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ABSTRACT
This study was a cross-cultural study of students who are planning to enroll m\er
business schools, as well as MBA students who have already enrolled m etiher\Amerlcan or Thai business

schools. The purpose of this research was to examine the lmportance o" ,‘varlous dimensions of educational

program-quality expectations and program- perceptno as experlenced by':,students from different countries,

and the extent to which percewed program quallty" tnbuted to the ov a|| satisfaction of students wuth

thus, they wouId be able,to use these skills in the real work s;tuahons' effectwely and eff:crently

ol € r\/;\merican or Thai

dlmensmns and cues that consumers use to judge

quahty,ﬂ he\same apphes to business schools as well.
Busmeés schools need a well-defined and focused
mtssnon strategy that is customer-oriented in order to
stay competitive.

Competition among various business schools has
become fiercer. With the changing in demographics,
declining government funding, and increasing competi-
tion, many universities have developed aggressive
marketing campaigns to attract new students as well
as maintain enroliments (Berger and Wallingford, 1996;

Comm and LaBay, 1996; Licata and Frankwick, 1996).

Business schools are examining their strengths
and weaknesses, analyzing the environment, including
their competitors. suppliers, and customers through
program selection, development. promotion and evalu-
ation. Therefore. it is appropriate and beneficial to
focus on the students’ needs when setting strategic

direction for the organization.

LITERATURE REVIEW

To service-based organizations, customers’
expectations play a pivotal role in judging an organiza-
tion's service. For those wishing to manage service
quality, it is most important to have some understand-

ing of customer expectations, how such expectations
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develop. and their significance in relation to service
quality. Parasuraman, Zeithaml, and Berry (1985) stated
that customers assess service quality by comparing
what they want or expect with what they perceive they
are getting. Therefore, it is essential that customers
form accurate expectations and those service organi-
zations, in turn, deliver these services at or above the
level of these expectations. The success of a service
organization will depend on how well it meets or ex-
ceeds customer expectation. An understanding of the
elements that affect the measurement of customer

expectations would assist service organization manag-

ers who wish to build a competitive edge in the ... .

marketplace (Clow, and Vorhies, 1993).

Olson and Dover (1979) defined custome\'r’g'

expectations as pretrial beliefs about a product or»

service that serve as standards or reference _points

against which product or servrce perf' ;mance is Judged

in most literature, consensus ethed that expectations

serve as standards wrth whnch subsequent experiences

are compared esultmg in evaluations of satisfaction or,
quahty (lo!tonx\and Drew, 1991; Oliver, 1980; Winer,

"’\1985 Zexthaml Berry. and Parasuraman, 1993) Know-x"‘»\

mg what a customer expects is thg’ ﬂrst and possrbly
most critical step in dehvenng qualrty servrce Belng
wrong about what customers want can mean losing

"a customer's busmess when another organization hits

the target exactly ' B ng wrong can also mean expend-

rng money ~t|me »and other resources on things that
don’t count to the customer (Zeithami and Bitner, 1996).

ln the absence of any information, prior experi-
ences of service will be completely diffuse. In reality,
however, customers have many sources of information
that lead to expectations about upcoming service
encounters with a particular organization. These sources
include prior exposure to the service, word of mouth,
expert opinion, publicity, and communications controlled
by the organization such as advertising, personal sell-

ing, and price, as well as prior exposure to competitive

:,“can?‘be

ought to receive, or deserve, glven

services (Zeithaml, Berry, and Parasuraman, 1983).

The term expectation as a comparison standard
is commonly used in two different ways: what custo-
mers believe will occur in a service encounter and
what customers want to occur (Cadotte, Woodruff, and
Jenkins, 1987).

Based on the results of focus groups, Zeithaml,
Berry, and Parasuraman (1993) mdrcated that customers’
service expectations exist at two dlfferent levels: a
desired level and an adequate 1evel (see Figure 1). The
desired service Ieve!J eﬂects the service customers hope

to recerve Thls IS a bIend of what customers believe

»,

\‘per\fo,,, ";and what “should be” performed.

