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ABSTRACT

The concept of student as customer and marryingaheept of treating the student
as a customer whilst delivering tertiary educatignch is both effective and rigorous
is an issue which is currently being strongly debat

The objective of this thesis is to consider thedetiu as a principle customer in the
delivery of a particular brand of knowledge produahd the level of customer
satisfaction they receive relative to the knowletdgend of their choice. Brand refers
to the name and reputation of the knowledge proyideickland University of
Technology, and the level and type of qualificataahieved, the MBA degree.

The marketing function promotes the brand. The-tdagay management of the
process of learning is performed through operatiof$us, in providing tertiary

education, how is the brand and the desired obgstof customer satisfaction
promoted with the brand, balanced with organisafi@ompetencies when applied to
the AUT MBA learning process.

A triangulation approach has been applied in cotidgcboth qualitative and
guantitative research involving MBA students, leets and management staff at
AUT in order to ascertain whether marketing promiaere met.

Key findings were that the perception of the qyatitthe MBA programme showed a
statistically significant difference between satttfon levels of graduate MBA
students and undergraduate MBA students in thesa#aflexibility, student
orientation and support provided with applicati@msl enrolment. Furthermore, the
collective responses for both groups of studentalffauestions showed that although
both groups of students appeared to demonstraemera level of satisfaction with
the MBA course, there was a general movement aw@y Strong agreement for
graduate students towards strong disagreemennttergraduate students.

The results were analysed and recommendations nwa@ehance the marketing,
management, delivery and assessment of the AUT di&g§ramme.
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CHAPTER 1 - INTRODUCTION

Background

Since the beginning of the 20th century, the dem#mmdbusiness education has
steadily increased. (Rapert, Smith, Velliquettd @arretson, 2004; Grayson. 2005).
Grayson (2005) states that owing to the increasee pf global business, managers
find themselves needing to make complex decisianskly. Key forces including
the rise of information technology as a business tequire executives to maintain a
state of constant learning. More organisationg@ghat valued employees need on-
going training. Grayson claims that statisticsvel@odramatic increase in the number
of executives taking MBA courses, making this ofi¢he fastest-growing sectors in
the education economy. Rapert et al cite Yerak @200ho refer to a survey
conducted by Accountemps. Findings were that 80%opfexecutives say that a

graduate business degree is critical to achievémgps management rank.

In New Zealand there has been significant growtthennumber of business courses
offered generally. Statistics show out of all Newakand university graduates in
2003, 27.1% graduated with a degree in businessrthérmore, enrolments in
business programs have remained steady in relattipercentage of total enrolments.
Business programmes attract international studetfis2% of graduates of New

Zealand Universities in 2003 were internationatistus (Buisson, D.B. 2006).

AUT, formerly The Auckland Institute of TechnologdAIT) was awarded university
status on the 1st January, 2000, after undergbm@xhaustive and lengthy approval
process through the Committee on University AcaddPnogrammes (CUAP), which
IS a subcommittee of the New Zealand Vice-Chancglloommittee. At that time
AIT was the only polytechnic in New Zealand to & this status. (Paxton and
Wright, 2002). Since that time the university [@sneyed through a process of re-
inventing itself. AIT was previously known as amanisation which focused on the
development of practical rather than academic sskillThis position has changed



dramatically and AUT is now strategically committeal fostering research at the
highest level.

The MBA degree has been offered in New Zealandesthe 1970s. From 1996 to
2005, approximately 407 MBAs have graduated nalipnBuring the 1990s AUT
offered an MBA in partnership with Henley Managemeollege in the U.K. This
partnership continued until 2003 when AUT made dtrategic decision to offer its
own MBA course which launched on the 26th NovemB@A3 after gaining CUAP
approval. AUT competes with 11 institutions oiffigr MBA's in New Zealand,
including the recent addition of Lincoln Universitghich gained approval to offer an
MBA in 2005. There are two providers of distancarténg MBA's, namely Henley
Management College, U.K. with offices in Aucklamshd Southern Cross University

through the Manukau Institute of Technology Busin®shool (Mitchell, 2006).

Table 1 gives a comparison between MBA providerdNew Zealand in terms of
numbers of students enrolled in 2005, accreditadiatus and course fees. Lincoln
University has not been included as the Lincoln MBAonly due to commence in
early 2007 and no statistics were available attime of writing this thesis. No

statistics were available for MIT at the time ofitig.

Course Fees ($NZ)
Institution No. of Enrolled Accreditation Status - -
Students 2005 Full-Time Full-Time part-Time
Domestic International
AIS St. Helens 290 NZQA 1999 17,825 27300 17,825
CUAP 1983
AMBA (UK) 2002
Auckland 24 EQUIS (Europe) 44,780 35,580
2004
AACSB 2004
AUT 115 CUAP 2003 23,296 31,896 23,296
CUAP 1984 20,340 39,840 20,340
Canterbury 62 AMBA (UK) 2002
AMBA (UK) 1997 32,320
Henley 128 EQUIS (Europe)2000
CUAP 1984 20,580 35,080 27,580
Massey 186 AMBA (UK) 2002
CUAP 1976 27,844 36,000
Otago 40 EQUIS (Europe)2004
Southern Cross 147 22,200
Victoria 103 CUAP 1984 24,080 33,080 24,080
CUAP 1990 ]
Waikato 39 AMBA (UK) 2004 Not available | Not available | Not available
EQUIS (Europe) 2004

Table 1 - Comparative Analysis of MBA Providers inNew Zealand
Source: Mitchell, R. 2006. The Guide to New ZealM®8A Programmes




Table 1 shows that AUT is well placed in the maiketerms of number of students
enrolled and is therefore well placed to providé sbmpetition against the more
established programmes. AUT is the only MBA previdn New Zealand which
offers a highly flexible delivery schedule. Stutiehave six entry points per annum
with terms of 8 weeks each. Therefore any studantbegin the course, study for 8
weeks, take a break for 6 weeks if necessary ame dxack later. In addition, courses
are delivered three times a day in order to accodat@ostudent needs. The AUT fee
structure lies well within the market average asdacation in the heart of Auckland
gives AUT the geographical advantage in terms taeting international students.
Indeed, in a recent interview with lan Grayson ddNCWorld Business, the MBA
Director claimed that in addition to high enrolmefrom the Southeast Asian region,
interest is also being expressed from countried sisccMexico, Germany and South
America (Grayson, 2006). Notwithstanding the fdbat it has the lowest
accreditation rating, AIS St. Helens is a strongtender in the field and enrolled 290
students in 2005.

The marketing of the AUT MBA prior to its launch svatrongly supported by the
AUT International Department which primarily madseuof AUT's international
network of agencies and contacts. The founding MBikector stated that this
fortunately offset the apathetic and lack-lustrgprapch of what he termed the
"centralised and bureaucratic" AUT marketing fuoefiwhich operates on a strictly
centralised basis with minimal input from facultafé. This hindered the process of
advertising the course at every turn by the regjactif many sound advertising ideas
presented by the founding MBA Director. In adutiti the MBA programme launch
was awarded a limited budget which added to th&cdifies associated with the
launch owing to the non-availability of sufficiehtiman resources. Notwithstanding
this apparent lack of moral support and limited drtdallocation the launch was a
success with a student intake of 115. The courgerirabwas developed internally by
tenured staff with previous international and loeaperience in delivering MBA
programmes, and delivered by permanent busines#tyfastaff as well as fixed term

contracted lecturers.



Marketing material developed independently by theti@al marketing office created
student expectations that the MBA programme wouwddflbxible, possess relevant
links to industry, employ a high quality of lectugi staff, provide employment
opportunities and strong student support. Thisenwdtprovided the basis on which
the literature review was developed, within the tegh of the marketing,

management, delivery and assessment of the MBAseour

A value-added operations management approach willapplied to analyse and
discuss these five themes using quantitative aralitgtive data obtained from
questionnaires and interviews involving studenésturers and key administrative

staff connected with the MBA programme at AUT.

To establish the extent to which marketing and af@ns need to work together in
order to effectively meet student expectationsagempt has been made to identify
gaps in what actually was delivered compared toketarg promises made.

Recommendations based upon the discussion areg@wgo enhance the quality of
the marketing, delivery and assessment of the MBégramme. In this study,

students who were close to graduating or had ajlrggdduated are referred to as
"graduate students”, and students who were stilhen process of completing the

MBA course are referred to as "undergraduate ststlen

Research Question and objectives

The philosophy of this research is that studergscastomers. The product which is
considered is Auckland University of Technology'BMdegree. In the promotion of
the degree it is distinguished from degrees offelbgdother universities with a
"brand”. "Brand" refers to the name and reputatibAUT and to the level and type
of qualification, the MBA degree. The marketing dtion determines and promotes
the Brand. The day-to-day management of the psooédearning is performed

through operations.

Thus, in marketing, managing, delivering and assgshe AUT MBA programme,

the research question is to what extent is thectige of customer satisfaction
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promoted with the AUT MBA brand, being achievedotigh addressing stakeholder
needs.

This study will focus on factors influencing stutlgerceptions of the value of
benefits gained through investing in the brand leéirt choice, in relation to
availability, utilisation and management of res@srased in marketing, management,

delivery and assessment of the brand.

This research is important because it highlights troblems currently being
experienced as a result of the growth of intermatisation of business education and
increased competition among educational provideBsisiness schools are challenged
to become more flexible and innovative in coursévdey whilst maintaining the
relevance and rigour of education. Analysing irlationships between elements of
resource utilisation and customer satisfaction e tontext of a value-added
operational management model enables problem ateade identified and

recommendations made to improve quality processes.

This study involved gathering data determining pptions of value which the
students derived from the MBA learning experiend2ata were gathered from 72
MBA students from the inaugural intake in NovemB@63 who had either graduated
or were due for Graduation in December 2005, asagestudents who were currently
enrolled in December 2005. Qualitative interviewsre conducted with MBA

management and lecturing staff to provide contdxtlza against which student

responses could be analysed.
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CHAPTER 2 - LITERATURE REVIEW

Introduction

According to Wright and Race (2004) the twin ohjext which operations managers
must achieve is the provision of customer satigfacas well as the efficient use of
resources. "To achieve optimum service levelssitessential that customer
satisfaction and efficient operation and resourd¢disation are simultaneously,

consistently and sustainably achieved" (2004:19).

In this thesis the provision of education is regards an integrated service operating
system in which inputs are organised and useddwige a service output. Quality
results have to be delivered just at the right tiwi¢hin cost and specification.
According to Porter (1985) the value chain separ#éte company into strategically
important activities in order to understand orgatiial behaviour and obtain
potential sources of strategic advantage. UsinggM/s Matrix (1999) an analysis
can be conducted of the elements of resource aitdis and customer satisfaction
needed to produce effective results. Without custsma good service cannot be
delivered. The customer is therefore an inputh® $ystem which provides the
service. Without knowing exactly who the custonseas well as thexactneeds of
the customer, the objective of achieving a quaégvice output cannot be effectively
met. In this thesis students are regarded as direstbmers of the university. If the
operating system is effective, then student peraeptof the value gained from the
learning process, will be positive. The productaikiedge gained through utilising
resources in the process of learning) matchespheifccation (student perceptions of

value.)

To determine the needs of the customer it is nacgd® examine the contextual
influences on customer perception of quality custoservice. In the case of students,
there are strong external stakeholder influencedetermining customer needs. A
stakeholder is any person or organisation havinmi@nest in an organisation (Beer,
Spector, Lawrence, Mills and Walton, 1985; WrightRace, 2004; Boxall, 1997;

Inkson & Kolb, 2002). Wright (2001) claims thatanpublic sector organisation such

12



as a provider of education, the individual who hadirect input into the system, has
to be satisfied, because without that person, tiseme need for the service, and it will
disappear. In many cases the individual does exstgmally pay for the service which
they receive. Many of the MBA students (the targetup in this research), are
international students, and most of these havengmmgho pay for their education.
Parents are therefore important stakeholders whbdcpossibly influence student

perception of quality customer service.

There are also businesses which will pay for tleenployees to gain management
training to enhance the value of their individuadacompany performance. In the
case where student studies are paid for by the ayrapl the employer becomes a
valuable stakeholder to the university and is tfegeealso a customer in the delivery
of the learning process. If the employer deriviasristerm value through improved
employee management skills as a result of emplegeeation, then positive attitudes
are created which increase the possibility of dgvelg long-term industry
relationships. Through developing strong ties wiitlustry, the university creates on-
going value in creating a situation in which itpessible to extend the relationship
with industry beyond the period in which the studgains a qualification. Fazio,
Powell and Williams(1989) maintain that consumetsowhave high accessibility
attitudes towards a product display greater agitbéhaviour correspondence than
those with less accessible attitudes (refer to @®#)e This suggests that if AUT
wishes to develop strong ties with industry, inecessary that the potential industry
partner and students have a good attitude towaelguality of knowledge product
which AUT delivers. Thus, as postulated by Fazeyedoping sound industry as well
as student relationships is essential to ensursubeess of a qualification, and in this
study this applies to the MBA programme. Thus, @d&hing links to industry is an
important factor in ensuring that customers develogh accessibility attitudes
towards the AUT MBA "brand".

The demands of an increasingly global managemenkatpdace has resulted in an
increased demand for business courses which plaeeemphasis on functional
aspects of business (Ramaswamy & Li, 1997) Prosidértertiary education are

developing new strategies to anticipate and adapthanges in the business

13



environment. Leaders of business schools aressaree, business managers seeking
to sustain and increase enrolments, ensure prifififatkeep pace with changing
customer demands and maintain a public perceptioraloe for product delivered.
Business schools therefore need to become higlmhpettive in the marketplace and

offer business management courses which are alignedustry needs.

This opinion is supported by Gore, Stephen andeB4i998), who state that business
schools in the UK have experienced significant geain the unification of the sector,
changed funding, reduction in student funding whalsthe same time coming under
pressure for increased student numbers. As atrésisiness schools in the UK have
experienced significant growth. They claim thatading to the Department of
Education and Employment figures, the target nunab&@000 business management
graduates set by Constable and McCormick in 198¥ exaeeded by almost 100% in
1994. It would therefore be necessary that AUEEeine from business associates,
factors influencing the perceived value of the MBRogramme offered by AUT
through employees who are also students (and trerefistomers). Without gaining
the support of industry as stakeholders in a pragra, a university will fail to keep
pace with global trends in the provision of tegtisducation. (Ramaswamy & Li
(1997).

The role of the relationship between universitiesd abusiness cannot be
underestimated in terms of developing total qualugtomer service. In constructing
a new model of strategic planning for colleges amdversities to address the
changing international needs, Tischler, Bibermad Afkahafaji (1998) claim that
broader types of relationships between industry edgcational institutions will be
necessary. In order to keep a market (and therefestomer and society) focus, they
maintain that the changes needed are transfornadtiomature. A resource-based
view of strategic educational management focusedemeloping and nurturing key
resources such as depth and breadth of curricbtaries, recreational facilities and

support services.

14



In New Zealand the increase in the percentage sinbas management students is
characterised by the fact that a high percentaget@iational graduates are Asian or
Indian in origin. The New Zealand University Vi€hancellors Committee, in a
survey of 9285 graduates in 2003, published sizish March 2004 which reveal
that of the 2310 graduates in 2003, 42% were @rmational origin, dominated by
China and then Malaysia. (www.scoop.co.nz, 200knhowing the extent and the
quality of the elements by which successful retadfops are built with New Zealand
knowledge providers will assist AUT in (a) identify and exploiting factors
influencing consumer knowledge brand choice andkflmwing the extent to which
the influence of developing industry relationshgas extend the life expectance of

the brand both nationally and internationally.

AUT boasts in its newspaper advertisements andranoge information booklets,

that 92% of its graduates gain employment aftedggéing. In order to develop future
marketing strategies it is important that AUT deyela precise analysis of the
breakdown of post graduate student placements heh&ical or international, and in

what specific industries. (International Studenbdpectus, Faculty of Business
Profile, Course Information Booklet, 2005). Rapettal (2004) recommend that
students integrate with the business community arel provided with career

preparation and job-placement assistance. It iettve important that the percentage
of students on the MBA programme who have actuadign assisted by AUT to gain
employment be known. If there are students whaehas been assisted in gaining
employment, methods can be developed to ensurertheteting promises are met

through pro-active assistance to students in phogidmployment opportunities.

