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ABSTRACT

This research study aims to investigate the relationship between service quality and
University Teknologi MARA’s (UiTM) overall corporate image, total students’
experience (TSE) and emotional attachment (EA). The study generally adopts a mixed
mode approach in its research design. From a total of 1000 respondents, only 726 data
were usable and generated for further analysis using SPSS software 16.0 and AMOS 16.0

respectively.

Prior to hypotheses testing, all items were rigorously tested in terms of reliability and
validity using both exploratory and confirmatory factor analysis respectively. All items
were found to be reliable and valid. Ten (10) hypotheses were subsequently tested using
Multiple Regression Analysis. From the analysis, several significant findings were
reported. The results demonstrate that ‘academic program quality’ is the key driver of
‘university image. Following that, ‘university image’ has a positive significant influence
on ‘total student experience (TSE)’ and ultimately exhibits strong positive impact on
‘students’ emotional attachment (EA)” with UiTM. TSE also exhibits a significant and

direct positive effect on students’ EA.

Significant implications can be gathered from the said findings. In essence, UiTM should
emphasize more on the management of its facilities, followed by program quality being
offered and subsequently, the number of student population. Other factors such as support
staff and management, academic staff are also playing significant roles in developing

students’ perception of UiTM’s image in general.

Further to that, the Importance-Performance Analysis (IPA) findings provide inputs
which are useful for university management and administrators in developing plans to

enhance the university’s level of quality which could in turn influence it overall image.

The results of regression analysis indicates that ‘program quality’ is the most important
predictor of university image and university image, subsequently, is key predictor of

total students’ experience(TSE) and emotional attachment (EA) respectively.
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CHAPTER 1

INTRODUCTION

1.1  Background of the study

The concept of corporate image has been extensively studied in the field of marketing,
advertising, and public relation (Easton, 1966). Such concepts have been described
by many researchers from various perspectives in an attempt to emphasize its
importance. Corporate image is developed via contacts with an organization, that is,
the extent to which information is being interpreted, and how the firm thinks that it is
being perceived. All of these impressions are collected in the mind of the consumer,
the press, and general public, and are organized into a pic_t_ure of what the firm is like

(Napols, 1951).

This study attempts to determine the extent to which quality of services provided by a
university influences its image and subsequently affects total students’ experience
(TSE) and emotional attachment. Such perceived quality of services include facilities,
support staff, teaching, supervision, management, program and industrial quality link.
A university's corporate image depends on students’ and public’s satisfaction on such
perceived image. This will determine the university’s actual corporate identity as
perceived by students and public (Asuncién, Gonzalo & Meneses, 2002). In addition,
Andereassen and Lindestad (1998) verified that image has a strong influence on
customer behaviour, Further to that, a study by Helgesen, @yvind; Nesset and Erik
(2007) concluded that student satisfaction and the image of the university college are

directly related to student loyalty. The results revealed that students’ satisfaction has