’\'Desnred serwce is similar to what Liechty and Churchlll

\979) viewed as the level of performance customers

’ercelved set of

costs. Recognizing the desired 'evel of servrce rs ‘ot
always possible because customers have a minimum

level of servnce that they W||| tolerate. This is called their

adequate of tolerance that customers are willing to

“-'_/”accept and the predu:ted level of service customers
‘"*expect to recelve (Oliver, 1980; Zeithaml. Berry, and

’":‘_,Earasuraman, 1993). The adequate service level reflects

what customers find acceptable. It is, in part, a function
of customers’ assessment of what the service “will be.”
This level of expectation is comparable to Miller's (1977)
minimum tolerable expectation, the bottom level of
performance acceptable to the customer, as well as
Woodruff. Cadotte, and Jenkins' (1983) experience-based
norms.

Zeitham!, Berry, and Parasuraman (1993) con-
cluded that prior to purchasing a service, consumers
hope to receive a particular level of service. In addition
to this desired level, customers have in mind the
adequate or minimal level of service they will accept as
meeting their expectations. Between the desired level
and the adequate leve! of service is a zone of tolerance
and somewhere in this zone is the expected or

predicted level of service the customer really expects.
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Customers’ service expectations are character- tolerance is very important to managers because it

ized by a range of levels bounded by desired and identifies the sensitivity level of customers to variations
adequate service rather than a single level. This toler- between desired and adequate service levels. To obtain
ance zone, representing the difference between repeat purchase, service organization§ must consistently
desired service and the level of service considered perform at or near the desired level of service and at
adequate, can expand and contract within a customer or above the anticipated level of service.

(Zeithaml. Berry, and Parasuraman, 1993). This zone of

v

Figure 1: Nature and Determinants of Customer Expectations of Ser\j/ic'et\\
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The zone of tolerance can vary from customer
to customer, and potentially, from transaction to trans-
action for the same customer. Some customers had a
narrow zone of tolerance. requiring a consistent level
of service from service providers. where as other
customers tolerated a greater range of service. There
are many different factors that lead to the narrowing
or widening of the tolerance zone. Some factors are
controlled by the company and others are controlled
by customers. Zeithaml, Berry, and Parasuraman (1993)
found that an individual customer's zone of tolerance
increases or decreases depending on a number of

factors, including company-controlled factors such as

price. In addition, the customer’s zone of tolerance may "

also vary for different service attributes. Parasuraman

tangibles. Thus, customers mrght have narrower zones

of tolerance for some dlmenelons than for others.

in the measirement of service quality and customer\

‘i'sat' f ctlon very litle research has been conduoted on

the measurement of customer expectatrons of servrce
from which judgments concermng quahty and satlsfac—
tion are made. The research that has been conducted
had either manlpulated consumer expectatlons mea-

xpectatlons prior to the experience,

sured’ customer §
or n\easured ! ustomer expectations after the experience
(Anderson 1973 Cardozo, 1965: Olson and Dover, 1979
Stayman, Alden, and Smith, 1992; Tse and Wilton, 1988).
Within the satisfaction/dissatisfaction literature, various
approaches for conceptualizing consumer expectations
have been proposed. Each conceptual based on a
different theoretical foundation. The most prominent
conceptual definition utilizing expectancy theory (Tolman,
1932) was that customers expectations are predictions
made by the customer concerning the outcome of a

service transaction or exchange (Leichty and Churchill,

1979: Miller, 1977; Otiver, 1980). Other researchers using
equity theory (Adams, 1963) and the ideal point models
of customer preference and choice (Holbrook, 1984)
have proposed the normative concept of ideal expec-
tations defined as the wished-far level of performance
or the desired level of performance (Miller, 1977, Swan
and Trawik, 1980).