Current debates on strategy, branding and publatioas in international tertiary
education will now be examined in order to deteeninirrent international trends in

delivering tertiary education.

Strategic trends in tertiary education

Gore, Steven and Bailey (1998) analyse the effeekternal changes in provision of

higher education in the U.K. Student numbers &pdg of awards have changed as a
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result of a higher demand for a wider curriculumb®delivered to businesses. The
process involved adopting modular programmes atigwmore flexibility and
integrating elements taken from historically disicip-based studies. This resulted in
the emergence of a different organisational strectwithin providers of higher
education into interest groups. This process, ra@oeg to Mintzberg, Quinn &
Ghoshell (1995), is a reaction to changes in thereal environment whereby interest
groups expand into larger elements. Thus, MBA @ognes were created as a result
of pressure on providers of tertiary education bgustry, to meet its changing
demands. Gore et al (1998) claim that in many usities it was the business schools
which led the response to changes through redumeerigment funding and increased

pressure to increase student numbers.

Ramaswamy and Li (1997) support the view of Goralen stating that business

schools in the United States have reacted to diramiaganges in demands for tertiary
education through becoming more flexible. Busirgs®ols have become similar to
other business organisations and operate in selvaesatess environments demanding
a flexible approach in meeting industry demandscokding to Ramaswamy and Li,

business schools continually battle with constigtenvironmental conditions such as
declining student enrolments, shortage of reveohanging industry demands and

public discontent.

Tischler et al (1998) state that changes in ingudémands will result in a broader
array of relationships between business schoolsrahgtry organisations influenced
by tighter budget demands and different sourcenahcing. Ramaswami and Li

(1997) comment that although tertiary instituticare changing their strategies and
structure to adapt to the environment, little iswn about whether they outperformed
competitors that did not change their strategids.students and their associated
businesses place a high value on the quality oMB& programme then university

records should show an increase in the numberrofled students and demonstrated

satisfaction in terms of perceived value for momsaested.

The process of learning is taking place in an asgdional climate which is

increasingly encouraging a culture of learning. isTtvould suggest that today's

16



organisations need to continually adapt and changeder to retain their competitive
edge through embedding learning into the orgamisati

Business schools are challenged to adapt theirrgmoges to meet the needs of
industry. Ramaswamy and Li (1997) in their analydi strategic dimensions related
to program offerings of MBA programmes in US busmaschools, claim that because
of the greater flux in the business environmensitess schools have been forced to
anticipate changes to the business environmenthab they can tailor suitable
adaptation strategies through the MBA programmeistwtiey offer. Thus business
schools are tailoring their MBA programmes to miket needs of industry. This is
occurring in an environment of radical and constdr@nge and the perceived need to
seek global differentiation and requires that ceudevelopers remain flexible in
attitudes to keep pace with trends. Industry hagefore become an important

stakeholder in the development of business edutatiaicula.

Balmer (2001) claims that to date the parametensusiness identity and corporate
management have been largely obscured. A growingoru of management scholars
regard business identity as an important researtthity. Bickerton (2000) supports
Balmer by arguing that the hitherto largely sepaetas of marketing and corporate
identity are in transition as a result of the hitbe"top-down" organisational
perspective versus a "bottom up" customer perspgectMore organisations will be
seeking to satisfy the customer and enhancing tbeiporate identity through
organisational change in order to meet customee@ggons. Kim (1993) maintains
that all organisations learn, whether they constioahoose to or not, and proposes
that individual learning advances organisation@rieng. Thus organisations are

changing to meet customer needs, and all changéves/learning.

Thus not only does industry require to re-enginesglf to keep pace with global
trends, but the learning of its employees has tbeshitself into the organisation for
the organisation to remain viable. Kim (1993) maiim¢ that fundamental change
takes place in organisations when total re-engingevccurs. This change requires
the development of double-loop learning aimed atllehging deep rooted mental
models. It is therefore important to examine stidbility to apply the knowledge

they have gained through the MBA programme in thekplace, and to suggest areas
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where change is needed in order to ensure thastirydarganisational learning needs
are being met.

The notion of developing a customer focused orgaioisal culture is supported by
Juttner & Werli (1994) who state that every singdationship with every single
customer should be treated as an investment focahgany. These values can only
be implemented when the basic philosophy of beatglly committed to customer
satisfaction is rooted within the entire organisati Therefore for any changes in
MBA course content and delivery methods in respottsendustry and student
feedback to be successfully implemented, everyisimgmber of AUT staff involved
in the delivery of the MBA programme needs to bstamer focused and readily
embrace any changes required. Thus the espousael efflexibility as a feature of
commitment to customer satisfaction will becomditgthrough entrenchment within
the AUT organisational culture. The strength as thuggestion is underpinned by
Balmer (2001) who claims that successful companéain the image they create
through marketing and establishing strong framewotd support that image in

reality.

Students in the MBA programme were also promisedllsand interactive classes
delivered by high quality lecturing staff. Thus$) addition to the element of
flexibility, the delivery of small interactive clags and the employment of high
quality lecturing staff will also be analysed. Theed to see espoused values
translated into values in practice is summarisedalyner (2001:16) when referring
to a recent statement by the Anglo-Dutch Shell @roagarding organisational
customers. "Our business touches too many livesigoro evade our role in wider
society. We must communicate our values and detrateghat we live up to them in
our business practices (in Lewis, 2000)."

The implications for marketers of knowledge braisdthat basic elements in building
lasting brand relationships provide a fertile afea developing new marketing

strategies to retain consumer loyalty in the largit McCracken (1986:71) maintains
that "cultural meaning in a consumer society maeaselessly from one location to

another". It is suggested that developing meaningflationships with local and
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international businesses which provide employmentMBA students provides a
feedback reference point for continuous improvemiaitiatives as well as the
examination of movements of cultural meaning inuaibess context. This can be
achieved by analysing how the practical skills &ndwledge which students gain
through the MBA programme evolves within their owultures in terms of new
methods of conducting business to suit those @gdtuilhese changes can be fed back
into the system and possibly incorporated into rieitMBA programmes, providing
valuable marketing opportunities to gain long-temmstomer brand loyalty from local

and foreign business.

Having referred to the expression "knowledge brgnitlss necessary to define the
term "brand" and to subsequently apply the brandmmgcept to the tertiary business

education industry.

Brand Definition

Corporate branding is described by Balmer (2001d%5)'a conscious decision by
senior management to distill and make known thebates of the organisation's
identity in the form of a clearly defined brandipgoposition. This proposition
underpins organisational efforts to communicatéedintiate and enhance the brand
vis-a-vis key stakeholder groups and networks"Im®a suggests that the corporate
brand proposition needs total commitment in an wiggdion at all levels and that
management of the corporate brand lies within tlea af the CEO and not the
traditional area of marketing. He claims that cogbe brands have three distinctive
advantages - the ability to communicate, differstiand to enhance, and suggests
that the corporate brand proposition should be w@wsead "template” for evaluating
organisational activities.  Bickerton (2000) aduesa the integration of two
perspectives - bottom up customer focused marketid) top down organisational
focus, into a new marketing model which determiorggnisational culture.

Brand Choices in Tertiary Education

In order to further inform customer perception oard value, it is necessary to

examine marketing literature on factors which iaflae brand choice.
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Contextual influences on brand choices in the m#gonal education market are
important. McCracken (1986) refers to the facttth@ost academic literature
reassures us that the study of the cultural mearanged by goods is a “flourishing
academic enterprise" and further investigates thestipn of the "mobile quality of
cultural meaning”. Meaning is drawn from an objex product) and transferred to
the individual consumer. The consumer developsningafrom his own culturally

constituted world. In the context of this studie tproduct refers to the MBA

knowledge "brand".

Cultural meaning, according to McCracken, is lodate three areas; a culturally

constituted world from which the consumer derivescpptions and meaning, the
product, and also the individual consumer who pasels the product. Through
identifying with the knowledge product, or "brandf choice, the customer derives
cultural meaning from his choice. This transfeoftultural meaning from product to

consumer takes place within the framework of fatuats. Possession (e.g. factors
influencing purchase); Exchange (e.g. cultural amdividual meaning and value

derived from purchasing an item and giving it agif); Grooming (the process of

reassurance), and divestment (the process of emgpgoods of meaning) e.g. aged
people who give away their worldly possessions bsedhey no longer gain meaning
from their possession). It is therefore importemexplore the context within which

students derive cultural meaning during the le@rnprocess, when they enter
business, as they progress in business and whgmnesign from business.

McCracken (1986) claims that the notion of giftigty between parents and children
are symbolic of the properties that the parent @dilde to transfer to the child. One
of the most significant gestures that a parentgiaa a child to express the meaning
of their relationship is to give that child thetgiff education. In giving the gift of

knowledge to the child through the exchange rittia, parent conveys significant
cultural meaning to the child because the pareahsring that the knowledge which
he has given the child during the child's lifetime, carried forward to future

generations. Thus, satisfying the parent as stdétenhhas wider implications than a

short term transaction. Mazzarol (1998), in asialy critical strategies for marketing
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international education, maintains that marketensukl not underestimate the
significance of the decision which students and {b&ents make to study overseas.

Elements of the familial relationship are therefaméegrated into the choices of
knowledge providers by the customer and attainucalltmeaning as a result of the
strong influence of the parent-child relationshiphis view is supported by Fournier
who refers to the fact that brands received as gife likely to evoke personal
associations serving to animate the brand as al"eittity" (1998:345). If these
strong feelings are evoked simply by giving a dibw much more likely would be
the parental influence in terms of evoking strongpBons in their children, of a duty

to succeed in order to fulfil parental expectations

On the other hand, Petty, Unnava and Strathmanljléim that understanding
consumer behaviour involves understanding the wayghich people are persuaded
to purchase a product or service through beingigealvwith information from which
negative or positive attitudes towards the produet developed. The result of this
process is known as "brand attitude" (Aaker & Meyd©87:160). Empirical studies
conclude that attitudes are stored in long-term orgrand are based on evaluation of
"evaluations of objects, issues or persons (Péthpava & Strathman, 1991:242).
Petty & Cacioppo (1981) summarised all the varislitethe decision making process

into two areas, the central and the peripherakrtmupersuasion.

The central route to persuasion focuses on thenrdton about a certain object
under consideration for purchase because the objexdrvice is of high importance,
e.g. purchasing life insurance. The peripheraltaomvolves making decisions

without thinking about the information central teetmerits of the attitude issue, e.g.
deciding on purchasing one or another brand onparswarket shelf. Purchasing a
knowledge brand involves deep consideration becaafsehe importance and

influence which the decision to purchase will hawvethe life of the customer. (Aaker
& Meyers, 1987).
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Fazio, Powell and Williams (1989) maintain that semers who have high
accessibility attitudes towards a product displayeater attitude behaviour
correspondence than those with less accessibtiedsts. High accessibility is attained
when the prospective customer has been motivatedait to make a purchase.
Attitude behaviour correspondence is attained whenprospective customer makes
the purchase. Marketing initiatives should therefoe geared towards gaining high
levels of attitude accessibility, underpinned bycpetions of excellence in delivery

which will produce attitude behaviour corresponaenc

To create a long-term customer perception of bigunality, it is therefore necessary
that once the customer has developed a positivadbeadtitude, that attitude be
maintained through perceptions of excellent quaiyvice before, during and after
the purchase has been made. Studies show thatgitlcustomers can initially be
stimulated into perceptions of brand quality, maiming those positive attitudes

towards the brand is a complex process.

Gatignon and Robertson (1991) refer to personélente as a basic underlying part
of diffusion theory. The diffusion process reféosthe rate at which an innovation
penetrates a social system or target market. Toptiath process concerns the way in
which a consumer decides to adopt a new produet MBA course in this case).
Gatignon and Robertson have identified that pedsoflaence is a basic underlying

factor which influences information seeking andmfiation giving behaviour.

Thus, students seek information through interpeakeommunication to decide on
the value of the information, to relieve themseleéslecision anxiety and to gain a
social definition for consumption. Factors whiahibit the information giver (in this
case all people involved in interacting with studeat AUT), from interacting and
providing information include time commitment andhet risk of providing

inappropriate advice.
The process of diffusion has also been describeth@agrocess though which an

innovation, or new product, is "communicated thitowgertain channels over time

among the members of a social system" (Rogers,:3p8dahajan, Muller and Bass
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(1990) identify communication channels and the aosystem as two of the key
elements of this diffusion process. In order f@raduct to extend its lifetime, Handy
(2002) takes the view that it is not sufficient fmusinesses to create new ideas and
innovations during the down-turn of the diffusiaimee. He maintains that in order to
extend the life cycle, a second curve needs tanibi@ted during the rise of the first
curve in an ever changing dynamic process of cootis improvement. Handy
claims that customer or client complaints, if viel@bjectively and not defensively,
can point to areas where changes are needed. W2@Bl) underpins this theory in
stating that services are always changing andeproviders are constantly needing
to change their areas of endeavour. It is essemtiallaims, that these responses be
incorporated into company adaptation and produdsian processes to optimise and
extend the service product life cycle. Therefdrelent feedback mechanisms on the
AUT MBA programme need to be vigorously acted upad included in the process
of continual improvement in order to improve the MBEnowledge product and

therefore its product life-cycle.

Gatignon and Robertson (1991) further claim thatdis which inhibit information
search from individual consumers through interpgacommunication are the risks
of accepting poor information and adopting a suinaté position. For example,
lecturers in the MBA programme may inhibit theiassh of information because of
the view that they are adopting a subordinate josly viewing the student as the
customer. Among the factors which enhance theuenite of interpersonal
communication are the prestige of the source, gthenf commitment, consistency
with other information, positive vs negative infation, clarity and frequency of
interaction. Thus the quality of the way in whiaformation is provided both during
and after a consumer has decided to purchase aqtrosll influence the product
life-cycle, or diffusion process. In the case aid&nts at AUT, this would suggest that
it is important to communicate effectively with dants before, during and after the

learning process.
This would suggest that maintaining excellent reteghips with students through

consistency and quality of information which isejivin terms of course content, and

quality of communication through interpersonal tielaships between students and
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AUT staff and industry would contribute towardsending the product life cycle. If
good relationships are forged and information isvant and considered authoritative,
students will be encouraged to continue their liegrand interaction with AUT after
graduation. Continued interaction with studentsl(their employers) will ensure that
information about the quality of the AUT MBA "brahdwill continue to be
disseminated. Continued communication with stuglantd industry to determine post
graduation performance in industry will also enstivat new ideas are fed into the
system, thereby providing feedback to provide infutcontinuous improvement
initiatives. The MBA operational system shouldréfere be flexible in its approach
and involve alumni in forming strategic allianceghamcompanies. In addition this
continual exchange would provide marketing oppaties for AUT (Richards-
Wilson, 2002).

The peripheral and central routes of attitude faiomaoutlined above form the basic
theory on initial attitude formation (Petty, Unnavand Strathman, 1991).
Maintaining a favourable customer attitude afteitiah persuasion requires the
marketer of a product to be aware of what Friestadl Wright (1994) refer to as the
development of "tactic recognition heuristics" the tcustomer. Tactic recognition
heuristics can be defined as the way in which euets learn to identify persuasion
tactics by developing mechanisms which signal e dbstomer that the marketer or
advertiser is trying to gain their trust. Gainiagd maintaining that trust through
experiencing the value of a product whilst in use hitherto been largely applied
tangible products which are purchased. Educatiorsitutions have become more
receptive to the concept of students as custommudstizerefore the concept of a
knowledge brand as an educational "product® (Rap®mith, Velliquette and

Garretson, 2004). Therefore students develop taetmognition heuristics in the
process of being persuaded to purchase a knowfzdgect.

Any person or organisation which gains the iniéisiention of the student becomes an
agent conveying knowledge about that product owviser Today's student is

sophisticated and is able to research and learre mbout the knowledge product
which they are purchasing than ever before. Beratsdents seek knowledge and

more information they will question and learn malmut the organisation. Thus it is
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suggested that organisations (in this case AUT Ifiganf business) maintain the
attitude and trust formed by recognition heuristitsough living up to the
expectations during the learning experience. Thigqually true for organisations

providing a knowledge product, in this case the Adulty of business.

