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IMPACT OF STUDY MOTIVES AND PERCEIVED EDUCATION 
SERVICE QUALITY ON STUDY SUCCESS:  

A CROSS-CULTURAL RESEARCH 
 

ABSTRACT 
 

Due to institutional and market changes in the area of higher education in 
transitional economies in Central and Eastern Europe, universities are faced with 
increasing demands on education service quality, which requires a higher degree of 
marketing concept implementation.  

The aim of this paper is to determine the relationship between students’ motivation to 
study business, their perception of different aspects of educational service quality and 
the final product quality – study success. Three Business Schools (Osijek, Croatia - EFO, 
Ljubljana, Slovenia – FELU and Szeged, Hungary - GTK)) took part in this research. 
Image and reputation of the higher education institution is the most important factor 
influencing directly students’ perception of education service quality and study success. 
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1. Introduction 
 
Higher education institutions in transitional countries of Central and Eastern Europe have 
recently been faced with a number of challenges due to numerous market and institutional 
changes in this area. Market changes have occurred due to the fact of economic transition 
from planned to market economy, whereby the whole structure and content of business 
studies required radical changes. One of the major problems in this context was that the 
majority of the faculty was educated in the period of planned economy and had neither 
sufficient knowledge nor experience with business in the market economy. The other reason 
for market changes has been the privatization of many sectors in the economy, including the 
higher education, where new private business schools, local but also international, have 
created competition which had never before existed. Major institutional changes are 
happening due to the Bologna system implementation, which is a totally new concept for 
traditional universities in transition economies (Leko Šimić and Čarapić, 2008). 
The future of business education, according to Acito et al. (2008), will be created by the 
strategic decisions of individual institutions. These decisions will be shaped by each 
institution's capabilities relative to the opportunities and threats their leaders perceive to exist 
in the environment. To our opinion, the quality of the education service is the key word in 
creating business school strategy. 
In this paper three Business Schools (Faculty of Economics in Osijek, Croatia (EFO), Faculty 
of Economics in Ljubljana, Slovenia (FELU) and Faculty of Economics and Business 
Administration in Szeged, Hungary (GTK)) are part of the research. Their students’ 
perception of the education service quality will be analyzed and the relationship between 
motivation for studying business, service quality perception and study success determined. 
 
 
2. The application of marketing in higher education 
 
Acceptance of marketing philosophy in institutions of higher education requires that the 
whole institution thinks in terms of marketing concept. Key terms that should be the focus are 
consumers’ needs, market segmentation, competition and market positioning, and new 
products/services development in accordance with market trends. In marketing perspective, 
institutions of higher education are forced to be market oriented. In this sense, marketing 
skills and their application on specific product/service in  business education can facilitate the 
creation of competitive market position of institutions that offer such a product. (Leko Šimić 
& Čarapić, 2007) 
Marketing in the area of higher education has become an area where universities across the 
world compete with each other to attract students from a wide range of foreign markets 
(Altbach, 1998). The importance of knowledge-intensive branches in the economy is 
continuously increasing, thus knowledge is becoming its most dominant driving force. The 
integrated European Higher Education Area targeted by the Bologna process aims to develop 
the mobility of labor and the international competitiveness of European higher education, thus 
increasing Europe’s economic power. Based on this recognition, new concepts have appeared 
in higher education: market-conform approach, marketing strategy etc.  
The use of specific marketing concepts in higher education varies highly from one country to 
another. In USA as compared to Europe marketing concepts in higher education have been 
adopted to a higher extent, as USA has gone through the clash of cultures between the 
traditional academic values and the market-focused values 10 years earlier (Chapleau, 2004). 
Even in Europe there are differences, with UK being seen among the earliest in Europe to 
introduce more market-like approaches to higher education (D’Andrea, Stensaker & Allison, 
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2007). But, in many countries marketing related activities in the area of higher education and 
public institutions in general are at initial stages in higher education, communication being 
usually the first step to introduce a marketing orientation in the institution. (Nicolescu, 2009) 
 