Past research has provnded very little informa-

tion about the nature and stablllty of consumer

/;1 9§2 Z’Oliv\ér“an‘d Deserbo 1988; Parasuraman, Zeithamit,
o ;and Berry 1985, 1988; Stayman, Alden and Smrth 1992

Zeithaml, and Berry (1 088) stated that customer evalu—a.% -“Tse and Wilton, 1988). Therefore, it* lS essentlal frrst to

examine the stability of customer expec‘catlons over

time.

Accordlng to Berry and Parasuraman {1991), the

passage of Trme per se should not be viewed as a

' "f'causal faclor Rather other factors, such as customers
"ecquujrng addrtlonal information, may change expecta-

... tiens from one measurement to the next. These factors

can influence expectations both positively and nega-
tively. They suggested that customer expectations are
not stable enough 1o be used as a base for development
of marketing and operational plans. Clow and Vorhies
(1993), however. argued that customer expectations are
stable. at least in the short term. Therefore, managers
can survey their customers’ expectations and then
develop plans and objects to meet these expectations.
As a result. marketing plans can be developed to
suggest to customers what to expect from the organi-
zation, with operational plans ensuring that customer
expectations are met or exceeded. Most marketers
assumed that customer expectations could be changed
by the judicious use of the marketing mix variables in
the long run. Thus, it is essential to fine tune opera-

tional implementation of these programs.
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Kurtz and Clow (1991) hypothesized that the
amounts of time customers spent waiting for service
also had an effect on customer’s expectations. Customers
who have to wait longer than they expect will change
their expectations for future service encounters. Another
important factor influencing customer expectations is
the image customers have of a service provider
(Gronroos, 1984). Not only does the image influence
customer expectations of the organization but research
has shown that customer expectations of the service
provider are also affected by a consumer’ image of other
organizations (Cardozo, 1975). Therefore. customers
inherently compare organizations within the same

category in developing images of a specific organization.

Customer expectations are affected by the

hY
consumption experience. Therefore. to be accurate,\‘

measurement of expectations should be performed pr'Or

to consumption of the servnce and xexpernence should

be measured after the’ "umpt;ol‘ of service, It is

important to be ab}e to determme what a customer is

looking for and?ﬁto prowde that customer with a positive ‘

<d|me,[1319[),

experience by meeting or exceeding their service quality

expectations. Clow, Kurtz, and Ozment (1998).

RESEARCH OBJECTIVES

The model for this study (see Figure 2) will be
used to determine what are the expectations and
perceptions of students from different countries. The
difference between students’ pre-program expectation

and post-program perception is the|r percetved program

\/

}f\assess the dimen-

quality. The model! will b v
sions of quality mos (important to students so that

unlversmes can use thls information to improve their

students satlsfactlon For the purpose of this study,

he auth@r wntl use four dimensions of service quality as

'\‘ed by PZB. namely: tangibility, responsnveness

.assurance, and empathy. The author omlued the re!nbilrty

dimension of PZB model because the rellablhty dlmenswn
is implicitly applied to all other dlmenswns as a promised

service. A more appropnate dlmensmn for educational

'@rogram content and course structure
LN l
subs’ututed

industry, the
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Figure 2: Research Model
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the éBgye"'reéearch model, hypotheses were listed as follows:

H1 /"'[There are no significant differences between H3: There are no significant differences between
fourth:year undergraduate students who are planning fourth-year undergraduate students who are planning
to enroll in either American business schools or Thali to enroll in either American business schools or Thai
business schools in terms of their expectations on the business schools in terms of their expectations on the
tangibility dimension. responsiveness dimension.

H2: There are no significanf differences between H4: There are no significant differences between
fourtH—year undergraduate students who are planning fourth-year undergraduate students who are planning
to enroll in either American business schools or Thai to enroll in either American business schools or Thai
business schools in terms of their expectations on the business schools in terms of their expectations on the
program content and course structure. assurance dimension.
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H5: There are no significant differences between
fourth-year undergraduate students who are planning
to enroll in either American business schools or Thai
business schools in terms of their expectations on the
empathy dimension.