Juttner and Wehrli (1994) propose that customest tizi gained through integrating
the customer into a value-generating process.ty,Réhnava and Strathman (1991)
maintain that although memory plays a part in lewalpositive attitudes towards
brand, the quality of the message has to be goddhenperson has to believe that the
message comes from an informed source. Thusimp®rtant to research student
perceptions of whether they felt that the informatithey received about the course
came from an informed source and whether the adelalery lived up to perceptions

created through initial marketing efforts.

The delivery of a quality learning outcome will emtce the probability of newly
formed attitudes towards a brand persisting oweetiln this study the process of
learning is being regarded as an integrated seraperating system which
demonstrates the effective combination of resouiessurers, time, equipment) and
customers (students) as part of a value chain Pot985; Wright, 1999). If the
operating system is effective, then student peraeptof the value gained from the
learning process will be positive. The product (kfemige gained through utilising
resources in the process of learning) matchespheification (student perceptions of
value.) As the delivery of an effective learningguct relies largely on relationships
with lecturing staff, supported by administratiardaechnology, gaining student trust
is essential for survival. Through gaining and pdowg effective feedback in a
flexible environment, the customer whose trust haen gained continues to add
value to the organisation through providing feedbar the service obtained, and is
thus an important marketing resource. In order tkenthis happen within the
delivery of a business education, it is therefoeeassary that business schools be

flexible and open to receiving feedback.

This would suggest that relationships and feelimigself-efficacy are excluded from

the decision making process because of the notiahgeople process information
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mechanically, form beliefs and then act. FaziB@)9maintains that consumers who
have high accessibility attitudes towards a prodisplay greater attitude behaviour
correspondence than those with less accessibleidats. Bagozzi et al (2002)
propose an improvement in contemporary theoresibaltcomings with the addition
of the theory of trying. They make three proposalthis context (a) the addition of
consumption goals, (b) that intentions, particylantentions to try, directly precede
the action of trying, and (c) the incorporationpoior learning and past behaviour in
the explanation of trying. These three elementgnhken together, can be expanded
to include psychological and physical processeshvimtervene between intentions
and goal achievement, such as "planning, monitoohgrogress toward a goal,
guidance and control activities, commitment todgbeal and the person's intention and
effort.”  This rationale underpins the notion of rtpapative, communicative
performance management of the delivery of tertlagyning as part of the relational
process in achieving goal congruence for learninigames. In the delivery of the
MBA programme this would be achieved through devielgp psychological and
physical intervention processes aimed at enhaneffertive student relationships.
Providing high quality student feedback and tecbgiglal support would further
support the smooth transition between student tilcies to learn and achieving their
goal through passing. Thus students who gain fgeliaf self-efficacy through
passing their courses will gain positive perceiam relation to the quality of the

AUT MBA brand during the learning process.

Fournier (2004) claims that there has been a pgmaghift towards the replacement
of short-term exchange notions by relationship @ples. This implies that people
develop relationships with the brands which theycpase. In spite of this, the
relationship perspective has been "vastly undasedl (2004:343) in the marketing
literature. The focus continues to fall on mankgtipractice and not on the
relationship itself, neglecting the development tbé core construct concerning
relationship theory in consumer research. Foumigork underpins the concept of
integration of psychological, sociocultural andat&nal concepts of relationship
principles by stating that relationships "both effand are affected by the contexts in
which they are embedded". She suggests that #ufrwway to establish the

developmental pathways of relationships is to $pehe "identity activity" in which
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the relationship is grounded” (1998:346). An afiera made in this study to examine
the pathways of relationships with knowledge prev&d through considering the

MBA product as a "brand”. The quality of the redaship with students is seen as the
key identity activity in which student/lecturer énaiction takes place. Therefore the
quality of lecturing staff and their interactiontlistudents during course delivery are
key factors to consider in this study.

Mollenkoph and Moore (1999) cite Grubb and Grathi(@B67) in the identification

of empirical support for the concept of consumdrawsour as a function of the match
between self-image and the individual's perceptbra product image, known as
congruity. The self congruity hypothesis implibattconsumers seek to express their
own self image through selecting out products whossges match the person's own
self image. When these match, congruity betwe#rpseception and perception of
brand as self is high. Thus, through achievingiieg objectives the student achieves

self-congruity and therefore congruity with therma

The question of whether and to what extent conssimevelop ongoing relationships
with brands remains largely unanswered. Identfyielements of relationship
formation involving the learning process is a ma@mplex process because it
involves not only feelings towards the brand itéeif also feelings within the psycho-
socio-cultural context of the learning processf $ehcept is changed through the
development of meaningful relationships and reicddrthrough the development of
self-esteem. Wood & Bandura (1989) in their depslent of social cognitive theory,

explain psychosocial functioning in terms of "ti@dreciprocal causation”

(1989:362). Their model of reciprocal determinismopgmses that behaviour,
cognitive, personal and environmental factors dpees "interacting determinants
that influence each other bidirectionally”. Théeglings of self-efficacy are forged

through the development of meaningful relationships
The self evaluations that people generate abourt dnen behaviour dictates which

activities they are most likely to pursue. Thugdbod relationships are forged with

providers of learning, customers will develop fegh of self-efficacy through
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achievement and this will serve to re-enforce thlationship with the knowledge
provider and therefore the brand of their choice.

In order to analyse student perception of whethanding and marketing meet
customer expectations it is necessary to identdjiest aspects of customer
satisfaction against which the effectiveness ofAbld MBA educational "brand" can

be measured.

Customer Satisfaction

To harness and sustain the potential of both hucagital and information capital
invariably requires a customer focused organizatma leadership (Theunissen,
1998; Theunissen and Theunissen, 2004). The mduesiness environment dictates
that business schools be flexible and responsivastomers. This can be achieved
through ensuring that leaders are mission-drived aommitted to continuous
improvement. Faculty driven processes are wayshith flexibility and customer
responsiveness are encouraged. This is essemtlaght of increased competition
among educational providers, who are developingemand more innovative
processes in order to take market share from thoseess schools which do not
respond to customer needs. (Hatfield and Taylo8819 unsford, 1998; Rapert,
Velliquette, Smith and Garretson, 2004). Flexipilis therefore a key element

determining customer satisfaction.

Delivering quality to the customer should also béred in terms of student learning
outcomes (Tischler et al, 1988). In this way ursitees might be able to serve their
stakeholders better while lowering costs and pridaschler et al further cite Senge,
(1990) and Stacey (1995) in claiming that the ¢coeadf an inflexible planning
bureaucracy to support and focus on building resesifand private political turf)
defeats the purpose of creating a genuine, natpeai system which learns for its
own future needs and remains flexible in order &ettustomer demands. Therefore
any change initiatives need to be supported byooust focused leadership which

iImplements strategies for continuous improvement.
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The term "customer satisfaction” conjures the pectf a person who is happy after
sacrificing money to purchase a product. This Wauggest that the customer has
gained some kind of value from purchasing the pcodind it is the value which the
person attributes to the product which produceginass. Woodall (2003) refers to
an 18th century utilitarian discourse examining llaéance between pleasure and pain
which offered the suggestion that the process afdnuchoice in balancing pleasure
of acquisition of a desired object and the paihafing to part with money gives rise

to the notion of value-related choices.

Woodall (2003) has chosen the term "Value for thst@mer” (VC) to represent the
customer demand notions of value. The notion gwisumer satisfaction is a
response to an evaluation process is supportedalgp2zi (1984), Frondizi (1971)
and Rokeach (1973). Frondizi referred to the oblebject quality as a result of how
people seek specific services to bring advantageitdives. This would imply that a
person's concept of value is dependent on perceptd adding quality to their life
and therefore also the motivation behind the pwsehdecision. It is therefore
conceivable that student perceptions of value wdndddependent on whether the
process of learning increases or decreases thepatéid value motivating the original
decision to study. Because students are beingdedas the customer in this thesis,
it is now necessary to examine educational liteeatio more closely analyse the

concept of students as customers.

Students as customers

The question of regarding the student as the custdras been the subject for much
debate. There are strong opinions from some asithwio question the validity of

regarding the student as a business customer.&c(ab00:298) sees "a fundamental
problem in a customer-driven model for educatioile agrees that students pay for
education, but argues that the analogy should caabat point and recommends that
students be regarded as "recipients" and otheelstédters should be regarded as
"beneficiaries”. Scrabec agrees that students gagefrvice, but claims that this is as
far as the analogy should be set. In a businegsoement, he states, customers are

more than purchasers because customers definedeterimines a quality product or
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service. Allowing this to happen with students,di@ms, would degrade the very
service being sold. He excludes the notion ofestiglas customers by stating that the
student is not the only "customer”. In concedingt tstudent satisfaction should be
achieved as a result of a total quality educatjgor@ach in which student feedback is
one element in the system, Scrabec implies thatests do, in fact, play a part in
setting educational standards, and are therefaernal customers. He therefore

contradicts his earlier statement that students@ireustomers.

Franz (1998) is more vociferous and focused inchigcism and paints a picture of
students shopping around for their classes andrmmapthe cause for a change in the
role of educators for whom the sole purpose nowolnes attracting and retaining
students on courses. He castigates managers dfatemu for allowing the
"Nordstromisation" of education where universiti@scome new types of shopping
malls and the sole purpose of the educator is ligldehe customer. Pedagogy, he
claims, becomes sheer entertainment, where beaxgplé means a "flood of self-
designed majors, conveniently rescheduled examimatand bending rules through
exceptions”. He bemoans the fact that this regalt'unrelenting grade inflation -
keep the customer happy and give him or her wleat want" (1998:63-64). He takes
the view that the educator is there to mould thelestit - to "paint the canvass",
claiming that the canvass does not tell the painteat to paint. This simplistic view
would imply that the student is totally void of akgowledge or cognisance of what
they want and ignores the fact that today's MBAlsti is mature, knowledgeable and
ambitious with experience in industry. (The entgquirements of most business
schools are that students should possess a pgoealehave experience in the working

environment and pass a GMAT test if required).

Guolla (1999) moves closer towards the notion thatstudent is an important part of
the value chain and takes the view that studeetbath customers and clients. They
are customers because they experience a highlgd:aervice. As clients, he claims,
students receive the services of well-trained ewlugal professionals. In this
capacity, clients have an understanding of theirise needs but rely on professional
advice. Students as clients expect to be "pergomaproved” at the end of the

process with achievement as the ultimate measusuafess. He claims that this
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view is consistent with the commonly used critervamiable contained in educational
psychology literature. In addition, he regardsistus as producers who produce a
result through actively participating in the leamgpiprocess, using the instructor as a
resource. Students, he claims are also produdthveine more marketable for future
employers. Satisfied students are therefore aengas component in the marketing
mix as they are the product of the university.

Contemporary literature defines the student as oowst in an increasingly
competitive knowledge based world of business. eRapt al (2004) claim that
student expectations are high, focused and divansethat the meaning of quality
should be seen from the student perspective. Giiaal (1993) regard the student as
the primary customer amongst other customers ssitheaboard of directors, parents,
future employees and government bodies, all stdder® whose needs have to be
met. Hatfield and Taylor (1998) go as far as #@iesthat it may be a matter of sheer
survival for business schools to ensure that they r@sponsive to customers.
Innovative Colleges and universities are set te talarket share and any business

school which fails to respond to trends is ultilhatebomed to fail.

Thus, the concept of student as customer is herstay, and the challenge for
educators is to ensure that high quality programaresdeveloped and delivered by
quality lecturers, ensuring the application of agad rigour whilst remaining highly

responsive to the needs of all its customers.

Education as a value-added operational system

Current literature on the delivery and assessméntediary education and in
particular MBA programmes seen from an integratedueradded operational
management point of view, is limited. Wright (20@1aims that in a value-systems
approach, the customer becomes drawn into the ream&g process. The customer,
therefore, is a valuable resource in the valuench&oodall (2003) cites Buttle (2000)

as follows:

"The means of customer retention is via the dermaknt,
communication and delivery of value propositionsttimeet or
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exceed customer expectations. Value propositioaghse multi-
faceted bundles of product, service, price, compatiin and
interaction which customers experience in theiatrehship with a
supplier. 1t is the customer's perception of theppsition that is
important, not the suppliers.”

The above statement implies that value lies indbeaplex interrelationships of all
factors contributing towards perceived success. ddreept of customer satisfaction
in relation to a value system is reflected in therketing literature by Juttner & Werli
(1994:1) as a "comprehensive integration of theormer into an interactive value-

generating process, based on interdependence @pbty".

In terms of educational literature, Gilbert, KeckS8mpson (1993) maintain that, in
delivery of education, students may be primary amustrs but there are other
customers, such as the Board, future employeesnigaand government. Thus the
literature suggests that in all business, quatitiyiatives should include the needs of
all stakeholders. For MBA courses in particularaddition to developing systems to
improve the educational process, educational utginis should be seeking means to
keep pace with business trends in terms of coaisgancy, and rigor of teaching and
assessment in terms of student development (Karathol999; Richards-Wilson
2002; Rapert et al, 2004; Hahs, 1999; Yang and2001). Adopting a value-added
operations management approach overcomes the Bubjeew that the student is

the only customer the value chain.

Wright (1999) describes the elements of customesfaation as specification, time
and cost. It has been demonstrated in ChaptertithbaAUT MBA course offers a
highly flexible delivery schedule, the only MBA mptider in New Zealand which does
so. Therefore the element of time is being effetyi met. The AUT fee structure
lies well within the market average with the aduhfl advantage of being offered in
the heart of Auckland, giving AUT the geographiealvantage. The concept of
"specification” requires further analysis because ways and the extent to which
customer expectations are met affects customerepgon of brand effectiveness
through the learning experience. In addition, inecessary to analyse the ways in
which key elements of effective resource utilisatitirough the availability and

performance management of human resources, qu#liipformation technology,
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administrative and marketing support, contributsttalent perceptions of the quality
of the MBA programme.

The way in which customer perception is measured @manslated into services
producing greater customer satisfaction is a comsue. Giese and Cote (2002)
claim that from an operational viewpoint, there Hl@en considerable difficulty in
identifying constructs which are consistent in thbility to clearly define the
satisfaction process. In analysing a framework cohceptual and operational
definitions of satisfaction derived from empiricildies, Giese and Cote concluded
that organisations should develop a context-spedéfinition of satisfaction. They
claim that it is almost impossible to interpret whansumers mean by satisfaction by

analysing numbers which are marked on a scale.

In examining the context-specific definition of isédction and seeking deeper levels
of understanding of the complexity of the processough which satisfaction is
achieved, some contemporary market researcherfoansing on satisfaction as a
product of the development of satisfactory relattops with suppliers within the
matrix of product, service, price, communicatiord atient interaction. To achieve
this in the context of tertiary education meang thaulty have to be drawn into the
value chain. The quality of leadership by admmaiste staff and the dean should
strenuously support the concept of flexibility angstomer responsiveness through
continuous improvement, mission-driven programsis Trequires that faculty input
needs to be increased (Hatfield and Taylor, 199@skord, 1998). The difficulty with
the concept of delivering tertiary education withire context of operational process
management including faculty is highlighted by htdtf and Taylor who state that
being faculty driven means that faculty must bevabt involved in, if not in charge
of creating procedures for continuous improvemdrte move towards faculty driven

management is seen as a move towards employee @mpent and ownership.

Pritchard and Willmott (1997) criticise what theygard as the growth of
consumerism in the development of "Marks and Spaddsd "McUniversities".
Pritchard & Willmot cite Parker and Jary (1995) whefer to the progressive

McDonaldisation of universities. Universities, thekaim, are being reconstituted as

33



knowledge factories organised by managers whosd odo “intensify” and

"commodify” the production and distribution of knledge and skills to whoever has
the means to purchase them (1997:297). They dlaanalthough universities are
now being imbued with greater managerial powerggrplanations in terms of how

this is actually achieved, are given.

