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ABSTRACT 

s
education context. Empirical research was conducted on a sample of 278 respondents. The 
hypotheses were tested using the univariate and multivariate regression analysis. The research 

education institution was confirmed.   
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1. INTRODUCTION  
Higher education institutions (HEIs) are increasingly faced with the need to adapt their 
activities to a market, where excellence presents a determinant of institution's reputation. In 
order to gain a competitive advantage, HEIs can apply a marketing concept that puts the needs 
of users of education services  students, in the spotlight. Many factors as increased 
competition, decreased government funding, and the increased cost of education lead to 
marketisation in higher education (Guilbault, 2016). Moreover, students are considered partners 
in the value co-creation process in higher education (Dollinger, Lodge and Coates, 2018). 
Excellence achieved through a high degree of customer satisfaction affects the reputation of the 
institution and future students as well. The premise is that satisfied students will pass on their 
experience to others, and word-of-mouth communication is known to be a beneficial form of 
information transfer. Therefore, it is necessary to improve the quality of the educational process 
and to ensure the achievement of learning outcomes aimed at achieving a high level of students' 
satisfaction and loyalty to a HEI. In order to gain a competitive advantage in the market, it is 
essential that HEIs create quality student-centered educational programs. In this process, the 
implementation of a modern information-communication technology (ICT) is an imperative. 
Today, the ICT has permeated all fields of life and work, including education. The benefits of 
implementing the ICT in teaching processes were recognized by many HEIs around the world 
a long time ago, so that they have developed quality e-learning programs at all levels of higher 
education. As today's generations of students spend a considerable amount of time online, the 
question is whether their greater online engagement in the educational process contributes to 
their satisfaction with their studies, and accordingly to  their loyalty to a HEI. Therefore, the 
purpose of this paper is to determine if there exists a relationship between online students' 
engagement, overall students' satisfaction and loyalty to a higher education institution. The 
paper is structured in five sections.  



The introductory part is followed by an explanation of the basic concepts used in the paper and 
the development of hypotheses, a description of the empirical research methodology, the 
research results, and conclusions. 
 
2. CONCEPTUALIZATION AND HYPOTHESES DEVELOPMENT 

 
The term engagement is often used in the marketing literature providing different definitions of 
customer engagement. For example, van Doorn et al. (2010, p. 254) define customer 

of the customer experience through specific 
interactional touch points, such as social communities and interactions with service employees 

education, including in higher education, stands out as a determinant of successful completion 
of a study program and the achievement of learning outcomes. For example, Pike, Smart and 

learning ou
extent to which students are engaging in provided activities which are linked with high-quality 

e and Coates 

non-
 involvement, excitement and 

persistence.  Further on, Krause and Coates (2008) reported on seven calibrated scales of 
-scale study including the first year undergraduate 

students of Australian universities: Transition Engagement Scale (TES), Academic 
Engagement Scale (AES), Peer Engagement Scale (PES), Student staff Engagement Scale 
(SES), Intellectual Engagement Scale (IES), Online Engagement Scale (OES) and Beyond-
Class Engagement Scale (BES). The Online Engagement Scale (OES) reflected three main 
ways of the first-
support learning and access resources, the role of ICTs in promoting independent and self-
initiated learning and usage of the ICT in communication and building a community.). The 

not preclude its interaction and influence on a range of other behaviours, attitudes and learning 
 (Krause and Coates, 2008, p. 502)

social networking engagement on social learning processes and outcomes was researched by 
Yu, Tian, Vogel and Chi-Wai Kwok (2010). They confirmed that the online social networking 

influence learning outcomes and socialisation, it 
to the institution. Yu, Tian, Vogel and Chi-
online social networking engagement (on Facebook) is positively related to their satisfaction 
with university life. According to the above mentioned, the first hypothesis set is: 
  

 
2.2. Satisfaction and loyalty in higher education  
Customer satisfaction is one of the most researched concepts in the field of marketing. 
According to the American Marketing Association, customer satisfaction measures customers

leading indicator of consumer purchase intentions and loyalty. As the concept of marketing is 
applied in different industries, both for-profit and non-profit sectors, so is the notion of 



-term attitude resulting from an 
(Elliott and Healy, 2001, p. 2). It is one of the major elements in determining the quality of the 
programs in higher education (Parahoo, Santally, Rajabalee and Harvey, 2016). Santini, 
Ladeira, Sampaio and da Silva Costa (2017) performed a meta-analysis and found six 
consequents of satisfaction in higher education: attitude toward the higher education institution, 
intention to recommend, involvement, loyalty, trust and word-of-mouth. Additionally, by 
examining the role of customer engagement on customer loyalty through the example of a 
private higher education institution in Indonesia, Manggarani (2018) has found out, that 

satisfaction has  
 

education.  
 
Figure 1 illustrates a conceptual model based on the stated hypotheses.  
 

Figure 1: Conceptual model (The authors) 
  
3. METHODOLOGY 

was applied. In addition to demographic questions, the questionnaire included constructs which 

measured by using twelve items taken from a study by Krause and Coates (2008). Four items 
taken over from Elsharnouby (2015) faction. 