H6: There are no significant differences between
MBA students who enrolled in either American
business schools or Thai business schools in terms of
their perceptions on the tangibility dimension.

H7: There are no significant differences between
MBA students who enrolled in either American

business schools or Thai business schools in terms of

their perceptions on the program content and class

structure.

H8: There are no significant differences betw_e'en"“jy :
MBA students who enrolled in either Amle‘ri'c"an"*-

business schools or Thai business schools ll’l terms of

their perceptions on the responswr ess dlmenSIon

| t lfferences between

MBA students who enrolled ln elther American

busnness schools or Thal busmess schools in terms of

thelr perceptlons on the assurance dimension.

busmess schools or Thai busmess schools in. terms of
their perceptions on the empathy dlmenSlon

H11: There are no sngnlflcant dlfferences between

fourth -year underqraduate students who are planning

to enroll ln elther American business schools or Thai
busmess schools in terms of how they rank the
lmportance of the five dimensions for the pre-program

expectation.

SCOPE AND LIMITATIONS OF THE STUDY

This study was conducted in two countries:
Thailand and the United States of America. Sample
selection in Thailand consisted of nine hundred sixty
students from selected five universities in Bangkok that

are offering both undergraduate and graduate degrees

‘ ﬂsatlsfactlon

H12: There are no significant differences between
MBA students who enrolled in either American
business schools or Thai business schools in terms of
how they rank the importance of the five dimensions
for the post-program perception.

H13: There are no significant differences between
pre-program students and post-program students in
terms of how they rank the importanpe of the five
dimensions of program quallty RS

H14; There are no annmcant dlfferences between
MBA students who have already enrolled in either Ameri-
can busmess\schools or Thal business schools in their

satlsfact on T ea hi.dimension of program quality.

H15 There are no significant relationships

between students perceived program quallty and thelr

H16: There are no S|gn|f|cant relatlonshlp be—
tween students’ satlsfactlon and amount of tumon
charged. T v

H17 »There are no sngnlflcant relationship or

oategoncal dlfferences between students’ pre-program
l"expectatlon post program perception and satisfaction

"”"a'n,d the demographic variables of students.

H18: Three Levels of students’ pre-program
expectation and post-program perception (low, moder-
ate and high) can be best predicted from the five

dimensions of program quality.

H19: There is a relative importance of each

dimension of program quality which significantly

predict overall students’ satisfaction.

in Business Administration were selected. Sample
selection in U.S consisted of eight hundred forty
students from selected six universities in California that
are offering both undergraduate and graduate degree

in Business Administration were selected. Students were
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classified into Pre-and Post-MBA students. Senior
undergraduate students majoring in Business Adminis-
tration were identified as Pre-MBA group. Last
semester/quarter MBA students from the target
universities were identified as Post-MBA group.

There were three limitations related to these
parameters.

1. The American sample employed in the present
study was limited in Southern California schools only;
therefore, a true census of the MBA student population
in U.S. could have vielded different results. However,

the Thai sample included students in large business

schools in Bangkok. This group of participants should

fairly represent the whole population of students who

P

are planning to enroll in MBA program and students

who had enrolled in MBA program in Thal busrness

schools.
2. The study concerned i self wrth graduate

business schools. Att"'mp to prejeot the f|nd|ngs for

this study to busmess schools in undergraduate level

or schools o er than busmess program should be made

:rs resent study were adapted from prevuous dlmen—
sions identified by Parasuraman,. 7ertham! and Berry

(1985). There may be other tmportant ‘factors that

affect program quallty that were not |dent|f|ed by them.