The need to regard the delivery of tertiary edwegtiand in particular MBA
programmes within the context of a value-added atpmral management scenario in
which the whole organisation is committed to cambus improvement, is gradually
being addressed in contemporary management literafuanz (1998) maintains that
managers need a new guiding metaphor - one wheetististudents as partners in the
educational process, and that as co-workers iretheational enterprise, this gives
them the responsibility for their own action. S@al§2000) proposes a Total Quality
Education model in which student satisfaction oscas a result of a total quality
education process and is not the sole feedbaadkpoove the system. Yang and Lu
(2001) recommend developing practical assessmestituments directly linked to
industry requirements, thus drawing industry irtte value chain. Richards-Wilson
(2002) states that many deans of business schoelsaware of the criticisms
surrounding MBA education by employers. She c#egeral researchers including
Pearce (1999), Hahs (1999), Eberhardt and Mos&@7§19ennings (1999), Merritt
(2001), Hancock (1998) and Heinfeldt and Wolf (19%8nongst others, who have
noted that employers have criticised business gtadufor being unable to transfer
their knowledge to the fast paced realities of thedern business world. She
recommends that all stakeholders - students, bes#se trade organisations, business
school administrators and faculty need to be in@@lin continuous improvement and
change processes in MBA programmes. Karathano9)1@%ers to the view of the
National Commission on Excellence in Education,tebhiStates (1999) who claim
that for the first time in history the educatiorsMills of one generation will not
surpass, will not equal, will not even approachsthof their parents. She advocates
the application of learning-centred education, rgjroadministrative leadership,
continuous improvement programmes, partnership ldpeeent, valuing faculty and
staff, effective course design, strong informatiechnology, taking a long-range view

of the future, being a role model of an organisatiainit to the community, fast and
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flexible response to customer requirements, analteesrientation. Thus in adopting
a value-added operational management approachetdBA programme it can be
seen that key factors contributing to successlaxaility, course relevance and links

to industry.

Foreman and Money (1995) analyse performance aintpiggoal congruence and
internal marketing. Goal congruence, they claim,attained when performance
ambiguity is low and goal congruence is high. Pennce ambiguity refers to the
effectiveness of performance of employees within @ganisation, and goal
congruence refers to the ability for employees emgbloyers to achieve simultaneous
goals. Therefore if staff are able to perform wakhieve their own personal and
organisational goals, high performance is assured &oth individual and
organisational goals are met. AUT relies to gdaextent on personal relationships
and procedures developed by lecturers when workitlgstudents. Low performance
ambiguity (i.e. high regard of their own performaheneans that students are less
likely to search for other providers of knowledgarimls because they perceive that
the ties which they have with the knowledge prowvigee valuable. Goal congruence
is achieved by AUT achieving success for the MBAgsamme, good pass rates and
enhanced reputation. For students, becoming ssittegaduates ensures that their

goals are met.

Through improving student performance by ensuringréased levels of competence,
motivation, congruence and commitment”, extringid atrinsic needs are met (Beer
et al, 1985:20). Extrinsic needs are internalissdintrinsic motivators through
increased self-confidence. Competence grows throemgsuring that the student
progress at their own capacity to develop and deinai@ skills. Congruence is
attained because expectations of fairness and naezlsaddressed through the
development of meaningful relationships in the néay process. Commitment is
achieved by gaining extrinsic rewards through aitg grades and intrinsic rewards
through developing self-confidence. This is reddrto by Wood & Bandura as
"guided skills mastery" (1989:363). Lecturers, tlgh managing students as

customers, achieve goal congruence. Lecturing, stefrefore, are a crucial resource
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in the delivery of a quality learning product. 3Hurther underpins the notion that
quality lecturers should be employed to deliverries.

Wright (1999) states that managers need to mar@genbst valuable resource, the
human resource, just as carefully as any othemureso Lecturers and support staff
are primary resources in the delivery of educatiothe activity of developing and

transferring knowledge. It is therefore importdmttlecturers and administrative staff
develop excellent relationships with students. Maalz (1998) states that educating
students requires the development of a long-telatio@ship with the customer as
well as continuous delivery of service. This isere¢d to by Lovelock (1983) as a

“relational membership".

If the relationship is strong, the service providas the opportunity to develop strong
client loyalty and enhanced client service featut@®ugh effective performance
management. It will therefore be necessary to iffehtiman relational activities in
the performance management of the learning proeesish enhance student
perceptions of excellence. This will assist imigying areas in the management and
delivery of the MBA programme which affect stud@etrception of the value of the
MBA programme and introduce methods and systentombinually enhance value.
The effective performance management of lecturdi$uxther ensure that the quality

of lecturing staff continues to improve.

Wright (1999) suggests that four control elemergplain terms of performance
management: Setting standards of performance; Bekdbf actual performance;
Measuring performance against standards and Cmgedeviations from standards.
This would ensure a stable system, where standamelsknown and consistently
achieved, feedback is timely, accurate and relevactual performance vs desired
performance is known, and finally that staff halke authority and the will to act. In
addition, managers have to "stop being bossesrasdstaff’. (1999:180). This would
imply that for lecturing staff to achieve high léveof efficacy, communication in

terms of performance standards has to be clearough creating a climate of trust,
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lecturing staff are likely to be motivated and depea high sense of self efficacy
through achieving good learning outcomes and saigfstudents. In this stable
system, as Wright suggests, feedback should od¢¢heaight time and be relevant to
the performance of the lecturer. This further upde the notion that the
performance management of lecturers is an imporderhent in shaping student

perceptions of excellence.

Gibson and Dembo (1984) claim that efficatious heas persist with struggling
students and criticise less after incorrect studestvers. Teachers with a high sense
of self-efficacy tend to experiment with methods inktruction, seek improved
teaching methods and experiment with instructionaterials (Allinder, 1994;
Guskey, 1988; Stein and Wang, 1988). Furthermalkadanci (1992) claims that
higher professional commitment occurs when teacharse a high sense of self
efficacy. According to the above literature, tHere, it would appear that motivated
lecturers with a high sense of self-efficacy, «ifde attitude and understanding of
student needs within a customer focused organisatidture, are likely to develop
good relationships with students and thereforeterpasitive customer perceptions.
This emphasises the importance of motivating dtafbugh effective performance

management and constructive feedback.

The importance of feedback during the learning @sscis further underpinned by
Gilbert and Simpson (1993) who cite Wilson (1988) affering a definition of
teaching quality as the planning, delivery and ea@&bn of optimum curriculum for
individual students in the context of a range afrters. They claim that the simple
completion by students of an evaluation tool ateghd of the semester comes far too
late for the instructor to improve the quality dlidery because it comes too late for
the instructor to include in the next course sessitnstead, at the beginning of the
following semester, many weeks have passed by abgtantial changes are unlikely.
They recommend Total Quality Management in thesctasm to enhance the process
of instructional delivery as it is happening, th®rehaving maximum impact on
students. Gilbert and Simpson further cite Pareross (1973:257) who claims that
"The challenge for higher education is not to cohveew learners to traditional

learners, but to convert traditional education tomeaw education that will serve
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everyone better." Educators, they say, have to \thmvdelivery process from the
stakeholders' viewpoint. Gilbert further cite Cieaf (1991) in expressing the
frustration of the Chancellors Club Professor a thniversity of Kansas in that
somehow educators have lost their way and do nmivkmho the customer is or how
to satisfy them. They claim that the interestdducators is in delighting the student
in the college education experience. Total qualignagement, they claim, starts
with understanding what customers want. Three eptisc defining quality are
provided: a well-conceived strategy for servicgstomer-oriented front-line people
and customer-friendly systems, otherwise known hes dervice triangle with the
customer at the centre. In the classroom, thusy#ileconceived strategy is contained
in the course syllabus, the instructor in the clz@® is the customer-oriented front-
line person, focusing on the needs of all custoraers stakeholders, and customer-
friendly systems include all other support mechasis All three components have to
be in place for quality education to be delivered.

This is underpinned by Wright (1999:25) who claithat “organisations generally
aim to attain standards of quality which are lagivd through business policy. The
decision about the level of service which is topbevided will be an economic one,
and will be driven by what the competition is daindo achieve optimum service
levels it is essential that customer satisfactiod efficient operation and resource
utilisation are simultaneously, consistently andtaimably achieved.” This, in a
service organisation, is achieved through peoplduding management and staff at
all levels. If the organisational culture is rightyy member of staff, when faced with a
problem, will react in the manner in which managetmeould wish they would act.
Students therefore need to know that they will ilecanaximum student support
during their studies. Misra and McMahon (2006)oramend various methods of
providing student support, particularly in a diveesfudent body. They claim that it is
up to business schools to create a sense of bapmgistudents and to ensure that
they are integrated both socially and academicalhgage students in professional
development activities, ensure faculty-student radgons such as hiking trips,
retreats and conferences and getting to know thndiés of students where possible.
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Conclusion

Strategic changes in the delivery of tertiary edocarelevant to global business
requirements of flexibility, cost effectiveness aprhctical application have been
analysed and the salient factors affecting the Midégramme delivery have been
identified. In this study, the brand as a relatiopgartner is examined in the context
of the performance management of the students aotlirérs. An integrated

performance management control system achieveksiesthe process of learning is
regarded in this paper as an integrated serviceatipg system demonstrating the
effective combination of resources (lecturers, tineguipment) and customers
(students) as part of the value chain. (Porter518&ight, 1999).

It may be concluded from the brand choice litemat(McCracken, 1986; Fournier,
2004; Kirby, 2000, Bickerton, 2000; Balmer 2001; 2darol, 1998; Mollenkoph &

Moore, 1998) that brand choices are influencedheycultural meaning derived from
the brand by the customer. Knowing the factors Wwiiontribute to maintaining the
positive brand attitude initially generated upomdsint enrolment will assist in
informing the future planning of content and pragnae delivery methods. The
notion that consumer satisfaction is a responsa t@mplex evaluation process is
widely supported by contemporary literature. (FaZi®89; Bagozzi, Gurhan-Canli
and Priester, 2002; Petty, Unnava and Strathma®];18aker and Meyers, 1987;
Petty and Cacioppo, 1981; Fazio, Powell and Wiliami989; Gatignon and
Robertson, 1991; Mahajan, Muller and Bass, 199(0gelRy 1983; Handy, 2002;
Friestad and Wright, 1994, Giese and Cote, 200arriter, 2004).

In summarising the literature on global trends astpgraduate study (Ramaswamy &
Li, 1997; Tischler et al (1998); Gore, Steven araldy (1998, Mintzberg, Quinn &
Ghoshell (1995); Tischler, Biberman and Alkhafa]i998), it can be seen that
strategic trends in tertiary knowledge providers ahaped by the effect of global
changes in higher education. Interest groups &paraling into larger elements
demanding tertiary education to be more flexibl@roaviding cost-effective, practical

courses. Teacher efficacy is an important faabocdnsider in terms of providing
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guality outcomes in the delivery and performancaagament of tertiary education at
a time when industry demands place stresses oengities who battle with declining

enrolments and tighter budgets. (Wood and Bandi@89, Mazzarol, 1998; Foreman
and Money, 1995; Wright, 1999; Lovelock, 1983; Gibsnd Dembo, 1984; Allinder,

1994; Guskey, 1988; Stein and Wang, 1988; Coladd®92; Beer et al, 1985;

Boxall, 1997, Inkson & Kolb, 2002)

AUT has kept pace with global demands by introdgigts own MBA programme.
Contextual analysis of the value which studentchtto the course will assist in the
formation of short and long term business strategy operational planning to extend
the product life-cycle or diffusion process, of thBA brand. (Rogers, 1983,
Mahajan, Muller and Bass 1990; Handy, 2002).

From the literature it is clear that five key elenseare essential to the success of any
business programme. Firstly the management procesise delivery of business
courses needs to be flexible in its approach. @#Hgpthe programme needs to be
responsive to industry needs through the relevamadts content. This requires that
strong links to industry be developed. The quatifylecturing staff as a prime
resource in the development, delivery and assedsofematerial is paramount.
Student support mechanisms need to be strong aodldslinclude methods of
providing employment opportunities. (Fazio, 198@ntswami and Li, 1997; Tishler
et al, 1998; Mazzerol, 1998; Hatfield and Tayld®9&; Lunsford, 1998; Rapert et al,
Richards-Wilson, 2002; Wood and Bandura, 1989; Wtrigl999; Gilbert and
Simpson, 1993; Misra and McMahon, 2006).

Student perceptions within these key elementsheilanalysed. The conclusions will

be discussed and recommendations relating to theketnray, delivery and

performance management of the MBA programme wilinaele.

40



CHAPTER 3 - METHODOLOGY

Preparation

The reason for setting out a methodological sedsoto establish the paradigm for
data collection and analysis. The term "paradigaférs to the "progress of scientific
practice based on people's philosophies and asmumapabout the world and the
nature of knowledge, and in the research contexdutahow research should be
conducted" (Hussey & Hussey, 1997:47). Therewoerain research philosophies,
or paradigms, namely quantitative and qualitatreéerred to by Hussey & Hussey as
"Positivistic® and "Phenomenological" respectivelgharacteristics of positivistic
research are that the data is analysed quantitgtgjectively and scientifically in a
traditional experimental manner. The phenomonakgiaradigm involves gathering
qualitative data which is subjective, humanisticd asubject to individual
interpretation.  There are many ways in which peamderstand their world.
Qualitative research lies at one end of a continmimch moves from the highly
controlled quantitatively described scientific espeent to the "fictive" end of the
continuum without being fictional in the "narrownse of the term". (Eisner,
1991:30-31, cited in Hoepfl, 1997).

Cronbach (1975:124-126) claims that "the specs t&f the social scientist in each
generation is to pin down the contemporary factsfe further states that situations
and personal interactions are complex and questdrether social science should
aspire to reducing behaviour to laws. He critisibgpothesis testing in becoming the
ruling ideal and the fact that research problemseHastorically been chosen to fit
that mode. From an educational viewpoint, Cronbeites Majasan (1972) who
suspected that an instructor communicates bettetuments whose beliefs on key
matters concur with his. He further cites Thel&@867) who established that the
characteristics which constitute "teachability'sindents vary from teacher to teacher.
Furthermore, the performance of students is affedte individual differences in
knowledge and experience. The student who seekdlenbes and takes
responsibility is at best when challenged by tharirctor and then left to pursue his

own thoughts and projects. In contrast, the deéferstudent tends to profit when the

41



instructor lays out the work in detail. The ragidwth and globalisation of business
schools in a situation where the private sectarsgnificant player has led to intense
competition between knowledge providers. Studdrdse become the ultimate
“customer” in an age where scholastic achievemeag hecome imperative.
Furthermore the mix of students in classes hasgdthn lecturers are faced with
having to instruct students with different natiotie$ who have developed different
learning styles (Loo, 2002; Kolb, 1985). Since teag involves interacting with
human beings, it would seem logical that studentguions of excellence must be
influenced by the quality of that interaction. Hower the contextual influences such
as the impact of technology, nature of course cunéed assessment instruments,
teacher self-efficacy and the influence of perfanoe management methods also
need to be taken into consideration. Other fadtdigencing student perception lie
in cultural differences, different levels of Englisanguage skills, differing student
learning styles.

Bloland (1992) claims that it is becoming cleateasttour understanding of college
students and their culture is limited if we rely quiantitative research only. The use
of qualitative research approaches, alone or inb@oation with quantitative methods
in the same study can broaden and expand our daddnsg of students in higher

education within their developmental participatiorthe individual learning process.

Wolstenholme (1999:422) claims that both qualigatiand quantitative systems
dynamics are important to management problem splaimd therefore related to the
purpose of analysis. He suggests that the poweystems dynamics in solving
problems rests in a "judicious blend and intertmgniof both qualitative and
guantitative ideas, aimed at addressing as broaduglience as possible whilst

remaining sufficiently rigorous to be useful.”

Caution should, however be exercised when combigumgitative with quantitative
research. Haase & Meyers (1988) criticise Pattuh @her advocates of combining
methods for bypassing the underlying paradigms asdumptions by simply
combining the two methods on the basis that thqueperspective of each person

affects outcomes. They claim that many such efflatk a balanced integration and
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valuing of both approaches at the outset. Thislt®eson a identification of surface
themes without efforts to identify the underlyingaming. Qualitative studies often
describe the meaning of experience and developearythbut then fail to follow
through on testing and refining of that theory heesaan integrated programme of
research has not been planned. They recommend thatecessary to reconcile the

assumptions upon which each approach is based thresimply to mix methods.

Haase & Myers (1988) emphasise the need to classKperiences whilst
differentiating individual characteristics as a huet to overcome the problem of
achieving a balanced integration. It was therefdexided to classify student
experiences in terms of perception of whether drmarketing promises had been
kept in practice and to provide students with thgpastunity to add individual
perceptions or characteristics by including a datlie aspect to answers when
designing the research questionnaire. In orddutiter integrate the data, it was
decided to triangulate the research through comupajualitative interviews with
administrative and lecturing staff in an attemptpimduce a powerful system of
dynamics to address a broad audience whilst renmisufficiently rigorous to be
useful. (Silverman, 2000).