 
3. Education service quality: impact of study motives and influence on study success 
 
Quality can be defined in many ways. The quality’s gurus, experts and researchers have given 
various definitions on quality in particular areas i.e. manufacturing of products and services 
(Jusoh et al, 2004). In the area of education, Cheng (1995) defined education quality as 
character of the set of elements in the input, process and output of the education system that 
provides services that completely satisfy both internal and external strategic constituencies by 
meeting their explicit and implicit expectations. In addition, Harvey & Green (1993) proposed 
five ways of thinking about quality in education: quality in this context is regarded in terms of 
excellence, as perfection or consistency, as fitness for purpose, as value for money and 
finally, as transformation process that is characterized by number of value-adding activities.  
Educational service quality is very important since it has become a crucial factor in 
institutions’ creation of competitive market position measured by number of quality students 
looking for enrollment. Students demand more and choose institutions with a higher 
educational service quality. At the same time, labor market requirements are also increasing in 
terms of labor competencies, skills and knowledge. Therefore, marketing approach to higher 
education targets two segments: it provides students with access to the intellectual capital that 
is necessary for them to start a career, and it also serves the labor market, since higher 
education is an important source of highly qualified labor and technological development that 
is a necessary prerequisite for company competitiveness. As such, higher education affects the 
labor market directly through its employees and students, who can avail themselves of various 
services (Čarapić & Révész, 2009). 
Educational service quality measurement in this paper was done according to the model 
shown in Figure 1. Reasons or motivations for students’ choice of certain institution were 
defined in terms of three “good” motives (program quality, possibility of employment, 
institutions’ image and reputation) and three “bad” motives (location, study costs and “didn’t 
succeed in enrollment to first choice institution”). The purpose is to determine if good 
motives affect the following three elements of students’ perception of educational service 
quality and their study success: 
1. The acquired knowledge, including the quality of the overall program, the acquired 
knowledge match with the expectations, the acquired knowledge necessity, its ability to 
enhance personal development and its usability for future work. 
2. Organization, which involves the organization of studies, opening hours and schedule,  
quality of the faculty, their politeness, credibility, knowledge and capability, and non-teaching 
staff quality, politeness, knowledge and capability. 
3. Available resources, meaning the adequacy of library, PCs, classrooms, presentational 
equipment, etc. 
The study success was measured by the average grade at the end of the last finished semester. 
Since most of the respondents are still in the middle of their study program, that was the only 
possible measurement that could be applied. None of the faculties follow their students in any 
aspect of their development, except the grades. 
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Figure 1. Model 
Perception of: 

 
            
            
            
 
 
 
 

 
 
4. Research results and discussion 
 
The sample consists of 310 undergraduate students from EFO (March 2009), 250 
undergraduate students of FELU (March 2009) and 130 undergraduate students of GTK (May 
2008). The data collection model was an in-class survey distributed to randomly selected 
students. The sample covers about 12% of EFO students and 8% of FELU and GTK students 
respectively, which is considered to be representative. The research was based on 
SERVQUAL model. Table 1 shows the comparison of major strengths and weaknesses of the 
three Faculties.   
 

Table 1. Comparison of the main strengths and main weaknesses  
 EFO FELU GTK 

Major 
strengths 
 

� Acquired knowledge 
enables personal 
development (4,13) 

� Knowledge and 
capabilities of professors 
(4,10) 

� Acquired knowledge is 
socially necessary (3,84) 

� Reputation (4,22) 
� Knowledge and 

capabilities of 
professors (4,15) 

� Resources  (4,15) 

� Resources (4,55) 
� Reputation (4,3) 
� Knowledge and 

capabilities of 
professors (4,12) 

Major 
weaknesses 
 

� Schedule (2,71) 
� Opening hours (2,87) 
� Organization of studying 

(3,17) 

� Schedule (3,45) 
� Opening hours 

(3,57) 
� Acquired knowledge 

match with  
expectations (3,61) 

� Opening hours (3,22) 
� Quality of non-

teaching staff work 
(3,1) 

� Schedule (2,29) 