RESEARCH METHODOLOGY

A descnptrve research strategy was used in the
study. The intent of this study was to study the differ-
ences between the five dimensions of pre-program
expectations of fourth-year undergraduate students
who are planning to do graduate work in American
business schools and fourth-year undergraduate
students who are planning to do graduate work in Thai
business schools. The study was also designed to
study the differences between the five dimensions of

post-program perceptions of MBA students who have

)dlrectrons of “r

' "‘3 The dimensions of program quality used in -

already attended either American business schools or
Thai business schools. The combined set of expecta-
tions is “pre-program expectation,” and the combined
set of perceptions is “post-program perception.” The
differences between pre-program expectations and
post-program perceptions are students’ perceived
program quality. This perceived program quality was
then used to identify a relatronsh|p W|th the students’

satisfaction. Students were asked to answer a series of

questions designed to provrd eimltlve assessment to

independent vanables The descnptrve research method

describes, varrables and tests the strengths and

‘ "onshlps between independent

: arlables and dependent variables. For this study. the
‘research populatlon was any student who |s plannlng

jl’to‘ enroll in MBA program and students who have

already enrolled in MBA program e|ther in Amerrcan
business schools or Thar busmess schools There were

two sample groups The flrst group included fourth-

year undergrad ite busrness students who are planning

o enroll m MBAvprogram from target schools. These
hstudents were asked to answer the expectation set of

' tne questronnarre. The second group included the last

semester/quarter graduated students. They were asked
to answer the perception set of the questionnaire. The
sample was drawn from both public and private
business schools in California and from business schools
in Bangkok, Thailand. which offer both undergraduate

and graduate degree in Business Administration,

RESEARCH FINDINGS
Description of demographic categories as well
as the results of hypothesis 1-5 were described in the

following sections (See Appendix Table)

Tangibility expectation. Significant differences
were found between the mean responses of respon-
dents from American and Thai business schools.

The mean of expectation in accessibility of computers,
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adequacy of library, appealingness of campus, and safety
of campus appeared to be higher for students who are
planning to enroll in an MBA program in American
business schools than those students who will enroll
in Thai business schools. In addition, American private
schools had the highest aggregate score of tangibility
expectation followed by American public. Thai private
and Thai public schools respectively.

What students expected in these tangibility
dimensions would depend upen their prior experience
with the schools. The higher in the mean of expectation
in tangibility dimension evidenced that it is anticipated
that American business schools have better facilities

and equipment, more adequate and up-to-date journals

and books in the library and the campus are more

3
8%
R

appealing than Thai business schools.

Program content(and class'_ ’:tructure expec-

tation. Significant drfferer{_ & were found betwsen the
mean responses of’ respondents from American and

Thai busrnessw schoofs except the mean expectatlon

prrmanly"on experiential work as a method of teachlngx

and learning. Lifelong learning and the. abrhty to thmk at
higher levels will be the standard for future employees

(Kiechel, 1994). Students had ‘a hrgh expectatron in the

degree of emphasrs on» expenentral work because they

expected to transfer the”skllls and knowledge gained in
classest\ /use in the reality of the business world.

It appeared that students who are planning to
enroll in an MBA program in American business schools
had higher expectation in the degree of emphasis on
teamwork, class competition, and class interaction than
those students who will enroll in Thai business schools.
interestingly, all respondents had very low expectation
in the degree of emphasis on class competition. The
mean of expectation in the degree of emphasis on

class competition was below 3.5 for students from

American business schools and below 2.8 for students
from Thai business schools. This indicated that MBA
students didnt expect to compete witn their classmates
for grades, honors, or other awards.