This approach is supported in the literature. &hleas recently been a growing
emphasis on combining approaches and many resesarahe of the opinion that
studies can be improved by adopting a combinedoagprand that it is time to stop
creating obstacles to combining approaches andato Isuilding methods to bridge
the gap. The researcher must strive towards asadysl synthesis. Quantitative
researchers should acknowledge the power of theaetlflow of human emotions,
and qualitative researchers in turn should appiediee solid strength of quantitative
research. (Bloland, 1992; Silverman 2000; Leedy31%olstenholme, 1999; Haase
& Myers 1998; Long, White, Friedman and Brazeal@0

Cognisance was taken by the author of this thedsi$aase & Myers' (1998) caution
that simply combining the two paradigms should b&hced by weighing up both
approaches and ensuring that surface themes aenmolty stated without efforts to

identify the underlying meanings. An attempt teyant this problem from occurring
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was made by providing students with a set of qasestidirectly obtained from
marketing material and analysing these in the octnté student performance.
Because of underlying contextual influences embedde the complexity of
student/instructor relationships, course desigttu@l and learning differences and
the juxtapositioning of internal and external sigat agendas of the university, depth
interviews were conducted with lecturers and mamege staff in order to more
readily understand the complex interplay of relatips and systems affecting

student perceptions of programme excellence.

The five key elements which, according to the dtere review are essential for the
excellence of the MBA programme, namely flexibilityelevance and links to
industry, quality of lecturers, employment oppoitiés and student support, were
used to develop qualitative questionnaires to bepteted by students. Actual

statements from marketing hand-outs given to stisdggtermined the questions.

Data Gathering

Prior to conducting the research, care was takeadttere to the strict protocols
demanded by the Auckland University of Technolodhi&s Committee (AUTEC).
Quantitative Student Questionnaires for studente (Appendix C) and Semi-
structured interview formats for gathering quaiv@tdata from management and
lecturing staff (Appendices A and B) were developed submitted for approval.
Questions asked of the students were gained dirdotim marketing material
available to students (See Appendix (D). All papamt consent forms and research
data will be stored in a secure facility on AUT mpises for a period of at least six

years. Consent forms will be stored separately fresearch data.

A target population was selected from the first aadond intake of students onto the
MBA programme. The first intake had either graddabdr were close to graduation
and the second intake had completed approximatetlyird of the course. The
combined group comprised 100 students. Studie¥woynd Cooper (1983) clearly

indicate the superiority of personal interactioretssure high questionnaire response
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rates. Dommeyer, Baum and Hanna (2002) claim tlcateaing high levels of
response rates using the in-class method of obtastudent responses is enhanced if
students have a good relationship with the persqgaeasting the students to respond.
In this case, although the actual responses werecarapleted in class, but on a
voluntary and anonymous basis outside of the aassy the fact that a high response
rate of 75% was attained can be attributed to #eelkent relationship which the
lecturer who handed out the forms had with theesttel In addition, the succinct
way in which the forms were developed, enabledr tbempletion in approximately
half an hour whilst at the same time gaining gagiie comments. The success rate is
remarkable when it is considered that MBA studanésunder particular pressure due
to time constraints. It is a tribute to the redaship building skill of the particular
lecturer when it is taken into account that in fhasticular case, students were not in a
receptive mood and had lodged a formal complaiatre another lecturer who had
tried to involve them in research requiring the petion of lengthy questionnaires in

class time.

Qualitative research has been subject to a great ok controversy. Leedy
(1993:137) claims that the “methodology of reseasah continual ferment”, and that
anyone who reads the literature should be awatei®turmoil. He further states that
qualitative research has not been welcomed asafeam of methodology because it
has been dwarfed by powerful academics who condiagtr work which is not

experimental or statistical is not research

In conducting qualitative research, therefore, skendard of research needs to be
valid and meaningful if it is to gain credibilityln assessing the effectiveness of in-
depth interviewing as a qualitative research methbe report which is generated

should firstly be of a high standard. To achidve high standard, quality data are to
be generated. Qualitative research has the pale¢atbe considered subjective and
thus invalid because it involves one person condgdhterviews with individuals. If

I, as a qualitative researcher am to gain cretjitir my research then the results of
the report should be unbiased, valid, reliable @mtlucted in a spirit of strong ethics.

During the interview process care will be taken twtause bias by asking leading
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questions or influencing responses. Participantsb& encouraged to talk freely
without interruption. The validity of quantitativeterviewing techniques will be
ensured by making minimal reference to anecdotaleexce, rigorously analysing
responses in the context of empirical literaturd finding other similar cases within
the literature against which the conclusions cawmlibeussed and compared. All data
will be critically investigated and the author wilbt depend on a few well chosen
examples. This will address Silverman's claim thatensure reliability, the
qualitative researcher must always attempt to @eatother case through which to
test a provisional hypothesis (2000:179). Prior canducting interviews and
gathering data the AUT Ethics Committee place thpebposals under strict scrutiny.
It is ensured that all processes involved in gatigerinterpreting, analysing,
retrieving and storing data are completed withigirtlstringent requirements prior to
commencing the research. In addition, the Superwid the thesis reports on its
progress regularly to ensure that these processexdaered to for the duration of the
research. The above measures ensure that theaessaconducted in a spirit of
strong ethics. The issues of data verificatiotidityg and reliability are explained in

greater detail further in this chapter.

Taylor and Bogdan have described in-depth intervigvwas “the favoured digging
tool” of social researchers (1998:87). Qualitatingerviewing is a useful tool as it
enables the researcher to apply a flexible apprahobugh “using interviewing
methods which do not constrain interview respoimseuigh being too prescriptive”
(1998:87).

According to Taylor and Bogdan (1998), selectindorimants for qualitative
interviewing calls for a flexible research desigNeither the number nor the type of
informants needs to be specified beforehand. €kearcher starts out with a general
idea of which people to interview and how to firdemn, but is willing to change
course after the initial interviews. Kvale (19981), when asked how many
interview subjects to use in a qualitative studysveered that one should interview as
many subjects as necessary to find out what yod ted&now. Taylor and Bogdan
suggest that there is an inverse relationship betwiee number of informants and the

depth to which each is interviewed. Thereforeds decided not to select a specified
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number of respondents for the qualitative surveytbwonduct interviews with key
management staff and sufficient numbers of lecturstaff until themes became
evident. In this case, qualitative data were gathe a relatively short space of time.
After interviewing three of the respondents, thenties which related to student
responses emerged. The same themes emerged wéreining the remaining five
lecturers, and therefore it was decided that nilnéurinterviews were required. A total
of eight interviews were conducted with lecturirtgfsand two with management
staff. After the data had been gathered, commmuaatie by lecturers were highlighted
manually on the interview transcripts and then usmaextually when discussing the
student response results as recommended by TayddB@gdan and Kvale.

Prior to conducting the interviews, respondentsenentacted personally, given the
relevant information in terms of the nature of theearch and requested whether they
would be willing to be interviewed. When invitimgspondents to participate, | used
the approach that it would be a privilege to iniwthem. | found that, as Taylor
and Bogdan (1998) claim, respondents were willlmbd interviewed because | chose

a humble approach and valued the contribution wtiiely would make.

Mason (2002) suggests that the qualitative interereshould play an interactive part
in reacting quickly and effectively within the ram@f research questions. Taylor &
Bogdan (1998) refer to three different intervieweheiques. Firstly, life history,
secondly learning about past events that are initges® directly observe and thirdly
gaining an impression of different circumstancegngs or situations and people. For
the purposes of this thesis | chose the third weer technique. Patton (1990) refers
to the informal conversational interview, the gehemterview guide and the
standardised open-ended interview. These methgdse aon one fundamental
principle which is to gain a solid base of richfadled data which can meaningfully
be analysed by finding out what a person has toasal how they feel through
describing their own private perspectives. In-Hejptterviewing is the tool which
enables the interviewer to explore individual andyamisational responses to
situations through the emotional responses of iddals. The researcher gains insight
into the contextual influences such as locatiommaoinication patterns and individual

responses. From these the researcher builds agumitthe events and interactions. It
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Is essential therefore that the interviewer be gmegh to interact and respond during
the interview itself to guide the interviewee irrteén directions and yet at the same

time not to influence the interviewee’s thinking.

There were two reasons why | took this approadbstl, the limited amount of time

available, being half an hour per interviewee, nmdaat | needed to gain information
quickly and to eliminate any wasted time by aslkjugstions which were irrelevant.
Having a standardised interview format meant thabuld quickly obtain similar

information from respondents. Secondly, becausesViously worked for the same
organisation and knew a few of the respondentsequill, 1 needed to be as
objective, unbiased and non- judgemental as passibensure that my professional
integrity was maintained, that | did not influenttee respondents' thinking. Patton
(1990:354) stresses that the purpose of the imtervs to gather data, not change
people. The interviewer is neither a judge nor erapist. Staying focused on the
purpose of the interview is essential for qualigtadto be collected. Kvale (1996)
suggests that the interview guide is a list of gahareas to be covered with each
respondent. The interview guide serves to rentiedrterviewer to ask about certain
aspects. Thus, by having a framework to refehéprocess was kept under control,
interviews were conducted efficiently within a telaly short period and gathered

relevant data.

For the purposes of this study | chose a combinabioPatton’s general interview

guide which enables similar information to be omt¢ai from respondents, and the
standardised open-ended interview format which iges/a systematic approach and
reduces interviewer effects. Whilst the intervieias in progress | planned to apply
the suggestion of Mason (2002) which entails usiriigxible and pro-active approach

in reacting to interviewee responses within thenavork which | had devised.

Patton (1990) emphasises that the interviewer gshask truly open ended questions
which enables the respondents to respond in tisirterms, use whatever words they
want in order to represent what they have to #syall costs, the use of dichotomous
qguestions inviting a "yes" or "no" response, eAre'you satisfied with the

programme?', 'Was this an important experienceydor?' should be avoided as they
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are unsuitable for interviewing, wasting valuabree and causing frustration on the
part of the respondent, turning the interview eipere into an interrogation rather
than a depth conversation. | therefore took grase¢ to use open-ended questions and
listen carefully without interrupting, to allow fsndents to freely express their views

and feelings.

Taylor and Bogdan (1998) state that interviewinguiees an ability to relate to others
on their own terms. | took care to ask each questican open ended manner which
invited the respondent to explore their own experds and feelings. | asked
management respondents to talk me through theicepgon of the value of
processes, reaction to outside competition, redatigps with industry, perceived
quality of the MBA programme, financial successsouwrce allocation, brand
effectiveness, launch strategy, patterns of studerdlments and feedback and ways
in which the MBA course could be improved. Taybmd Bogdan cite Spradley
(1979) and McCracken (1988) when referring to tlestbmanner in which to ask
questions. It is recommended that descriptivespecalled "open-ended” questions be
applied in order to allow the respondent to operang talk freely. The interviewer
needs to look interested and use eye contact and lgody language in order to put
the respondent at ease. Lecturers were asked abeuvay in which industry
demands transcribed into their own classroom tegcpractice, perception of the
elements determining quality of content and delivatandards of the MBA
programme, success in terms of student learningpmgs, classroom management in
relation to student performance, resource avaitgbibperational effectiveness and
student enrolment patterns, and their own personafivation and method of
achieving total quality teaching. All respondentye asked to suggest improvements
to the programme in terms of course delivery, adstiation, managerial support and

available resources.

Taylor and Bogdan (1998) maintain that one of tegskto successful interviewing is
knowing when and how to probe. Throughout theruisv, the researcher should
follow up on topics that have been raised. Thigies active listening skills on the
part of the interviewer, and the ability to thirdprdly and steer the interview, leaving

room for movement within the interview process tole for contextual influences in
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an appropriate way. Patton (1990) emphasiseswthah an interviewer probes, the
interviewer should take great care that sufficieagpport has been built with the
respondent to ensure that the respondent doesebthat the interviewer does not
feel superior in any way. Therefore probing quesishould be asked in a manner
which indicates to the interviewee that the inteevaluestheir opinion and is not
questioningtheir view. e.g. "I am really interested in hegrimore details on that
point could you please elaborate" and not "Whyyid say that". Through probing,
contextual elements affecting the five themes imgeof perceived quality of course
delivery and assessment which were previously ifiedtin the literature could be
more easily identified. It was important to prdbethese qualities as they were key
issues in determining whether marketing promises indeed been met in course

delivery

Establishing rapport with respondents is an impurfzart of the interview process.
Having gained consent from interviewees, | therdomied the interviews which were
audio-taped. Patton’s methodologies are careéalgulated, taking one through each
step of the interview process. Although Pattomaekedges that “rapport is built on

the ability to convey empathy and understandindnout judgement” (1990:317), he
focuses more owhatto do than whateelingsto consider. Taylor & Bogdan (1998)
and Mason (2002) suggest a more ontological vietetims of establishing the basic
principles of building trust.  They claim that gshcan only be achieved through
acknowledging the emotional side of interviewingjléing true rapport, being non-

judgemental, letting people talk, paying attentenmd being sensitive. These are
essential ingredients if one wishes to reach anploex deeper perceptions in
interviewees. Therefore, while using a combinatiérPatton’s interview formats, |

carefully applied the principles suggested by Tagddogdan and Mason to establish
good relationships with respondents. Prior to weving | introduced myself,

thanked the respondents for taking the trouble &kemtime for me and reassured
them once more of confidentiality and anonymityput them at ease by asking them
to choose a place to sit around a coffee tablesitthg directly opposite them or

above them and dressing conservatively in non-tenégg neutral colours.
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For the purposes of this study | audio taped thernwews. This has the advantage
that verbal interaction between interviewer angboaslent is recorded in a permanent
form that can be returned to repeatedly for resfisig (Kvale, 1996). | requested all
respondents to suggest positioning of the taperdec@nd to assist me in setting up.
Respondents therefore developed a sense of invelvieamd ownership of the taping

process and were noticeably more comfortable daded.

Active listening skills are one of the key elemeintsgaining successful interview
results. Applying effective listening skills whilgterviewing anyone requires the
application of a sense of participation on the pathe interviewee. This needs to be
applied carefully in order not to interrupt the pesdent at a point where they are
opening up and offering information - regardles®thir the interviewer feels that the
information is not relevant. While the respondiengépeaking, the interviewer should
show approval of what is being said, by nodding hbad slightly and paying close
attention to what the respondent is saying, evethaf information appears to be
irrelevant. Through staying highly focused theemtewer is able to make a mental
note of key phrases which may relate to informatitnich the interviewer is actively
seeking. Once the respondent has finished wlegt éne saying, the interviewer
gently steers the conversation by saying, for examfhe point you made on so-
and-so is interesting - | would be interested tarhmore about that aspect”. This re-
assures the respondent that they are on the ragtk &nd increases the confidence of
the respondent. (Dwyer, 2003; Silverman, 2000;ldrag Bogdan, 1998; Patton,
1990). Thus, while each participant was respondiinguestions (See Appendix A
and B), | would use active listening skills to itignkey words which linked to the
themes identified in the literature. Having théemiew structure readily available
enabled me to remain focused on the main issues tafking careful notes of any
avenues of information the respondents identifiédlstvtalking. Care was taken not
to interrupt the participants to encourage thenexplore their own paradigms and
express themselves freely. | was careful to remaimjudgmental, calm and show

quiet support by nodding occasionally.
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Data Verification

In order to ensure the total confidentiality of tth@ta obtained during the interview
process, | personally transcribed all the audies$agratton (2002), stresses that a
fundamental requirement for qualitative analysishist the raw data is presented in
verbatim form. | transposed the tapes myself.nédldgh this was a lengthy and time
consuming process it insured that | could make t® b voice tones and subtle
nuances which may have been excluded if an outs@eon were to have been
responsible for the transcription. After transergthe interviews | requested that all
respondents read the transcripts carefully, malkang alterations they thought
appropriate. All participants were requested tppbu written attestation that the
transcriptions were a true verbatim record of timerview and that nothing
whatsoever had been altered. Some participantsedithe transcripts to be slightly
modified.  However these modifications were triviahd did not alter the
interpretation in any significant way. The trangts were altered in accordance with

participants' wishes and the participants werefiadtaccordingly.