 
Perceived good knowledge and capabilities of professors are the strongest power that all three 
institutions share. On the other hand, the common weaknesses are opening hours and 
schedule. It is due to a very large number of students and modules combined with limited 
space, resources and flexibility. In addition, the most powerful strengths of EFO are students’ 
perceptions that the acquired knowledge enables their personal development (4.13) and that 
the acquired knowledge is socially necessary (3.84), which shows students’ positive attitude 
toward learning contents. On the other hand, it can be questioned just how well students can 
evaluate the gained knowledge if they have not used it in business practice yet. The most 
important strengths of GTK are adequate resources (4.55), and good reputation and image of 
the institution (4.3). Very similar results were obtained for FELU (good reputation 4.22; 
adequate resources 4.15). 

Motivation: 
� Program quality 
� Possibility of 

employment  
� Image and 

reputation  

acquired  
knowledge 

available  
resources 

Study success 
(average grade) organization 
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Figure 2. Reasons/motives for students’ choice of institution 

 
       
Figure 2 shows the analysis of student’s motives for studying at one of the institutions that 
participated in this research. Altogether, the possibility for employment and program quality 
as perceived by students are the most important motives for their choice, while location and 
“second choice” are the least important. 
Analysis of the three “good” motives (program quality, possibility of employment, 
institutions’ image and reputation) shows that students of GTK rate them with highest average 
grades, while students of EFO with the lowest.  In case of “bad” motives, for students of GTK 
location and study costs are far more important motive for making choice than for the other 
two institutions. We might assume that a good proportion of students enroll GTK because of 
the lower costs and location, instead of education service quality. Very bad fact is that the 
students choose EFO because they didn’t succeed in enrollment to their first choice 
institution, while it is less important at the other two institutions. 
 
Table 2. Correlation of motives, perceived education service quality and study success 
 Knowledge Organization Resources Study success 

(average grade) 
 r Sig. r Sig. r Sig. r Sig. 
Program quality .001 .977 .019 .623 -.055 .155 -.057 .139 
Possibility of 
employment  

.083* .030 .029 .447 .048 .219 -.004 .925 

Image and 
reputation 

.153** .000 .116** .003 .101** .009 -.100** .009 

Study success .015 .702 -.055 .153 .033 .399 - - 
 
Table 2 shows the correlations between „good“motives for enrollment, perception of 
education service quality and study success. There is a positive correlation between on 
significance level of p<0.01 between image and reputation of an institution and all aspects of 
perceived service quality. The other positive correlation found on significance level p<0.05 
was between employment possibilities and acquired knowledge. There was no correlation 
found between perceived education service quality and study success. However, there is a 
significant correlation between image and reputation of the institution and study success – 
students whose perception of the institutional image and reputation is good have significantly 
higher study success and vice versa. Therefore our model has to be changed in a way that 
perceived education service quality does not influence the study success, but study motives do 
directly. Although program quality is the second most important motive for students' choice 
of study institution and has been identified as one of the major institutional strengths at all 
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three schools, it has no significant impact on their study success. On the other hand, image 
and reputation of the institution seems to be the most influential dimension in creation of 
students’ perception of education service quality as well as in their study success. This result 
is in line with Nguyen and Leblanc (2001) findings. 
 
 
5. Conclusion 
 
The role and significance of marketing implementation in institutions of higher education is 
increasing. Being faced with a number of challenges such are extension of supply, increasing 
students’ and business community expectations, Bologna process implementation, changes in 
the labor market etc., higher education institutions are being forced to become more market 
oriented in creating their service. According to this research, students in three countries 
perceive resources, capabilities and knowledge of professors and institutional image and 
reputation as the most important strengths of their respective institutions. However, among 
identified strengths, only institutional image and reputation, alongside with employment 
possibilities, has a significant impact on their perception of the educational service quality.  
The same motive is also the only one influential in terms of the study success. Image and 
reputation are created by marketing activities applied on all elements from classic 4P’s to 
people, processes and presentation. Given the results, emphasis should be put on the 
marketing knowledge, experience and resources already existing in these institutions. They 
should be used more efficiently. 
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