On the other hand, the high expectation in the
degree of emphasis on class interaction seemed to be
uniform for both American schools and Thai private
schools, except for those students who.are planning to

enroll in an MBA program in Tha‘i""pubf\f“c business

schools. They had Iower cla S ;lnteractron expectatlon
than the others. but/ strll the expectatron mean was

above 4.0. Thrs evrdenced that students preferred to

‘_\have classroom envrronment where they can interact
: wrth therr cfassmates and work in groups. where they

’ -Gan exercrse their communication and Ieadershlp skllls

~~and exchange their opinions with one. another In. addr-

i

.f ayaila,b\ili\tyfo‘f

S

tion, the high expectation in the l \

from Amencan busmess schools and 454 for Thai
business schools |nd|cated that students expected to

e offered wrth the wvarious areas of business to fit their

N m“cerests

Responsiveness expectation. Significant differences

were found between the mean responses of respon-
dents from American and Thai business schools,
except the mean expectation in school librarians. The
mean of expectation in the degree of responsiveness
of entire faculty. course profeesors, administrative staff,
and schoo! librarians appeared to be higher for
students who are planning to enroll in an MBA program
in American business schools than those respondents
from Thai business schools. Furthermore, American
private schools had the highest aggregate score of
responsiveness expectation followed by American public,
Thai private and Thai public schools respectively.
Liechty and Churchill (1979) viewed desired
service as the level of performance customers ought to

receive or deserve, given a perceived set of costs. How
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organizations price their service can also be a cue for
customers to form certain expectation about the
organization. In general, the higher price and the more
impressive tangibles, the more a customer will expect
from the service (Berry, 1980; Zeithaml, 1981). In this
study, American private schools charged the highest
tuition followed by American public schools, Thai
private schools and Thai public schools respectively.
Therefore, students would tend to expect to receive
more attention and prompt response from service
provider's representatives at American private schools

and the expectation would diminish based upon the

amount of tuition they pay. For educational organiza-
tions, service provider's representatives are entire :

faculty, course professors, administrative staff, and school .

PN

librarians.

Surprisingly, Thai students had the hlghest mean‘

of expectation in the de

e of resp ::nsweness sf school
librarians compared {¢:ttie responsrveness expectation
from other servrce provnder s, representatrves This might

be due to fhe fact that. Thar students are less skilled m

arch,

their r‘e~

evel ‘at Thar ‘business schools emphasize on theones

and P ncrples therefore. students have Irttle hands =on
experience on how to use Ilbrary effectrvely Therefore

they had a high expectatron wrth school Ilbrarlans to

assist them wrth the research

''''''

Assuran ' xpectatlon Significant differences
were found between the mean responses of respon-
dents from American and Thai business schools and
across different types of schools, except the mean
expectation in professors’ ability to present class
materials interestingly. it appeared that students who
are planning to enroll in an MBA program in American
business schools had higher expectation in the degree
to which professors are knowledgeable, professors'
effectiveness of organization of classwork, fairness and

accuracy of grading system, prior teaching experience

\bf lity. Business classes for undergraduate '

of professors, and proportion of classes taught by
faculty with doctoral degree than those students from
Thai business schools.

While comparing the expectation in prior teach-
ing experience of professors within the country, |
appeared that both American and Thai public schools
had higher expectation than private schools. Students

who are going to enrall in public schools in both coun-

tries seemed to think that thelr professors would have
more waorking expenence than those professors who
are teaching at prlva’te schools . For Than public schools,

the average age of professors who are teaching at

;graduate evef |s 40 \years old, while the average age of

professors at Thar prrvate schools is 30 years old. This

. ndrcated that the older the professor is, the more worklng

~‘experience he/she was expected to have I confrast

students from both Amerlcan pubhc and pnvato busi-

their professors degree They expected that about 70%
of their MBA\ clesses have to be taught by doctoral

faculty, .‘v'\fh‘ere‘a‘s‘ students from Thai business schools
"‘ekpected«to be taught by doctoral faculty only on the

average of 50% of the time.