In order to conform to AUTEC requirements, all audapes were handed to the
Supervisor to be destroyed upon completion of thescription. Transcripts will be
kept with other raw data and stored under secunglitons for a minimum of six

years.

Validity and Reliability

"The dogmas of the quiet past sleep quietly bdndhe
turbulence of the present; and those who bestirttitalunce:
The thinkers of today, the pioneers of tomorroveate new
methodologies that affect us all." Leedy (1993)137

Because of the controversy surrounding the valuequdntitative research, the
question of validity and reliability when condudimualitative research has been a
subject of much debate. Leedy (1993:137) claimsttimacademic disciplines whose
origins lie in the "trivium" of medieval educaticare possibly less vulnerable to

"methodological turbulence". He claims that aiearch methodology rests upon the
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principle that the "nature of the data and the |@mobfor research dictate the research
methodology” (1993:139). Qualitative research h&says been a method of
investigation, however it has not always been wakeon serious graduate research
owing to the fact that it has been overshadowedvbgt he terms the "inordinate"
recognition given to quantitative research. Acad@ere claims, have proclaimed that
if it is not experimental, empirical or statistictlis not research.

As this research involves students and the vanmwasesses and interactions which
affect their perception of the quality of a knowdedproduct, the research must take
into account current opinions of what research pathbest suit management and
educational paradigms. Bloland (1992) states widle most graduate preparation
programs in student affairs tend to provide reseamining that emphasises statistical
comparisons of metric data, because of the contglextistudent development it is
becoming increasingly important to understand sitgle The environment of the
campus and its student culture represent a vehyarc complex social structure that
cannot readily be studied holistically by statistimeans alone. He advocates the use
of a qualitative research approach which is coretlietther alone or in combination
with quantitative methods in the same study. Tiésclaims, will expand the breadth
and depth of our understanding of the student ghdr education as a developing

participant in the learning process.

Silverman (2000) suggests that validity is anothenrd for truth, and that the

researcher must clearly make an attempt to convimesselves, and therefore their
audience, that their findings are genuinely basedardical investigation of all their

data and do not depend on a few well-chosen exampiethis thesis an attempt has
been made to ensure the authenticity of findingsuph choosing a combination of
qualitative and quantitative methods and includagjualitative aspect to student
questionnaires, discussing student responses inctéinéext of management and

administrative perspectives.
Silverman (2000) further suggests that validity d@n ensured through including

aspects of refutability by avoiding using corredas which are not based on facts,

constant comparison through finding similar exarspletreating the data
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comprehensively by attempting to ensure that amgigdisation can be applied to all
relevant data and by using appropriate tabulatiprsimple counting methods. In
terms of refutability, an attempt has been madeniderpin student comments in the
context of the management and delivery of the MBArse. Through finding similar
examples in the literature of problems being exeed by MBA students in
different localities an attempt was made to attaminstant comparison. An attempt to
ensure that any generalisation is applicable taedlvant data was made through
carefully identifying themes emerging from the dtadive interviews and applying
the guidelines suggested by Hoepfl (1997) that datéection should stop once
regularities of responses emerged. These themestiven discussed in the context
of student responses, thus enabling the incorporati all relevant data. Tables were

constructed to produce a numerical analysis ofestucesponses.

Thus through identifying areas of concern in terofisreliability and validity of
qualitative research contained in the literatursfrang attempt was made to justify
the research design, data collection and analysisepses applied to this research and
gain credibility for the research through producang unbiased, objective, validated
result in a spirit of strong ethics.
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CHAPTER 4 ANALYSIS OF STUDENT RESPONSES
Quantitative Data Analysis

An analysis of student responses was carried owektyng up a Likert Scale where
strongly disagree scored 1 and strongly agree dcbre Data from the individual
responses were collated in the rows of an Exc@agfzheet. At the end of each row
the average score of the individual and the nunabanstances of each score are
shown. (See Appendix E) Similarly, the averagetheftotal number of responses to
each question and the number of instances of eacte dor that question are
summarised at the end of the column correspondinghat question. A strong
response level of 62.6% was achieved. Of the la8ests enrolled on the MBA
course, 72 students completed questionnaires. dbfte sets for the past or near
Graduates (12) were considered separately fronddte sets for the undergraduates
(60).

10 of the Undergraduates returns had missing datae respondent answered only 3
qguestions. Therefore the data for this response wiscarded, leaving a further 9
guestionnaires where between 1 and 4 answers wisstnm A strategy had to be
chosen between retaining the nine incomplete dattaand applying the "cold deck
imputation” method, or to simply discard all incdetp data sets.

A comparative study was carried out to determireedffect of substituting missing
data with the mean value or rejecting any dataw#&ts missing data. The effect of
discarding data sets with missing data was to maligi change the determined p
value in Question 11. Consideration was then git@napplying "cold deck
imputation” (substituting missing data with the mgaHair, Anderson Tatham and
Black, 1998). It was concluded that replacing thessing data with "not sure”
answers had not significantly affected the geneuédome of the particular questions,
or of the total data, and it was therefore decittedse the complete case approach.
This supports the view of Downey and King (1998)wim their analysis of replacing
missing data in Likert scales, concluded that ag las missing data did not represent
more than 20% of the total data it would not affinet validity of the outcome. This

view is further underpinned by Hair et al (1988:5#)o state that the complete case
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approach is suitable when "the extent of the mgsslata is small, the sample is
sufficiently large to allow for deletion of casesittw missing data, and the
relationships in the data are so strong as to eotffected by any missing data
process". The sample of cases was large (62.6%tedbtal number of students). It
was proved that the relationships in the data vetreng because including the
missing data and applying "cold deck imputation’btlyh substituting missing data
with the mean, had not significantly altered theuits. In addition, the use of
complete data is, according to Hair et al, the nsasiple and most direct approach.
Hair et al also claim that the complete case amprazhould be used only if the
missing data are Missing Cases at Random (MCAR)CAR means that a test is
conducted to see whether the missing data are magddistributed, in which case
their inclusion would not affect the overall outaem If, however, missing data are
non-randomly distributed, the result would sigrafitly alter the result of the analysis.
Because including the missing data had not affetfiedoutcome, it was concluded
that the missing data were randomly distributedjctvHfurther strengthened the

conclusion that the missing data could be decIMEAR.

The Student test is widely used to determine whether signmiicdifferences exist in
given parameters (usually the mean). The Nulldtlyesis is that samples come from
population groups with equal means where thereislifierence between the mean
responses of the two groups. Tiest results indicate the extent to which the two
samples need to be different in order for the hypothesis to be rejected. If the
value is sufficiently large, then it can statisligdbe concluded that the difference
between the two groups was not due to samplingaliity, but represents a true
difference. (Hair et al, 1998:331).

Analysis was carried out using the Microsoft Exteést function which allows
options for the t-test to be defined and can taleant of unequal variances of both
ranges of data - this is referred to as a hetedastie t-test. Thétest function does
not return the actudlvalue but calculates a variance weighted valuedégrees of
freedom and returns(or alpha) value reflecting the probability thiae tdifferences
in the means are due to chance and that the NylbtHgsis is erroneously rejected.

The analysis returned a Iggwalue for some questions indicating that therecases
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where the Null Hypothesis is rejected and the rneses are statistically significantly
different between the two data sets. Table 2 beloows the results of this analysis.

Evidence of

Mean 12 Mean 50 significant
Question| Graduates Undergraduates p value | difference
Q01 4.667 4.320 0.051 Some*
Q02 4.000 3.860 0.606 None
Q03 4.083 3.720 0.110 Bordering'
Q04 4.583 4.500 0.62% None
Q05 4.417 4.280 0.634 None
Q06 3.833 3.940 0.743 None
Q07 4.000 4.180 0.501 None
Q08 3.833 3.220 0.094 Borderingr
Q09 3.750 3.820 0.818 None
Q10 4.333 4.000 0.058 Some*
Q11 3.917 3.300 0.104 Borderingr
Q12 3.583 3.220 0.162 None
Q13 3.583 2.940 0.03% Some*
Q14 3.500 3.120 0.041 Some*
Q15 3.583 3.280 0.34% None
Q16 3.917 3.400 0.056 Some*
Q17 3.750 3.500 0.418 None
Q18 4.667 3.740 0.000 Convincing***
Q19 4.167 3.500 0.010 Strong**
Q20 4.417 3.460 0.000 Convincing***

Table 2 - Evidence of Significant Difference

From the above table it has been concluded theadisg the sets with missing data
has not caused a significant difference taken dwertotal sample population. Some
statistical evidence of statistical differentiatiesnshown for Q1, Q10, Q13, Q14 and
Q16, (*)' Strong evidence is shown for Q19, denoted by rabsl "**', and

convincing evidence for Q18 and Q20 (***). Q3, Q&laQ11 border on significance

(1)

! AMR (2006) Styleguide symbols representing p valdemonstrating statistical significance
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The results are represented in Table 2 and Figbeddlv. It may be deduced that:

1) Both data sets are heavily skewed to the 'Agide of the mean.

2) There is a marked difference in the skewnesshefdata between

Graduates and Undergraduates.

3) The percentage "strongly agree" responses awlugite students is

approximately 50% higher than "strongly agree" oeses for

undergraduates whilst the statistics for the "note’s and "strongly

disagree" increase by almost 50% in undergradutaigests which

shows that whilst student responses for both grdagen together

appear to demonstrate a general level of strongfaation with the

MBA course, there is a general movement away frsong agreement

towards strong disagreement.

Response Undergraduates| Graduates Difference
Strongly Agree 15.68 32.92 Halved
Agree 43.14 42.92 Small
Not sure 35.08 18.75 Doubled
Disagree 5.25 5.00 Small
Strongly Disagres 0.85 0.42 Doubled

Table 3 - Comparison of Student Responses

Figure 1 - Histogram of Undergraduate and Graduate esponses
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Figure 1 above provides a graphic illustrationtef general student trend away from
the "strongly agree" category. These figures hbgen developed as a graphic
illustration and the author has selected the nurabegsponses actually shown on the

figure to enhance the visual impact of the treretsvben the two groups.

Qualitative Data Analysis

The responses gained from the quantitative data@seexamined within the context
of data obtained through conducting qualitativeenmews with management and
lecturing staff. The possible reasons for the gamaovement of student opinion of

the course towards dissatisfaction is examinedeaatgr detail.

Table 4 shows how the questions have been groupted themes which were
previously identified in the literature review. |l Ahe questions were derived from
promises made to students in the MBA course inftionghandbook (2005), Faculty
of business profile (2005) and International StudBrospectus (2005). A short
analysis of the response to each question willrbgiged, followed by discussion of
the theme in the context of data obtained fromeaptd interviews with lecturing and

management staff.

Theme Questions
1)  Flexibility 01, 04, 05, 07, 11
2) Relevance and Links to Industry, 03, 09, 10,117
3) Quiality of Lecturers 06, 15
4) Employment Opportunities 02, 13, 16, 8
5) Student Support 18, 19, 20

Table 4 - Grouping of Questions into Themes
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Flexibility

Question 1- "You will find our MBA provides flexibility to ft around your work and
personal life." (AUT 2005 Course Information Bodkleinformation now available

on-line, see Appendix D.)

Responsg
Graduates (12) Undergraduates (ijference
Response Number % Numbey % %
Strongly Agree 8 |66.671 19 38.0D -28.67
Agree 4 |33.33 29 58.0D 24.67
Not Sure 0 0.00 1 2.00 2.00
Disagree 0 0.00 1 2.00 2.00
Strongly Disagree 0 0.00 0 0.00 0.00

Table 5 - Summary of Responses to Question 1

Table 5 shows the sharp drop in undergraduate stuedro strongly agreed that the
MBA programme provided flexibility. One Graduate stmidecommented that

flexibility may be diminished if subjects were ndifeved at least twice per term.
Undergraduate student comments included the fatstme papers were not offered
twice or did not run in the mornings and eveningshe&y had been led to believe.
Another commented that they were not sure about wh#teaVIBA course provided

flexibility because the student actually organised adjusted their working hours to

fit into the AUT schedule in order to be able to ctetgtheir studies.

Question 4- "Part-time or full time study, your choice." (AUZ005 Course
Information Booklet - information now available and - see Appendix D.)
Responsg
Graduates (12) Undergraduates (R0jferenceg
Response Number % Numbey % %
Strongly Agree 7 |58.33 26 52.0p -6.33
Agree 5 |41.671 23 46.0D 4.33
Not Sure 0 0.00 1 2.00 2.00
Disagree 0 0.00 0 0.00 0.00
Strongly Disagree 0 0.0Q 0 0.00 0.00

Table 6 - Summary of Responses to Question 4
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Table 6 shows a general agreement that the prograoffered part-time or full-time
study, however it can be seen that once againhbat tvas a general movement of in
the undergraduates of 6% away from the "stronglgeipend of the scale.

No comments were received from either group fa tjuiestion.

Question 5 "Flexibility to begin and finish when you chods¢AUT 2005 Course

Information Booklet - information now available and - see Appendix D.)

Responsg
Graduates (12) Undergraduates (jference
Response Number 9% Numbey % %
Strongly Agree 7 |58.33 21 42.0D -16.33
Agree 4 |33.33 24 48.00 14.67
Not Sure 0 0.00 3 6.00 6.00
Disagree 1 8.33 2 4.00 -4.38
Strongly Disagree 0 0.00 0 0.00 0.00

Table 7 - Summary of Responses to Question 5

Table 7 shows that there is a 16% Undergraduate mespoovement away from the

strongly agree end of the scale.

This would indicate a general perception in all stud that the course was flexible in
terms of beginning and finishing times. There wé@yever, students in both groups
who commented that they disagreed with this stateimecause of the unavailability

of both core and elective papers.

Question 7- "Classes are small and interactive." (AUT 2005 rGeulnformation

Booklet - information now available on-line - see &pdix D.)

Responseg
Graduates (12) Undergraduates (jference
Response Number 9% Numbey % %
Strongly Agree 3 ]25.00 13 26.0D 1.Q0
Agree 7 |[58.33 34 68.0D 9.7
Not Sure 1 8.33 2 4.00 -4.33
Disagree 1 8.33 1 2.00 -6.313
Strongly Disagree 0 0.0G 0 0.00 0.00p

Table 8 - Summary of Responses to Question 7
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All students generally agreed with this statement. &ilndent commented that some
classes were not small and have only one classnstre@his statement is rather
ambiguous and it could mean that the student cermidthemselves superior in skills
to others in the class and that the student exgesteeven smaller class - the student
does not explain what "small' meant. The stateraésu reflects the problems with
different perceptions amongst students which ariserwdtudents of mixed origins,

learning styles and abilities are placed togethemie class.

Question 1t "Online learning." (AUT 2005 Faculty of Busines®fle - information
now available on-line - see Appendix D.)

Responsg
Graduates (12) Undergraduates (jference
Response Number % Numbey % %
Strongly Agree 5 |[41.671 1 2.00 -39.67
Agree 3 |25.00 21 42.00 17.00
Not Sure 2 |[16.671 21 42.0D 25.33
Disagree 2 |16.67 6 12.0D -4.47
Strongly Disagree 0 0.00 1 2.00 2.00

Table 9 - Summary of Responses to Question 11

Once again there was a sharp drop in the number @dérgraduate students who
considered that online learning was available, coimg the general downward trend
of responses away from "strongly agree". It is lba¢ the trend towards "disagree of
strongly disagree" makes itself evident. No gradsaieents strongly disagreed with
this statement, whereas 2% of undergraduate stusigatg)ly disagreed.

A few student comments suggested that there shoutabbe on-line learning.

The reasons for the differences between the grawpsaav discussed in terms of their
general grouping. Firstly, the term "flexible Iegng" is more closely defined. Four
principal aspects affecting flexible learning arescdssed under the following
headings: First, Learner control of learning, secd@ocial Interaction and exchange,

third, Teachers as supporters of student learmudfiaally, Feedback in teaching.
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Flexible learning

From the in-depth interview with lecturing and mamagat staff, it was found that
the perception of the term "flexibility" by the MBManagement staff applies to
course availability, the six intakes per year ahd tact that students can choose
course options, starting and finishing times arel @fered morning, afternoon and
evening lectures. There has not been any refetenibexibility or quality of delivery
and assessment in the MBA course information booRlétough students had online
access to course material, this was not mentionecryy of the management or
lecturing staff or indeed by the students themsehas having any significance in
terms of learning outcomes. The term "flexiblerhéag" therefore needs to be
analysed in the context of current literature, ides to more closely analyse whether
there is congruence in management, lecturing arakest perceptions of its meaning.

