examines the effective constructs in student retention
by investigating dynamics for retention from customer value, technology
,quality, satisfaction, corporate image, behavioural intention, loyalty and
retention. This study is helpful to service providers (educational institutions) to
improve their marketing strategies to ensure that distance learning students
(customers) remain with their desired online programs and is also aimed to
identify which engagement initiatives and practices are expected, effective,
and predictive for retaining distance learners.The result showed that student

behavioural intention and loyalty lead to retention.

Keywords : Retention, Attrition, Satisfaction, Loyalty, Quality, Persistence
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CHAPTERI

INTRODUCTION

Because of thé;frapid development of technology and heightened request by
- an individual, the invq]yement of computer and internet by both teacher and student
‘in education is now mbnumentally unavoidable. Teaching and learning process can
" take place even while'fboth teacher and students are physically absent and this is no
longer a new practicg;: but a contemporary area of education which is putatively
~"~'understood and embféced by an individual of different ages, which provides for
f learners the opportudities to learn at more convenient platform. Learning from a
distance is widely ac{:épted on a proven premise of its undeniable usefulness to
,'tﬁhose, who do not have adequate time to manage their jobs, duties, domestic work
and to acquire educaﬁon by attending classes on campus. Besides, students, who
: ‘a‘r‘e physically challen'ged prefer distance learning to traditional classroom system of
; education which might",'not have adequate facilities needed to cater for their learning
'Sfyles, stimulate academic excellence performance. Also, students that are living at
distance to a campus, do not have to bother because distance learning programs
,a:re independent of 'g'ebgraphical location.
| It is not necessary for a student of distance learning program to attend
: classes on campus or.to be coming and going around classrooms for lectures. This
. p‘towdes colossal beneflts for those, who live far away from an institution, at local
:‘ynvironments where there is no college and to students that live overseas. Distance
ducation is capable of providing affordable and wider ascess to education for as
“many that wish to save their resources such like time, money and are still interested

~in acquiring knowledge, education or certain skill.




One of the benefits of distance learning program is that, it is invariably less
expensive than face to face classroom college because distance learning programs
do not cater for some facilities that include some expenses such as classrooms,
chairs and desks for learners so certain amount of money can be saved, thereby
providing opportunity for those who might have been financially incredible to
acquire higher education traditional, to access distance learning. Because it is cheap
and rapid development of science and technology and because of endless request
for effective educational systems, distance learning is gaining popularity and
~attention” (Zhang, Zhao, Zhou, & Jr, 2004). However, student attrition in distance
learning has been an issue of concern for a long time (Summerskill, 1962).
Research from few colleges revealed that students, who could not finish their study
claimed lack of adequate finance, lack of quality service, personal and undisclosed
reasons as the responsible factors for their attrition (Cope, 1978). Having a college
Qertificate can bring about better standard of living, more secured future, and
fulfilment of vision. There are many advantages to be gained by attending college,
fhe fullness of the benefits is invariably meant for those, who finish their study and
are certified (Paulsen, 2001). Students, who do not finish college are susceptible to
tc:have delay in realizing their dreams or earn low salary (Gladieux, 2004). Society
depends on an educated individual and gains nothing from student deflection (Kline,
Asker, 2001).

; Universities do not gain anything from student attrition but rather record
‘educed income when students do not finish their study (Murphy, 2003). Feldman
( 1 993) studied students behavioural intentions, how the intentions can affect social
| ification, and the relationship between intention, social unification, and the desire
:‘opersist. The salient result of the study was that institutional behavioral, service

juality, student loyalty impacts retention.
‘!The major benefits of distance education are as follow:

Invariably Less Expensive: Distance learning courses are more affordable

than the cost of attending traditional schools . The costs of equipment, infrastructure




and acomodation which are attached with expenses for living are invariably the most

expensive aspects of a college education, so distance education can help you to save
certain amount of money.

More Considerate: Students, who are offering distance learning courses, are
able to decide on the time to study and the duration. You are also capable of planning
your study together with other activities. Since you are not bound to a classroom,
learners do go on with their study any where they can access a computer and the
internet.

