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Abstract

This paper is regarding study and analysis of egleliterature to create the theoretical
framework for understanding how the expectationstafrnational students vary and what they
regard as consumer satisfaction during their egped in higher education at an International
University. The aim of the study is to better ursi@nd how the student’s expectations vary due
to their geographical diversity and what they cdasias consumer satisfaction by the time they
are done with the program. It is also importaninderstand the parameters they consider to
measure how satisfied they are with the relevahtieecexperience by the time they complete
their education.

This study explores what are the various aspeatssthdents consider as necessary parameters
to feel they have received what they expected thigheducation experience. What are the
expectations of a student when they join a progrBmtese expectations differ by nationality
or programs? What do the students consider whesurag satisfaction level?

Introduction

The purpose of this paper is to review and andlyaditerature regarding students’ satisfaction
with various aspects of the education and sentltasthey receive at an International university.
It is obvious that students are the single mosoitamt stakeholders in any university. Their
experience and satisfaction is of importance tdtheersity’'s management. Students are the
consumers even if not the direct customers of theeusity. It is important to understand what
their expectations are and if they feel they hasleeved it on completion of their education. It is
also important to understand what kind of experethey had during their course of studies.

From the perspective of an International student,&nough for a University to have good
quality education and a good reputation only? &d5b a necessity to have qualified educators
from relevant industries and good student facgite attain this positive experience? What
would really add up as a positive experience fodshts as they graduate? Are the expectations
same for each country or do they vary by natioyr2lit

Objective of Study
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The study aims to understand the expectationsidests when they join University. The study
will try to decipher how much variation exists lrese expectations based on the student’s
nationality and whether or not they are satisfigdhe time they complete their education at the
university.

Research Problem

The paper explores the variation in expectatioriatefnational students from their University
when they join for higher education and also tpeirception of satisfaction on completion of
their degree.

Research Question

- What are the expectations that International stisdeave when joining a University for
higher education?

- How do these expectations vary from student toestubdased on their nationality?

- How do these students perceive consumer satisfasticompletion of their education?

Literature Review

International students are valued in any intermati@niversity not just for their monetary
contribution but also for the rich cultural mix thiering to the environment of the university. A
good mix of international students, give the domsesttidents an opportunity to sample the
global environment even without having to leavertben country. International universities are
more popular with students of today who wish taresbout the whole world and venture out to
try their futures. The everyday interactions arad t knowledge with the International students
add a rich ingredient to this experience. This atloa better prepares the students for a more
global future as compared to other private andipulliversities whose exposure to the global
culture is a lot less. The university and the countill gain much more from the international
students studying in the international universities

These international students popularize some usities over others based on what they expect
their experience to b&ince the contribution of this student populati®particularly of very

high importance to the university, it is equallypontant to make sure their university experience
is a positive one. Nevertheless, research conduatedhe experiences of international students
in higher education worldwide indicates that studeparameters and levels of satisfaction vary
(Roberts, P. and Dunworth, K. 2012). It is not &satprising since they are from all over the
world and their cultures and expectations are gerde. Understanding how to meet the
expectations of these students cannot merely edl@s how higher education is treated on the
domestic level but to understand the diversenetiseafneeds. Along with the learning
experience this level of satisfaction will alsouig the need to communicate for better
understanding and providing facilities at the pbgsand mental level.

From the point of view of Universities, it is inag@ngly important to understand students and
their various needs in order to be able to sucaeedtering to them. Being able to maintain the
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‘distinct image’ is important to retain and increale competitive advantage in the market.
Some universities specifically invest their timelanoney in increasing the brand name and the
education quality as per market needs to creaiffegiethtiation from the competitiorP@lacio,

A. B., et al, 2002) Based on the changing market trends and thestsidarious perceptions of
what they want, universities are collaborating vathanizations to create future human resource
pool which gives stability and confidence to studesn their choice of education and university.

Expectations of students

The vast range of degree courses and institutieaitadle to students today make the decision
making process rather compldérice, I. et al; 2003). Among expectations somghefwidely
discussed needs of most students are as follows:

1. Brand or reputation of the University
2. Quality of education

3. Facilities provided and

4. Services or support

Brand or reputation of the University is very imaot for most international students who judge
the quality of the university based on the brarmbgaition. The legends of many universities
decide for them how many applications will be rgediin one year to be able to choose the best
match from among the applicants. A study done wiBournemouth University stated, the
reputation of their hospitality and tourism progsaamd educational links are the most important
considerations in student decision making, reggrtheir choice of program and place of study
(Russell, M. 2005). If fees are higher than thatahpetition universities, then the reputation
must be ‘promoted with increased vigor’, as repatais the crucial constituent in the

‘positioning of a university in its competitive dnanment’.