This will assist in identifying any areas where flahty can be improved.

Flexible learning can be defined as a method ofnlag which is an alternative
method to traditional didactic forms of teachingé@sponse to demands from industry
for more diverse forms of teaching for continuindueation. (Campbell, J: 2000;
Beattie, K and James, R: (1997, Brandt, E : (20083cording to Campbell, whilst
there is no clear agreement on a universal desmmigif the way in which flexible
learning is delivered, it is generally accepted flexible learning allows students a
more autonomous approach to their learning. t algeans that students take greater
responsibility for their learning outcomes. Accesstéchnology is regarded as an
essential component in providing student centrathieg. From studies conducted at
Griffith University, Queensland, Australia, Campbelfygasts that in addressing the
need for more flexible delivery methods mature pgstduate students prefer that
instruction be relevant to their particular job.efé should continue to be an element
of face-to-face teaching and students should bengilre ability to determine at which
point they enter and exit the material. Networkedht®logy should allow students to
have access to subject content and other resoancebow they are progressing. In

addition, students may be permitted to select ass&st types from a range of
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sanctioned assessments. Teaching staff are egealita make use of seminars,
workshops and tutorials as instruments in the delieéflexible learning.

Beattie and James (1997) examined the results Alatralian nation-wide survey on
flexible delivery methods and found that many predgate students found new ways
of learning, particularly electronic learning, caoriting and threatening. This view
supports research at AUT by Petrova and Sinclai®%20when the conclusion was
drawn that there was no strong reason to believesthdénts found on-line learning a
better option than face-to-face delivery. Guthd€98), in an address to the AIT
commerce faculty, claimed that successful insbngj those that attract the best
students, will be those that continue to offer séaoe-to-contact between student and
academic. Although educational institutions incregly offer flexible learning in
terms of Information Technology, Guthrie claims tlaatsignificant differentiator
between institutions will be the quality of the faceface offerings. The above factors
therefore draw attention to the need for AUT to regtrteaching staff as its primary
resource in assuring that marketing promises arbetalelivered. This does not

preclude the use of information technology as mfof learning.

As observed by Theunissen and Theunissen (2004ughout human existence
knowledge has been preserved and transferred thaugiriety of means, such as
storytelling, letter writing, in books and storedlibraries. This was to continue for
centuries until new technology brought about a fumelstal change that was to
reshape the future of information acquisition, preation and dissemination. With
the rapid application of desk top computers, infation technology by the 1980s
became as common as the telephone and subsequathtithe development of the
World Wide Web Internet technology and communicati® widely available. It is
crucial, therefore, that educational institutioasd in particular business educational
institutions, remain flexible and continue to upigatheir information technology
resources as well as deliver a quality learning B&pee. There may well be students
who would prefer an increase in interactive on-linethmnds of delivery and
assessment without losing face-to-face contact wittuters, thus achieving a balance

between the two delivery methods.
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Beattie and James (1997) identified four majorassconcerning the effectiveness of
various course delivery methods currently usedost graduate coursework programs
in Australia. These are, Learner control of leagnimteraction and social exchange;

Teachers as supporters of student learning andoBekdn teaching.

Learner control of learning

Flexible modes of delivery are characterised by thaetential to offer students a wide
choice in terms of methods of learning and pladekearning. Student respondent
comments in this study support the notion thatgrastuate students view the ability
to organise their time efficiently to be of primalwe. This point emphasises the
importance of sustaining flexible delivery as theBM methods as the MBA
programme progresses at AUT. The difference inl¢ewé satisfaction between
graduate MBA students and undergraduate studentsfléaible learning was
significant, which should be an area of concerrAdiT. There is a need to examine
and address the deeper issues surrounding thentdekvery of flexible learning in
the MBA programme if student perceptions are notstently inclined towards the
"strongly agree" category. Offering a flexible MBAogramme is the prime point of
differentiation which distinguishes the AUT MBA from hetrs offered in New
Zealand. If AUT has the desire to stay ahead optuk, it will need to keep on re-
inventing itself and changing to meet rapidly chaggcustomer demands in the

highly competitive MBA market.

In terms of the value of electronic communicatieohinologies at postgraduate level,
Beattie and James (1997) claim that improved comeation and access to
information should be emphasised, rather than iegran-line as a replacement for
face to face teaching. Indeed, non-traditionalhoés of delivery, such as on-line
learning, fare less well when it comes to managinguaexity or uncertainty and
encouraging lively debate. They conclude thatesttglshould have some choice over
delivery methods to suit individual study requirentse In addition, steps should be
taken to ensure a high level of interaction betwksturers and students and to
encourage self reflection. Enabling students tceha\greater choice over individual

study requirements would assist in overcoming thablpm of addressing different
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learning capabilities through aligning study methodith individual needs. The
problem of managing the complexity of on-line leaghcombined with face-to-face
learning can be overcome by encouraging lecturerexcite and encourage their
students to make greater use of electronic ressu@mnmeyer and Hanna (2002:11)
claim that students' willingness to participate leceonically based methods of
evaluation is directly related to their satisfantiwith the evaluation process and the

quality of their relationships with lecturers.

Interaction and Social Exchange

In terms of Beattie and James's analysis of issifecting postgraduate course
delivery methods (1997), notwithstanding the faet tourse material is available to
students on-line, the emphasis is on the abilitythef lecturer, during face-to-face
teaching, to engage the students in active delpats@cial interaction. This would be
accomplished in two ways. Firstly the espoused merby AUT to employ high
calibre lecturing staff who are able to offer rafd-lexperiences to demonstrate the
theory of what they are teaching as part of classaranteraction, should be
rigorously adhered to. Student perception of thality of classroom interaction and
real-life experience at AUT is being negatively aftecby the fact that there is no
separate dedicated faculty for the MBA programmenured lecturers who also teach
on other programmes in addition to conducting tha&wvn research may lose
enthusiasm and drive in terms of delivering a dycaiearning experience for
students enrolled on the MBA programme. Secondlyeims of social interaction,
social exchange takes place through holding regmanthly social get-togethers.
Students are encouraged to exchange ideas andisoaidth lecturers as well as
amongst one another. There may, however, not bertymities for students who are
in full-time employment to socialise as readily.n®o students commented that they
had been prevented from attending social eventstalwgork commitments causing

time constraints.

Teachers as supporters of student learning

The importance of teachers as supporters of thdestuearning process cannot be

underestimated. McKenzie & Swords (2000) suggedt fitvabusiness courses to
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remain relevant there is a need to develop leaatationships that improve relevance
through enhanced and enriched relationships betvieachers and learners and
between learners and their peers. They claim th& iinrealistic to expect one
lecturer to specify a learning programme which witlude all the information a
student will need. Discrimination rather than absorpis an essential skill for a
modern learner. This would indicate that learnengehithe need to learn how to learn.
A key method suggested by McKenzie & Swords is throagplying triple loop
learning. Triple loop learners examine the way tleayn and develop enhanced ways
to learn differently. This can only be achievedefirners overcome anxiety. They
suggest that an important element towards overcoramgety in students is that
whoever manages their learning process acknowledges thumanity and
vulnerability and the fact that they do not know #le answers. Teachers as
supporters of learning, they suggest, need to laaflexible approach, develop an
emotional connection with the students and act &s noodels and coaches to
facilitate through adopting the attitude of custoradvocacy towards students. This
would also require the teacher to apply an empatlagiproach to student problems.
None of these qualities are directive, controllirgstrongly decisive, but nurturing

and empowering.

The above factors would appear to suggest that #aerenany more personal than
functional competencies required of teachers apmtgrs of learning. In most
institutions, including AUT, the learning processstdl largely vested in the role of
the teacher. If teachers remain inflexible inirtfatitudes, learning as it currently

occurs will become irrelevant.

Another factor affecting the level of support whielsturers provide to students is that
there can be a tendency to expect student capedbitd be high because they have
been accepted onto a Master's degree programmis. métkes delivery difficult for
lecturers who are then faced with the dilemma of kegthe balance between learner
control and lecturer responsibility in classes whdrere are differing levels of
analytical, writing and information searching skilise evident. (Beatty & James,
1997).
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An environment where the majority of students arenfiaternational backgrounds,
having previously learned using different learntaghniques causes difficulties both
in teaching and assessment. For example, onedecaid that his class was neatly
split into two - the Chinese learners who were irdinalistic, theory-based learners,
and the Indian learners, who enjoyed group discnssand debate. Developing
assessment strategies for both groups requiresbiliy to overcome the differences
and to engage the students in a new learning pocEsis requires firstly the ability
to build effective relationships with students amtandly the ability to recognise
where extra tuition or guidance is necessary. Padtmte students, in particular
international students, do not always have the &naly writing and information-
searching skills which are normally expected of ygpaduates (Beattie & James,
1997)

The need to address the problem of multiple irgefices and perceived unsuitability
for acceptance into the MBA programme is refleatedome of the negative remarks
made by different lecturers about student capaslitMost full-time lecturers had
assumed that students who enrolled on the MBA progxamould have already
developed the English analytical and writing skilguired at that level. Indeed, most
students had a prior degree or life and businepsreence in their own countries of
origin. The entry criteria is that students haviest degree or equivalent and three
years of management experience. The Programmet@ire@y, at his discretion,
call for a student to complete a GMAT test (GradlMtmagement Admission test).
However lack of English skills in students remainprablem and would appear to
lead to some confusion in the minds of some otehturing staff about the difference
between analytical conceptual skills and Englishisskand a tendency to associate
lack of English skills with stupidity. Some lecttgemaintained that students were far
below the level to be expected, whilst others maderéimark that they gained good

results from all of their students.

The confusion about student skills levels is aleflected by statements by three

lecturers that the first student intake acceptddstandard students in order to ensure
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the financial survival of the programme. Contragligtremarks were also made that
some students, although lacking in English skalisj notwithstanding

never having interacted during class, submittest folass work upon completion.

This would indicate that there could sometimes bmismatch between student

learning styles and classroom delivery and assegsstrategies. This emphasises the
fact that lecturers should be flexible in their eggzh and not be hasty in making
assumptions that students are inferior because tloeyiot appear to understand

concepts delivered in the style and manner whicts slue lecturer.

The need to more effectively address teaching stsdwith different levels of

intelligences and learning styles in a single clasgso reflected in the observation of
one of the part-time lecturers that there were twtirtit student learning styles which
presented themselves in the classroom. Throughlajgrg teaching methods to suit
individual groups, the lecturer achieved a highrdegof success notwithstanding

individual differences in student learning styles.

Students, particularly ESOL students, have to faeecomplex challenge of adjusting
to a new culture presenting new learning and soaig@gigms. McKenzie and Swords
(2000) refer to the flexible evening programme deped for MBA students at
Henley Management College in the U.K. They advoda¢euse of four stages of
learner development developed by Brundage MacKeradied in Boud (1988).
These are (a) early stage, (b) reactive stagepr@@ctive stage and (d) integrative
stage. During the early stage the learner is heawpported by the lecturer in a
reliable environment which is both explicit and smtent. As the learner gains
confidence, the learner could become argumentaiiveegative. Developmental
teachers encourage the learner to express thatinedeelings and allow them some
leeway in terms of behaviour. Once the learner Isetprfeel accepted as part of a
learning group, the learner begins to explore arwkpt other ideas and views and
engage more in dialogue, group discussions andoecation. Finally, as the learner
matures, the learner is able to integrate his getsge with other perspectives and
work with many sources of information. The learnathes stage needs a teacher who
develops personal standards in the learner andlyorares their information,

feelings and values, acting as a co-learner.
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Good learning solutions, therefore achieve triplepléearning through an interactive
and flexible learning process where the learninglgally matures from dependency
to integration and sharing of information, readiprking in teams and supporting
other ideas. (McKenzie and Swords, 2000; Fisher asitkF, 1997; Coleman, 1998).
This requires strong teacher teamwork, flexibilindapenness towards applying new

teaching methods.

Viens and Kallenbach (2005) review Kramer's Ml theorycwladdresses the issues
of multiple intelligences and adult literacy andvadates that teachers should be
highly aware of students' talents and interestsachers should develop material
which is meaningful to students by using differe@aching methods to suit the
individual needs of students. This is especiatiportant in a classroom environment
presenting multiple intelligences and literacy lsva@his would be difficult to achieve
at AUT given the time constraints of meeting 12-lfdehts in class only once or
twice a week. However the need to apply differenthiegcmethods in the classroom
to address differing learner needs cannot be ighaned further emphasises the
importance of the role of the lecturer in develgpftexible learning methods, albeit
in such a short period.

At AUT there exists a paradox in that although theletis were promised a flexible
learning approach, the MBA Course Director does moehsufficient control of the
lecturing staff to be in a position to focus clgseh delivery methods. Indeed, the
initial offer of a choice of morning, afternoon aedening lecturers has in 2006 been
reduced to morning or evening. Any performancatea issue first has to be taken
up with the Department Head through which the Directos aléocated a particular
lecturer. The system dictates that the Directorr@gghes the Academic Group
Leaders from within the different disciplines whoaeunend lecturers on the MBA
programme. Only when a permanent lecturer is ureail is the Director able to
select outside part-time lecturers. According to@irector, approximately two thirds
of the lecturers on the MBA programme are permareciurers. AUT's recent
strategic drive has been towards becoming a resdmsdd organisation. Many of

the permanent staff are engaged in studying far fPleD's. This means that staff
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whose main point of interest lies in research withir own disciplines have to take
on the additional task of delivering on the MBA pragme. This makes co-
ordination and teacher group discussion difficglttlae only point of contact which
the lecturers have with one another as a group asotttasional focus meeting
attended by a few permanent staff members and perbap or two part-time

lecturers. According to one lecturer who was interei@, only one meeting was held
in 2005. One lecturer claimed that, up to August&20® further meetings had been
held. The question of low motivation on the partpeifmanent lecturers may be
further exacerbated by the fact that permanenuidecd are not given additional
remuneration for delivering on the course whilsttyiane lecturers are paid highly

competitive rates.

This has been demonstrated in the fact that, aslemterer intimated during their
interview, when the programme was launched, many rexsushowed interest in
being part of the programme. However, when the lef@lommitment required to
deliver lessons effectively both in terms of comntamd in terms of rigour became felt,
(three sessions of three hours each delivered timees a day), interest began to
wane. The result was that it became more difficuigain the interest or motivation
of permanent staff in terms of dedicated enthusié&®mwards the programme. In
terms of the actual learning process, the onlylyopmsitive comments from students
about lecturing staff were about one senior lecfuher former MBA Director and the
person who originally developed the MBA course. Tiuelent referred to this lecturer
as "understanding how students feel about learniagt] that if AUT had "many

lecturers like that person, the school would havanaredible future”.

Contracted lecturers expressed satisfaction atdh&act remuneration rate and also
demonstrated enthusiasm and a sense of loyaltiieggptogramme, which was not
evident amongst the full-time lecturing staff who eénterviewed. One comment
made by a contracted lecturer was that "The stgdammhe to me and say how much
they enjoy my lectures because | make it come dbvehem"”. It is interesting that

this particular lecturer also adopts a flexiblert&ag approach, combining power
point presentations, presentation skills and inoc@afing a few interesting visual

elements. This provides points of interest forhkiglevel students whilst enabling
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lower level students with English difficulties to gpa concepts visually. The
particular lecturer also has effective communicatskills with students who speak
English as a second language because he has ibecpaib repeat concepts over and
over until he is sure that students understandis iBhimportant within international
groups. Students who are in many cases new to Newtkahd unfamiliar with the
way business operates in the local environment wiltldy grasp if a lecturer is
impatient or unable to explain concepts in cleamte The lecturer is a former
company director who had formerly employed MBA studeand clearly knows the
practical requirements in terms of applied skilsnumber of students commented on
the effectiveness of this particular lecturer.