Empathy expectation. Significant differences
were found between the mean responses of respondents
from American and Thai business schools. except the
mean expectation in availability of mentoring. The mean
of expectation in the availability of mentoring, adequacy
of career placement service, and adequacy of counseling
appeared to be higher for students who are planning to
enroll in an MBA program in American business schools
than those Thai respondents. This is because a service
such as career placement service and counseling is a
standard practice which American schools usually
provide for their students. However, career placement
services are seldom provided to students by Thai
schools because Thai students usually rely on themselves

or family connections when looking for employment.
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In addition, for Thai schools, student-teacher relation- -

ship is not as close compared to American schools
due to culture differences. Thai people treat seniority
very seriously, they don't fee] comfortable talking
or discussing and ask questions openly with their
professors. Nevertheless, all students expected schools
to provide sufficient career placement service and
counseling and advising for them. The means of all
schools were above 4.20. which indicated that these

are services that schools should provide to their students.

As Zeithaml. Berry and Parasuramam (1993)
discovered, customers have many sources of informa-

tion that lead to expectations about upcoming service

encounters with a particular organization. These sources )

include prior exposure to the service, word of mouth

expert opinions, and publicity. Past experlence is )

the customer's prevxous expo ure to serwce that is
relevant to the focal ser\nce It mcludes expenence with

a particular serwce vendor experlence with other

expeotatlons of the MBA program quahty at thelr

current university where they are pursmg the|r under-
graduate degree in Busmess Admlmstratlon Since
these undergraduate students have been exposed to
thelr sc;hool system for almost four years they would
certamly have some knowledge of their schools’
capabmty Thus they might have the expectation level
of what klnd of service they believe they will receive

from their university at the graduate program.

v"Jotg(na/ of Marketing for Higher Education,,
-7/ no. 4, pp. 61-72. g
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APPENDIX

Table 1: Demographic Information of Respondents from American and Thai Business Schools: Age

Age American Thai
Pre-Program Expectation:
Mean 26.95 24.34 21.18 21.90
Standard Deviation 5.68 429 1.20 1.50
Post-Program Perception: N
Mean 32.74 30.79 ¥ o747
Standard Deviation 512

Table 2: Demographi

Nationalif‘y

e

I

5
SN

merican Public American Privat
%, Count - %"

~Domestic Students:
" African-American

Asian-American

Caucasian/White. .

Hispanic:@m‘éﬁiéa}h
e, Palelc lsland er
2 Others
“'Fotal

International Students: '
African
Asian
European
Latin American
Others
Total

8 8.61
3 3.22
1 1.07
41 44.09
2 215
26 27.96
18 1935
6 6.45
52 5591

6 3.32
11 6.08
79 43.65
10 5.52

3 1.66

6 3.31

115 63.54

6 3.32
49 27.07

5 275

6 3.32
66 36.46

1 1.47
7 10.30
41 60.29
5 7.35
1 147
55 80.88
1 147
7 10.30
3 441
2 294
13 19.12

4 870
7 648
36 3333
7 648
5 464
2 185
61 5648
2 185
25 2315
9 833
8 741
3 278
47 4352
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Table 3: Demographic Information of Respondents from Thai Business Schools: Nationality

Nationality

Pre-Program Expectation

Thai Public Thai Privat

Post-Program Perception
Thai Public Thai Privat

Domestic Students:
Thai

International Students:
Bangladeshi
Burmese
Chinese
Indian
Vietnamese

Total

98.76

235 99.58 160

1 0.42

150 98.04 149 96.12

2 ; —e .
N Accounting

Finance

Accounting
Finance
International Business
Management
Marketing
Others
Total

International Busingss ™.