It is flexible: Learners opinions, suggestions and weaknesses are being put
into consideration in decision making or before setting a deadline for submission of
-assignment and completion of a task. The online learners can go about others things
together with distance education. Students can spend longer time on the course that
‘tends to be difficult and they are the determinant of the pace for study.

Science and Technology: Through connection between computer and internet,
students can receive their online lectures anywhere at anytime. The major requirement
is the availability of computer and internet amenity.

: Availability: Distance - learning programs have immensly developed over the
: past few years, with many approved and reputable programs available for learners.

Wider Access Students of distance education can work on the course just at
-anytime and anywhere you have computer access. Your study schedule can not be
‘hindered by where you are. Distance education is adapting to the needs of the world
citizens.
| Time Saving: Students do not need to spend time attending a classroom or
‘travelling to campus for lectures or for any order reasons.

‘ It Centres on Students: While students are having online chatting, they can
see and respond to other participants’ comments and provide their own comments
‘about the topic at discussion. Sometime, students respond to those topics on
discussion that majorly address their concerns and situations thereby producing
féeveral smaller units of conversations to be taking place within the group. Students take
charge of their own learning experience and channel the on going discussions towards

meeting their own individual expectations.



Limited Discrimination: Learners do not converge in classroms for lectures
and occasionally visit campus so this reduces every factor that can foster discrimination
such as age, dress, physical appearance, disabilities, race and gender .Because of this,
~ attention is focused mainly on the content of the discussion and learners’ ability to
- contribute positively and constructively to the material at hand.

Access to Resources: It is not difficult to involve renowed visiting scholars from
- other schools in an online class as well to give allowance to learners to access
- materials, relevant information and online libraries anywhere in the world. An instructor
- can compile a resource section online with links to scholarly materials, articles, and
- other things that are relevant to the courses they study.

| Creative Teaching: Distance education embraces the use of interactive learning

-~ materials that provide self-direction and logical thinking. Some educators got recognized

by applying these concepts to their on ground teaching.In the online environment, the

ntructor and learners form collaboration to create a dynamic learning experience.

1.1 Statement of The Problem

For the nature and significance of the problem to be discussed in details,
ome strategies such as relationship marketing, satisfaction, loyalty, and student
fe’tention shall be explained and elaborated upon. Relationship marketing is now a
ital topic in the issues of marketing during the 1990s. Many international seminars
and special issues of journals such as the European Journal of Marketing (1996),
he Journal of the Academy of Marketing Science (1995), the Asia-Australia
Marketing Journal (1996), and the Journal of Marketing, have successfully created a
Worldwide forum for discussion on relationship marketing, its issues and promises.

" Relationship marketing has to do with the act of managing and maintaining
f"ealthy relationship strategy created to foster effective, durable customer invitation
to a service. The goal is to foster sales repurchase, enhance inter personal
"{fpromotion and collect customer data. Good relationship marketing involves a series
“of network of strategies with technologies that can assist to achieve a better, more

:reliable relationship with current and prospective customers.



Scale development for measuring retention in distance education by

assessing student value, technology, service quality, student satisfaction,corporate
image, student behavioural intention, student loyalty and retention has not been

investigated in distance learning program.

1.2 The Objectives Of This Research

Relationship marketing theory explains cordial and beneficial relationship that
‘should exist between service providers and customers. This research work is
‘marked to measure customer retention intentions by examining students value,
“technology, service quality, satisfaction, corporate image, behavioural intention,
]onalty and retention at diploma level in distance education program.

The goal of this research is to measure the level of students satisfaction,
‘retention rate in distance education and to determine the factors that can foster
~students’ defection in distance educational organization.

The outcomes of this study may be helpful to service providers (educational
“institutions) in order to improve their marketing strategies so as to ensure that online
‘students or customers behavioural intentions and expectations with the online

frograms are meet. The outcomes of this research (key success factors) may

ncrease student retention, which leads to increase in future tuition revenues.
‘he research questions are as follow ;

> How satisfied are students with the quality of instructional and other
educational services?

> What are the factors or student characteristics that impede non-traditional
online student persistence in distance learning?

> What is the rate of student retention in distance learning program in Near

East University?