Orozco and Cavazos Arroyo (2017). All items were measured on a five-point Likert-type scale, 
onnaire was created in English 

and translated into Croatian. The survey was created in an online format. Students were sent a 
link to the survey asking them to complete it. The research was conducted from 30 May until 
10 July 2019 on a purposive sample of students. A total of 278 students of the second year of 
undergraduate study, i.e. students who have already acquired some university experience were 
polled. Data processing and analysis applied Univariate and multivariate statistical methods in 
IBM SPSS 25 were applied in data processing and in the course of analysis. Results of the 
research are presented in the text that follows. 
 
4. RESEARCH RESULTS 
The majority of the respondents were females (73%), which corresponds to the gender structure 
of students at the Faculty. A total of 93.5% of respondents were between 20 and 25 years of 
age. Out of the total number of students, 40.3% of them were full-time and 59.7% were part-

s were analysed by 
using descriptive statistics. Results are presented in Table 1. 
 



Table 1: Descriptive statistics (N =278) (Research results) 
Item 

number 
Construct / Item Mean SD 

 4.09 0.56 
oe1 Online discussion with other students is very useful. 4.27 0.90 
oe2 Using email to contact other students is very useful. 3.56 1.22 

oe3 
Online tutoring (electronic access to tutoring support, e.g.  
Moodle) is very useful. 

4.37 0.90 

oe4 
Computer software (e.g. simulations) designed specifically 
for the course is very useful for me. 

3.91 1.03 

oe5 Using e-mail to contact lecturers/tutors is very useful. 4.56 0.72 

oe6 
Online resources (e.g. course notes and materials on the 
web) are very useful for me. 

4.63 0.70 

oe7 Learning at my own pace using online resources is useful. 4.50 0.66 

oe8 I regularly use web-based resources and information 
designed specifically for the course. 

4.62 0.64 

oe9 I regularly use e-mail to contact friends in my course. 2.76 1.31 

oe10 
I regularly use online discussion groups related to my 
study. 

3.00 1.36 

oe11 I regularly use the web/Internet for study purposes. 4.67 0.67 
oe12 I regularly use e-mail to contact lecturers/tutors. 4.24 0.91 

SATISFACTION 3.67 0.89 

sat1 
Overall, I am very satisfied with the services provided by 
my faculty. 

3.87 0.90 

sat2 My faculty has met my expectations. 3.70 1.00 
sat3 My faculty has helped me to fulfill my aspirations. 3.52 1.03 
sat4 My faculty has met my needs.  3.58 1.00 

 3.76 0.92 
loy1 I speak positively about this faculty to other people. 4.01 0.98 

loy2 
I recommend this university to anyone who asks me for 
advice. 

3.95 1.09 

loy3 I encourage friends and family to study at this faculty. 3.45 1.19 
loy4 This faculty was my first choice in terms of my studies. 3.64 1.52 

 
Research results in the above table indicate that the students expressed a relatively high degree 
of agreement with the aforementioned statements. When it comes to the online engagement, 
they mostly agree with the statement "I regularly use the web/Internet for study purposes". (M 
= 4.67, SD = 0.672). The statement "I regularly use email to contact friends in my course" 
achieved the lowest average grade (M = 2.76, SD = 1.306). Furthermore, all items regarding 
students' satisfaction and loyalty were rated with average values above 3.5 indicating a high 
degree of satisfaction and loyalty. Since the field research was conducted by using the translated 
scales, it was necessary to examine the dimensionality and reliability of the scales before 

sfaction and loyalty. Therefore, an exploratory factor analysis 
was performed. Prior to the analysis, the proof of the suitability of conducting factor analysis 
was carried out by implementing the Kaiser-Meyer-Olkin test of sampling adequacy and 
Bartlett's test of sphericity. The Kaiser-Meyer-Olkin coefficient (0.864) and Bartlett's test of 

2
(66)= 1316.115; p<0.001)  showed that the online engagement scale correlation 

matrix was suitable for carrying out the factor analysis according to the recommendations of 
Tabachnik and Fidell (2007, p. 614).  The other two scales suitable for the factor analysis were: 
the Kaiser-Meyer- 2

(6) = 873.32; 
p<0.001) used for the satisfaction scale and the Kaiser-Meyer-Olkin coefficient (0.704) and 

2
(6)= 519.92; p<0.001 used for the loyalty scale. After the 

verification of the suitability of the scale for conducting a further analysis, a principal 
components analysis with the oblimin rotation was carried out.  



The criteria for the number of factors extracted were based on eigenvalues and significance of 
factor loadings. Factors with eigenvalues greater than one and factor loadings above 0.35 taking 
into account the number of respondents (Hair, Black, Babin and Anderson, 2014, p. 115) were 
considered as acceptable. Items with saturation higher than 0.40 on more than one factor were 
eliminated as recommended by Churchill (1979). Considering this criterion, one item was 
excluded from the factor analysis (item oe2 "Using email to contact other students is very 
useful."). 
The results are presented in Table 2. 
 