Post-Program Perception:

20  11.05

25 1381

41 22.65

19 12.90 63 3481
a8 40.86 23 1271
93 100 181 100
] 147 8 741
20 1852

8 741

y - 32 2963
15 22.06 25 235
’ 147 15 1388
o8 100 108 100

18 7.63 12 7.41
47 19.92 20 12.34
79 3347 50 30.86
22 9.32 12 7.41
54 22.88 34 20.99
16 6.78 34 2099
236 100 162 100
31 20.26
32 20.92 24 1548
23 14.84
47 30.72 37 23.87
43 2810 71 45.81
153 100 155 100
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Table 5: Differences in Tangibility Expectation

Tangibility Expectation

Between American and

Thai Business Schools

Across Types of Schools

and Countries

Accessibility of Computers

Adequacy of Library

Appealingness of Campus

Safety of Campus

Aggregate Score of Tangibility

Expectation

American > Thai

American > Thai

American > Thai

American > Thai

Amencan

e

American Private > American Public >
Thai Public > Thai Private

American Private > American Public >
Thai Public > Thal Prlvate
American Prlvate > Amerlcan Public >

Thax Pubhc > Thal anate

Amerlcan Prtvate > Amerlcan Public >

*. Thai Public > Thai Private

~Ametican Private > American Public >

Thai Public > Thai Private .

Téble 6 Differences in ProGram Content and Class Structure Expectation

Program “ontent and Class

AN tructure Expectatlon

Between American and -

Across Types of Schools

and Countries

Thai Business Schools

Degree of Emphasis on
Experiential Work
Degree of Emphasis on

Teamwork

Competmon .
Degree of Emphasis on
Interaction

Level of availability of
Elective Courses

Aggregate Score of Program
Content and Class Structure

Expectation

:'RNO
American > Thai
American > Thai
American > Thai
Thai > American

American > Thai

No

American Public > American Private >

Thai Private > Thai Public

American Public > American Private >
Thai Private > Thai Public
American Public > American Private >
Thai Private > Thai Public
Thai Private > Thai Public >

American Private > American Public

American Public > American Private >
Thai Private > Thai Public
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Table 7: Differences in Responsiveness Expectation

Responsiveness Expectation

Between American and

Thai Business Schools

Across Types of Schools

and Countries

Entire Faculty

Course Professors

Administrative Staff

School Librarians

Aggregate Score of
Responsiveness Expectation

American > Thai

American > Thai

American > Thai

No

ke Afggricén Public > Thai Public

. Amnerican Private > American Public >

American Private > American Public >
Thai Private > Thai Public

American Private > American Public >
Thai Private > T,h‘ai\\‘\!?ublic

“American ‘Private >

Ametrican Public
Thai Private > Thai Public

Thai Private > American Private >

Thai Private > Thai Public

A,

Table 8: Differences in Assurance,...l?;Xpésta%ic;p“ e

- Aéé;}réhcé"=-Expectation

Between American and . .|

Across Types of Schools

and Countries

Thai Bu§iness Schools

‘Kriowledgeable of Professor

Organization of Clgssygfiitk
Ability to' Present Class

Métgrigl i n/téréé,ti ngly

Faimééé and Accuracy of
Grading System

Prior Teaching Experience of
Professors

Proportion of Classes Taught by
Faculty with Doctoral Degree
Aggregate Score of Assurance

Expectation

. American > Thai

American > Thali

No

American > Thai

American > Thai

American > Thai

American > Thai

American Private > Thai Public >

American Public > Thai Private

American Private > American Public >
Thai Private > Thai Public

No

American Private > American Public >
Thai Public > Thai Private

American Public > American Private >
Thai Public > Thai Private
American Public > American Private >

Thai Private > Thai Public

American Public > American Private >
Thai Public > Thai Private

Journal of Global Business Review ¢ Volume 3 Jan, 2003



28

Table 9: Differences in Empathy Expectation

Empathy Expectation

Between American and

Thai Business Schools

Across Types of Schools

and Countries

Availability of Mentoring

Adequacy of Career

Placement Service

Adequacy of Gounseling and

Advising for Students

No

American > Thai

American > Thai

American Private & Thai Private >

American Public > Thai Public
American Public > American Public >
Thai Private > Thai Public
American Privﬁat‘e‘e-,i> Ame(igan Public >

 Thal Private > Thai Public
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