1.3 Proposed Research Model

Many researchers in customer loyalty, retention and deflection investigate the
~ processes separately but they have not linked the processes together (Colgate and
~ Norris, 2001). Review of literature shows that (Gan, Cohen, Clemes, & Chong 2006)
designed a customer retention model that connects some mojor constructs which can
~influence a customer’s decision to stay or deflect. Previous work reveals that there is a
- positive relationship between consumers’ behavioural intentions, customer loyalty and
| customer retention.

: Furthermore, there is a positive relationship between customer satisfaction,
_customer value, and consumers’ behavioural intention. Similarly, Dehghan (2012)
- found that there is a positive relationship between satisfaction and trust, satisfaction and
“loyalty, reputation and loyalty. This study is based on the work performed by Gan et al.
:'(2006) and Dehghan (2012). This proposed model is to address retention intention in
distance education, the proposed conceptual model consisting of retention intention
(customer value, Technology, Service Quality, satisfaction , corporate image ,

behavioural intention , loyalty and retention) can be found as follows:

Customer
Value T —

s

Behavioural
Intention

\

Satisfaction

Retention

S P

Technology /
g\w Corporate / Loyalty
Service Image

Qu a I i ty e N U

Figure 1 Proposed Reasearch Model (Gan, C. 2006 & Dehghan, A. 2012).




1.4 Satisfaction vs. Loyalty

Customers satisfaction is a salient factor of survival quality, institutions
- always endeavour to identify customer expectations, behavioural intentions and
formulate strategies that will help them to be ahead of average level of the service
- provided by their counterparts .Retention programs have been existing since 20th
;;Century, ever since 1960s, customer satisfaction has become an area of concern
and concentration. Kotler (1996) defined customer satisfaction as “the level at which
 ~a customer feels about the service rendered to them .

Though, customer satisfaction can be seen as an act that compares between
he inputs that can foretell the loyalty of a customer. Satisfaction encloses an
~-emotional feedback in which “customers make comparison of result to their
_expectations before they make purchase or use” (Brunner, Stocklin, & Opwis, 2008).
Quality is a consumer logical conclusion about the total quality of a product or
~customer service in respect to many areas as measured by performance, efficacy,
durability, efficiency, etc. (Petrick, 2004). Customer retention rate is a benchmark for
measuring the success of an institution and a service provider. On the other hand,
t is argued that customer satisfaction precedes perceived quality of goods and
ervices (Bitner, 1990). A conscientious evaluation of the current literature has
evealed that customer satisfaction mediates the impact of service quality on
etention. Educational services just like retail business, depe'nd highly on
'épurchases by loyal customer (Hoyt & Howell, 2011). Students keep purchasing
credit hours until they complete their study.

1.5 Application of Marketing Strategy Model To Higher Education

Managing an educational institution and a business are alike and profitability can
e enhanced through the application of similar strategies (Hoyt & Howell, 2011). The
eview of literature recognised two studies that are recent with applicable models that
re perception to customer loyalty to higher education and custmer retention to banking

hdustry but none measures retention the rate directly in continuing education programs.



It has been discovered that academicians who develop instructional websites do not
have to consider learners’ satisfaction and retention, since there seems to be no direct
financial involvement between the student and the educators. Therefore, most of these
websites are designed without fore knowledge of the learners’ needs, expectations
~and preferences. However, studies show that a well designed academic website may
" not have an effective influence on students’ perceptions of the site’s owner. Without
“the incorporation of retention program, every online business can collapse (Reichheld
& Schefter, 2000).

In many approved research models , learners are considered as customers and
educational institutions as service providers (Hennig-Thurau, Langer, & Hansen, 2001).
It should be noted that student retention has become a significant factor for educational

_institutions’ development because :

(a) Institution is being financed by the fees, paid by students

(b) It is cheaper to retain students than to get new students;

(c) Students that are retained can contribute to university teaching quality by
their commitment, and

(d) Retained students tehd to recommend their schools before and after

graduation (Hennig-Thurau, Langer & Hansen, 2001).

Many models have investigated student loyalty and retention, some researchers
such as Akarapanich (2006), and Helgesen and Nesset (2007) studied the factors that
may foster student loyalty, no one has investigated customer retention through the
application of student value, service quality, technology (facilities), satisfaction,
6orporate image, behavioural intention, loyalty and retention in distance educational

7‘programs, this research will investigate all.