The quality of education is no more limited to divdeveloped curriculum only, anymore.
Students research on what they want to study andetbvance of that curriculum for the chosen
field of their study. Again it is not just limited relevance of the curriculum. Quality of a
University also lies in the faculty members wholwebch the various subjects. Commonly
students reflected that their university’s perfonecewas ‘best in the areas of encouragement of
innovation and the quality and experience of st&tudents selected programs dependent on the
eminence of faculty members while the prominencemfanizational learning and expertise’ is
thought to be the foundation of competitive advgatéRussell, M. 2005). Students today want
to be taught by professors who have rich knowlezfgbeir subjects not just due to educational
degrees but due to relevant work experience fromstwitney can quote and guide students. The
quality of education also deals with the relevaoickow much theory is mixed with practical
experience so that students know the applicatigdhetheories that they study in their field of
work.

Education is not limited only to the curriculum ahe lecturers but also the relevant facilities
needed to learn the practice of the theories. Ashevariation in expectations of students,
facilities may include a building with proper clessms or breakout areas or a football field.
Laboratories and various student departments atagimportant to enrich the experience of the
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students. Possibilities to learn about variousuceli, trade habits and languages also create a lot
of interest in students. Asian students specifygatefer teacher centered learning facilities while
European students prefer more student-centeredihgaexperiences (Russell, M. 2005).

Finally one of the most important elements whidlstldents expect is support from their
educators and supporting staff during their expegeat the university. For some students who
come from other countries the support servicesrargt important. These students so not know
the language or culture of the new country ancheeitio they know their way around. They
heavily depend on the services to choose on thedisity. A survey identifies location and
social facilities in town as the second and thiidnity factor for 25% of university students
(Price, 1. et al; 2003). Many times shortcominga dfniversity are overlooked provided the
students are happy with the support that theyeeiving. The support can be either to help
with their assignments or extra tuition or it maydbout help with their accommodation and
services around the campus. Some students alsdmbecheard by the management and believe
a representative student body to speak for allestisds a very important part of the support
services.

Variation by nationality

The development in the ‘international educationkatiin the next twenty years will be
controlled by Asia which will ‘account for almos®% of the global demand for international
higher education’. Consumer satisfaction in thesgass will be a crucial strategic means of
upholding such a competitive situation with ‘loregrh benefits arising from student loyalty,
positive word of mouth and image of the higher edional institutions’ Arambewela, R.,

2006) This is possible by meeting challenges of cunngatorldwide competition and growing
student expectations for ‘quality, service, andiedbr money'.

It is proved in a study that Asia will continuelie the ‘chief growth region’. Student bodies will
contain over 70% of consumers from China and Imdiech are developing as two foremost
foundations of international students. Non-Asiaardades like Turkey, Morocco and Iran will
become fresh foundations of international studantsture. This is in view of the growing
mandate for foreign education in these countriesohtrast, the study assesses that the demand
from ‘traditional countries’ like Europe and the A@ould wane over the years.

Now international students account for over 25%lbforeign students in higher education and
the statistics is expected to mature consideralily tiwe growth in demand in countries like
China and India. “The students from China, Indmdnesia, and Thailand selected for this study
are from countries that represent 61% of all Aqiastgraduate students studying in Australia
and have shown a potential for further growtAtgmbewela, R., 2006)

The requirement to understand the consumers’ rgreds with the variation in clientele.
Students from various countries come with varioyseetations when it comes to their
perception of what they would like to gain by tmel@f their education period. Students from
China and Thailand perceive satisfaction of thepgeetations much differently than students
from India and Nepal or Europe and USA. To be &bletain the waning students flow from the
western countries and to be able to attract thefleawof students, universities need to be able
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to not only concentrate on customer orientationdbs customize support services and facilities
based on needs of various students.

Perception ofConsumer Satisfaction

The marketing aspects of all universities aim ghlr enrollment. When students expectation is
met their level of satisfaction leads to loyaltywsods their institution. Students tend to refer
other prospective students to the same institwtilbich leads to higher enroliment numbers. It is
certified that contentment with the program cleaffgcts consumer devotion, which is
measured through satisfactory social communicatiwhthe intent to rejoin other programs
offered by the same institution (Navarro, M. M.030).

Research done in the past stated that it costs mocé to attract a new customer than it takes to
retain an existing customer. In the same way inersities a student’s level of satisfaction can
be measured by their decision to stay on at theeusity or further education. Educational
institutions disagree to be customer oriented @g tlo not see it fit for their reputation. Though
more and more universities are understanding ted far customer orientation to sustain in the
competitive marketplace. “Students who complain aredresponded to immediately, even if the
response is not favorable, can actually become toged than students who appear to be
satisfied without complaints” (Deshields Jr, O. \at.al, 2005) .
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