Table 2: Results of the explorative factor and reliability analysis (Research results) 

Item 
number 

Construct / item 
Factor 

loadings 

Total 
variance 

explained(%) 
alpha  

coefficients 
ONLINE LEARNING ENGAGEMENT  40.13 0.863 

oe6 
Online resources (e.g. course notes and 
materials on the web) are very useful for me. 

.850 
  

oe7 
Learning at my own pace using online 
resources is useful. 

.824 
  

oe8 
I regularly use web-based resources and 
information designed specifically for the 
course. 

.804 
  

oe5 
Using e-mail to contact lecturers/tutors is 
very useful. 

.711 
  

oe11 
I regularly use the web/Internet for study 
purposes. 

.663 
  

oe1 
Online discussion with other students  is very 
useful. 

.663 
  

oe3 
Online tutoring (electronic access to tutoring 
support, e.g. Moodle) is very useful. 

.643 
  

oe4 
Computer software (e.g. simulations) 
designed specifically for the course is very 
useful for me. 

.556 
  

oe12 
I regularly use e-mail to contact 
lecturers/tutors. 

.510 
  

ONLINE COMMUNICATION ENGAGEMENT  15.45 0.642 

oe10 
I regularly use online discussion groups 
related to my study. 

.849 
  

oe9 
I regularly use e-mail to contact friends in my 
course. 

.781 
  

  81.18 0.922 

sat1 
Overall, I am very satisfied with the services 
provided by my faculty. 

.868 
  

sat2 My faculty has met my expectations. .912   

sat3 
My faculty has helped me to fulfill my 
aspirations. 

.912 
  

sat4 My faculty has met my needs. .911   

EDUCATION 
 63.57 0.748 

loy2 
I recommend this faculty to anyone who asks 
me for advice. 

.930 
  

loy1 
I speak positively about this faculty to other 
people. 

.894 
  

loy3 I encourage friends and family to study at this 
faculty. 

.820   

loy4 
This faculty was my first choice in terms of 
my studies. 

.454 
  

 



On the scale of online students' engagement two factors were extracted. The two factors explain 
55.57% of the total variance: online learning engagement and online communication 

0.70 which is considered to be the accepted limit (Nunnally, 1978). Although the coefficient of 
internal consistency for the second factor amounts only to 0.642, it is retained, because the 
smaller coefficient value is caused by the factor consisting of only two items. 
coefficients recorded for satisfaction and loyalty were above 0.70. Multiple regression analysis 
was performed to answer the questions how and to what extent is satisfaction affected by the 

variable, and two factors were used as independent variables. The results are presented in Table 
3.  
 

(Research results) 
Independent variables b SE Beta t Sig. 
Constant 1,487 ,408  3,644 ,000 
Online learning engagement ,418 ,093 ,261 4,475 ,000 
Online communication 
engagement 

,116 ,045 ,150 2,575 ,011 

R2 = 0.328; Adjusted R2 = 0.108; Standard error = 0.840; F ratio = 16.565 (p=0.000) 
satisfaction 

 

satisfaction (R2

satisfaction, while the factor of the online communication engagement showed a smaller impact 
These results support the hypothesis H1. 

 

loyalty in higher education, we carried out a simple linear regression analysis (Table 4).   
 

education (Research results) 
Independent variables b SE Beta t Sig. 
Constant 1.005 .161  6.256 .000 

 .751 .043 .728 17.641 .000 
R2 = 0.728; Adjusted R2 = 0.530; Standard error = 0.628; F ratio = 311.216 (p=0.000) 

 
 

higher 
education. It explained a total of 72.8% % variance on loyalty (R2= .728), which confirmed 
the hypothesis H2. 
 
5. CONCLUSION 

The Online engagement scale (Krause & Coates, 2008) was applied in conducting the empirical 
research. It was found out that students regularly use the Internet and web based resources for 
learning and communicating with lecturers using e-mail. Unlike study provided by Krause and 
Coates (2008), two factors were extracted by exploratory factor analysis: online learning 
engagement and online communication engagement.  



confirmed, as in previous research works (Santini, Ladeira, Sampaio and da Silva Costa, 2017; 
Manggarani, 2018)
and loyalty in higher education has not been explored, which may be the subject of a future 
research. It would also be necessary to research a representative sample of students in various 
fields of education. This research also offers practical implications. It demonstrates that HEI 
have to invest effort in quality and online resources to achieve higher levels of satisfaction and 
loyalty to the institution. Educators also play a significant role in this process. They must be 
equipped with the specific competencies and skills for successful teaching in the future, like it 
is promoted in a project: "Future Proof Your Classroom  1
AT01  KA203-034984). Its objective is to deliver an innovative educational blended-learning 
course, including a web based training in an appealing cBook format for teachers, trainers and 
educators that can be accessed without limitations and is free of charge.  By enhancing the 

oyalty, and ultimately to the reputation of a HEI. 
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