CHAPTER Il

LITERATURE REVIEW

This chapter contains, the concept of relationship marketing, satisfaction,
technology, commitment, service‘quality, reputation, loyalty, customer value,
behavioural intention and student retention assessment models in distance education

will be discussed.

2.1 Student Retention Theory Vs Relationship Marketing Theory

Models of student attrition, like that of Tinto’s Student integration Model (1993)
and Bean’s Student Attrition Model (1983), are therefore not adequate enough to
provide elaborate information to analyze the student drop out rate. Processes at various
degrees in an institution or learning situations have relevant impact on student
decision to stay or leave and the relationship marketing theory helps to realise a

sustainable development in terms of student enroliment and retention.

22 Education is a Service

Education is a service and students are the major focus of the institution,
education services constitute core and supporting services. Teaching - learning activity
that takes place both in traditional classroom and online is a typical example of core
SeNice because it is targeted to bring about an expected Ilearning outcome.
Contributive services which include timely information dissemination about courses,
student advising, registration via internet, student accounts, complaints are being
attended to, and reply is provided promptly in a friendly approach.

v Marketing of educational service is about building strong ties between the
institution and students which will become the a platform on which reliable and healthy
“‘"I‘ationship becomes achieveable. Educational services can be managed the same way

of managing process of relationship. Moreover, it is more challenging than the act of



managing products because products can be standardized but it is difficult to

standardize services owing to the involvement of large number of staff.

2.3 Relationship Marketing

Relationship marketing can be defined as shift in marketing practices and
strategy, is the founding, creating, and sustenance of relationships and exchanges
;(Morgan & Hunt, 1994). This theory concentrates on the method of not losing the
:current customers by strengthening the relationship.
Marketing strategy and online education are related since they are about the
production of the product no one else can copy with an atmosphere of learning for
f‘students right from enquiry stage. The major benefit in building relationship marketing
approach in business is that, resources are managed in order to strengthen and
féstablish ties with existing customers on the proven premise that retaining existing
customers is less challenging than getting new ones.
Various models for relationship marketing have been designed widely across
fnany fields of study, specializations and existing evidence suggests that it is a
‘s'uccessful and reliable strategy. Research works on student retention and relationships
inarketing are reviewed and conclusions were drawn. The relationship marketing model
reveals another method of assessing student retention, offers another perception on
retention strategies, and provides a financial justification for implementing retention
programs. Berry (1983) provided appreciable salient point by presenting three methods
|n which relationship marketing is most applicable.
The advantages that can be derived from applying a relationship marketing
strategy in order to retain student are in three folds, and they are as follows:
a) It fosters the proliferation of the number of graduating students if being applied
effectively in educational system.
b) Itis wise and financialy profitable to commit resources to student retention .
¢) The tendency for graduants of an institution to become loyal alumni and donors
increases if relationship in built.

10




This research uses the theory of applying relationship marketing model to resolve

the challenges associated with students retention in distance education.

2.4 Satisfaction

, Oliver (1980) agreed that customer satisfaction is a complete fulfillment of
customer expectations of products quality and services rendered. If the quality of the
product meets customers’ expectations , they will feel satisfied. If this does not take
place, they will not be satisfied (Oliver, 1997). In this vein, expectations have effect on

customer perception towards the quality of products and services (Brunner, Markus, &

Klaus, 2008).
Here are some reasons why customer satisfaction is so important

1. Determinant of repurchase tendency:
Satisfaction is the tool to measuring the tendency of a customer to make a

repurchase. The practice of making a request on customers to rate their level
Satisfaction on a scale graded 1-10 can go a long way to discover the level of
tepurchase possibility. The customers that give a rating grade of 7 or beyond should be
regarded satisfied, and these are the customers that the service provider should
eXpect to come back for further repurchases.

The customers that provide grade of 9 or 10 can be regarded as advocates for
the service or products. The customers, whose result is of 6 or below shows a sure
sign of dissatisfaction and such can terminate patronage. Such customers should be

nterviewed to discover the cause of their dissatisfaction.

2. Itis a point of differentiation:
The business that will survive in a very competitive market environments is the

" one that takes customer satisfaction seriously. Recommendation will definately help a

usiness to gain more customers.

o
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