The fact that the programme is structured to all@hvdry of lectures at different
times of the day and night adds to the pressureanrers who are already working
long hours writing their own research documentatismell as teaching on other
programmes. Because there were not always lectwtersvere readily available to
deliver lessons, a few of the courses which had Ipeemised during the first and
second intake were in fact cancelled. Thereforeafiaourses are offered, and when
courses are offered, they are not always within Bllextime-frames. A major point of
marketing differentiation for AUT and other provideof MBA programmes is to
ensure that all core courses and electives aréabliai at flexible times. To enhance
its reputation, it is therefore crucially importatitat AUT rigorously applies its
marketing promise of flexibility and ensures th#itamre courses and electives are
available.

Although there were a number of students who were plsaged and failed during
the first intake, it is significant to note thatidéent satisfaction levels tended to move
away from the "strongly agree" category on the issuéexible learning, during the
second intake, when entry requirements were appliect retringently. This would
suggest that applying more stringent entry requa@s) does not necessarily affect
student perceptions of excellence and indicatesnéwd to look for methods to
enhance the flexibility of programme delivery.
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Feedback in Teaching

There are informal and formal feedback mechanismgace at AUT. The current
MBA course Director referred to formal feedback meu$sims through customer
satisfaction surveys both on content and lectussfopmance which have returned
satisfaction levels of 90% and over. According e ™MBA Director, anecdotal
feedback from employers would suggest that studémtshe ground running" and
are very confident and able to tackle a range sksa Many students are being
employed in substantial positions and studentsgiwving feedback that they are
pleased with their progress. Student feedbackdara issued to all students as part
of the AUT Total Quality Management process. Howewadent feedback forms do
not address the more subtle classroom deliveryessswhich could affect the
perception of ESOL learners, e.g. whether the ingirwared about student progress,
whether assessment instructions were easy to undeystdether the student felt
ready for assessments and whether the instructer fgadback to assist the student to
improve. Feedback forms are not presently issti¢deaend of the delivery of each
subject for each lecturer.

Use of class time, for example, is a crucial issuestudents who have to be brought
up to speed in a relatively short space of timee @art-time lecturer commented that
three hours once a week was simply not enough tinn@part sufficient knowledge
to the students - that they had to be so enthisiast motivated about their subject
that students were inspired to explore even furthering their own time. Lack of
motivation because of tiredness could be a proliterthe full time lecturers who are
already under pressure to deliver during the dayedlsas conduct their own research.

The strategic move towards a research based catk®T is in direct opposition to
the concept of MBA programmes which are designedegptactical courses for
people who need to perform practically in the woakel The quality of face-to-face
communication and ability to act on informal ingdafeedback and offer practical

work-based solutions within the feedback loop areiatdor the success of the MBA
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programme. It is interesting to note that mosi@erent lecturers who were asked
about how they received feedback, tended to reféeh@oformal Student Feedback
Forms. Most part-time lecturers made extensive afsengoing feedback in the
classroom, emphasizing the importance of develomffgctive relationships and
eliciting on-going informal feedback to create anamwic classroom environment
offering explicit practical solutions to probleniBhe above facts appear to suggest
that part-time lecturers are more likely to respefféctively to students in receiving
and providing feedback and offering practical dohg within a highly interactive

classroom environment.

The need for the use of a variety of feedback mashas is underpinned by Guolla
(1999) who states a concern with the value of stuflsdback via questionnaires
only, as an indication of course quality, as tiadglly the wording of student
questionnaires are ambiguous because it is not oléether the questions are
intended as overall quality ratings or satisfacesaluations. He cites Marsh (1987)
who argues that no single study can demonstrateefote, the validity of students'

evaluations.

Relevance and Links to Industry

Question 3 "Industry relevant.” (AUT 2005 Course Informationodklet.

Information now available on-line - see Appendix D.)

Responsg
Graduates (12) Undergraduates (jference
Response Number % Numbey % %
Strongly Agree 3 | 25.00 5 10.0D -15.900
Agree 7 [58.33 27 54.00 -4.33
Not Sure 2 |[16.671 17 34.00 17.33
Disagree 0 0.00 1 2.00 2.00
Strongly Disagree 0 0.00 0 0.00 0.00

Table 10 - Summary of Responses to Question 3

There was a drop of 15% of undergraduate studentssivbagly agreed with this

statement and a slight increase in the numberunfesits who were unsure of this
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statement, whereas 2% of the undergraduates dishgitfe this statement. Student
Undergraduate comments included the fact that tlB&\Mas a new programme and
that a more professional approach was needed, that id\ddlvement in direct
placement of students into industry would make iten@levant. One international
student commented that they had gained 7 yearsetnagkexperience in their country
of origin and had found the answers to questiondass unsatisfactory because they
were not relevant to industry as that student hgeanced it, that it only applied to
New Zealand industry. Graduate comments included ithahoroughly equips
students for industry. One more perception was tiletburse was only occasionally
industry relevant and that some papers had beemedffmerely to fill gaps in the
curriculum. Another student suggested that moreistrhl workshops should be
given as electives to provide more practical ande"ltraining. These comments
would appear to suggest that it is important to tgvetrong links with industry in
order to obtain higher student satisfaction levelis.addition, strong industry links
could directly inform programme content. Rapert, lidektte, Smith and Garretson
(2004) explore expectations of students pursuing/&#. They identify potential
meanings of quality in relation to industry requments and state that "the role of
today's reengineered MBA curricula is to mould wellknded team players through
interdisciplinary courses and real-life learningpenences. They suggest that well-
trained faculty members with strong business expeeavho are focused on effective
teaching rather than publishing, should be utilisedthe programme. Rapert et al
also suggest that opportunities to engage in reddwexperiences and networking
with businesses through field trips and exposurguest speakers are essential to

develop perceptions of excellence in the mindgudents.
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Question 9 "Relevant Curriculum.” (AUT 2005 Faculty of Busine$¥ofile.

Information now available on-line - see Appendix D.)

Responsg
Graduates (12) Undergraduates (R0jference
Response Number % Numbey % %
Strongly Agree 2 |[16.67 6 12.0D -4.97
Agree 7 |58.33 33 66.0D 7.7
Not Sure 1 8.33 8 16.00 7.97
Disagree 2 |16.67 2 4.00 -12.97
Strongly Disagree 0 0.0Q 1 2.00 2.00

Table 11 - Summary of Responses to Question 9

As can be seen, the general trend away from thentgir@agree" category continues,
with one undergraduate strongly disagreeing withgtatement. Although in terms of
the analysis in Table 11 above, there is no siadissignificance in the difference
between the two groups, there was, nevertheless ati@uin the number of students
who strongly agreed with the statement and an inereds2% of students who

strongly disagreed.

Comments from Undergraduate students were that thiere too many marketing
papers and too few financial papers, and, as in @mne8tabove, that some papers
had been offered merely to fill gaps in the cudiou Yet another comment was that
"the MBA programme needs to be more organised mgef offering various papers,
especially elective. Most students find it difficwhen elective papers are cancelled
towards the beginning of the semester.” One sugged$tmm an Undergraduate
student was that the number of subjects could baceztland semester duration
increased, and that there should be a "paper/tawew every term." These
comments underpin the conclusions reached by Rapeaat (2004) who claim that
there should be rigorous, ongoing appraisal of smurontent directly linked to

industry.
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Question 10 A broad understanding of business.” (AUT 2005 Facaft Business

Profile. Information now available online - see ApgirD.)

Responsg
Graduates (12) Undergraduates (R0jferenceg
Response Number % Numbey % %
Strongly Agree 4 | 33.33 8 16.0D -17.33
Agree 8 |66.67 35 70.0D 3.33
Not Sure 0 0.0Q 6 12.00 12.90
Disagree 0 0.00 1 2.00 2.00
Strongly Disagree 0 0.0Q 0 0.00 0.00

Table 12 - Summary of Responses to Question 10

Although most students were generally in agreemertt this statement, once again
there were fewer undergraduate students who stroggéed, and a slight increase in
students who disagreed. Remarks from several ddadicated that students

needed more exposure to actual business experience.

Question 12 "Networking through the Breakfast Club" (AUT 2005 Haguof

Business Profile. Information now available on-lireee Appendix D.)

Responsg
Graduates (12) Undergraduates (Hjference
Response Number % Numbey % %
Strongly Agree 1 8.33 1 2.00 -6.33
Agree 6 |[50.00 14 28.0D -22.00
Not Sure 4 ] 33.33 30 60.0D 26.67
Disagree 1 8.33 5 10.00 1.97
Strongly Disagree 0 0.00 0 0.00 0.00

Table 13 - Summary of Responses to Question 12
Once again the swing away from strongly agree iseexjdand a slight increase in the
number of undergraduate students who disagreed.uderss strongly disagreed with

this statement.
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Student remarks included that it was a great oppiytuand that they enjoyed

attending. Other students commented that they lea@rnattended the Breakfast
Club. Several other students commented that thdynbaknowledge of its existence,
or that they had no time to attend. Rapert et BD42 suggest that administrators
should ensure closer cohesion and communicatioweaet faculties, by enhancing
the clarity with which students are informed of vascstudent support services and

programmes offered to them.

Question 14"AUT Business Faculty is sought out by industry segkstrategic
partnerships.” (AUT 2005 Faculty of Business Profidormation now available on-
line - see Appendix D.)

Responsg
Graduates (12) Undergraduates (R0jference
Response Number % Numbey % %
Strongly Agree 0 0.00 1 2.00 2.00
Agree 6 [50.0d 9 18.0D -32.00
Not Sure 6 |[50.0d 35 70.0D 20.00
Disagree 0 0.00 5 10.00 10.90
Strongly Disagree 0 0.0Q 0 0.00 0.00

Table 14 - Summary of Responses to Question 14

There was a fairly evident swing to the "not sured ddisagree" end of the scale.
Comments received were that students questioned hew were to accept this
statement when they had not been shown the factoth@nsaid that as a student
from India, they disagreed with the statement bexdus programme was exclusively
geared to New Zealand Industry. Ramburuth (2002) mdai that the
internationalisation of curriculum and course cantehould be encouraged. It is
suggested therefore that strategic partnershipsigmmt be limited to local industry
and faculty but expanded through wider internationahtact and input from

industries and knowledge providers in other coustrie

Industry relevancy is considered one of the primmaguirements of any MBA course
of merit. According to the information containedbrochures and on the website,
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AUT considers industry relevancy to be the fact teatning will be based on "real
industry examples" and that a business Advisory Citt@encontinues to monitor
local and international trends to ensure that threi@ulum remains up to date. A list
of names of people on the Committee is providetherAUT general website. Those
members of the Business Advisory Committee who ateedg in business have
informational links to their businesses via the AU&bsite - however the extent to
which local and international trends are monitoredthe manner in which these
trends are translated into industry relevant couamsgent for the MBA programme is
not being made clear to students. Thereforepatth claims are made by AUT that
courses are industry relevant in terms of Advisoard input, there is no

informational evidence to back up this statement.

Auckland University, on the other hand, a directlrnfathe AUT MBA programme,
has taken a pro-active approach in marketing tipertise of its Dedicated Business
School Advisory Board. One member of the Advisory f8ogained their MBA
through Otago University, which ranks as 87th on tkenGmist Intelligent Unit's
2005 world rankings of full-time MBA programmes. aldvertises on the internet that
this member has also played an active and key moldhe governance and
revitalisation of the Auckland University MBA prograrem It is significant to note
that all the members of the Advisory Board for thecldand University Business

School either have Doctorates in Leadership or MBAlifjoations.

The qualifications for the members of the AdvisoyaBd for AUT are not publicised
so it is not known whether members of the Advisoryrddsave, themselves, MBA
gualifications. It is ironic to note that some nimrs of AUT staff directly

responsible for marketing and administering the M&Airse on behalf of AUT and
who represent AUT on external Advisory Boards (The Matidcientific Advisory

Board have no fewer than seven representatives A0if), are not members of the
AUT internal Advisory Board. No dedicated Industry Asbry Board exists to
directly and pro-actively serve the interests &f &UT MBA programme to ensure

ongoing quality, currency and industry relevancéhefcurriculum.
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There is a perception amongst students that thecalum, industry relevance and
links and understanding of business apply excligitteNew Zealand. The comment
was made by several students that the curriculumotiselevant for their countries of
origin. e.g. In India there is a strong tendencyoagst business seeking to employ
graduates, to ask for the subject of a thesisssediation, and several comments were
received from lecturers and students that thereldhme a research component to the
course for this reason. The possibility existd thasiness is conducted differently in
Asia and China. International student perceptiorstlaat these factors are not taken
into consideration and quite a few expressed igr@ramd doubt as to whether the

programme was truly internationally relevant.

Question 17'Committed to Internationalisation." (AUT 2005 Imetional Student

Prospectus. Information now available on-line - 8ppendix D.)

Responsg
Graduates (12) Undergraduates (R0jference
Response Number 9% Numbey % %
Strongly Agree 3 |25.00 3 6.00 -19.00
Agree 4 | 33.33 25 50.0D 16.67
Not Sure 4 ]33.33 16 32.0D -1.33
Disagree 1 8.33 6 12.00 3.97
Strongly Disagree 0 0.00 0 0.00 0.00

Table 15 - Summary of Responses to Question 17

The swing away from "strongly agree" in undergradsaiteents continues. From the
above it would appear that whilst the majority ofdets are of the perception that
AUT is committed to Internationalisation, many studesid not know the answer, or
were unsure whether AUT is actually committed to m¢ionalisation. The reason
for this reaction could be that students have &hpta of booklets providing general
information about AUT and claiming the internatiosation of its approach, but no-
where is the exact meaning of the term "internatisaton" broken down into a
comprehensive statement about aspects of speeificces and courses which support
the statement. In the MBA student Information BooKle 2004, no reference is
made to the manner in which the MBA course in padicus committed to
internationalisation, apart from one general stat@nctlaiming that AUT's courses
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and qualifications are "highly respected throughthg world". The International

student prospectus refers to the fact that New Zdaleas earned an international
reputation for its politically independent staneaed comments on the contributions
which New Zealanders in general have made towards thisvof science and

technology , the arts, medicine, conservation, fedade, sports and fashion.

Sadly, New Zealand's contribution towards the intéonat world of business is not
mentioned. In particular, no mention is made anyelué the specific way in which

the MBA course translates itself into this contribnot

Quality of Lecturers

Question 6"Lecturers with relevant experience." (AUT 2005 Ceutsformation

Booklet. Information now available on-line - see Apgi D.)

Responsg
Graduates (12) Undergraduates (Hjference
Response Number 9% Numbey % %
Strongly Agree 4 | 33.33 10 20.0D -13.33
Agree 3 |25.00 31 62.0D 37.00
Not Sure 4 |33.33 6 12.0D -21.33
Disagree 1 8.33 2 4.00 -4.33
Strongly Disagree 0 0.00 1 2.00 2.00

Table 16 - Summary of Responses to Question 6

Although statistically there is no significant diféemce between the two groups, once
again, it can be seen that there is a general @@y from being in strong agreement

and an increase in the number of students who disdgr strongly disagreed.

Graduate Student comments were that the academicaesa@ndustry experience of
lecturers was relevant, that the programme hadestantf using good lecturers, but
that after its inception, some lecturers did natehemuch experience. Some students
felt that the lecturers were preoccupied with commpietheir PhD studies. The
Undergraduate group commented generally that noeellrers were experienced.
One of the Undergraduate students commented on ttedlence of a Part-Time
lecturer, another that when new lecturers had ariivedstudents had ended up being

"guinea pigs" in the system. One student was obflieion that some lecturers did
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not know "what it means to share knowledge". Anotlenmmented that one lecturer
was a total mismatch and that they had thereforeeddbe time and money invested
in that subject. Students also claimed that theeze some lecturers with top
academic qualifications who lectured students but Whod never run a business of

their own.

Question 15"AUT Business faculty attracts top teaching stafAUT 2005 Faculty

of Business Profile. Information now available omeli- see Appendix D.)

Responsg
Graduates (12) Undergraduates (R0jferenceg
Response Number % Numbey % %
Strongly Agree 2 |[16.67 2 4.00 -12.47
Agree 5 |41.671 19 38.0D -3.67
Not Sure 3 | 25.00 21 42.0D 17.90
Disagree 2 |16.67 I 14.0D -2.97
Strongly Disagree 0 0.0Q 1 2.00 2.00

Table 17 - Summary of Responses to Question 15

Once again, Table 17 shows that although there ®atstical evidence to support a
significant difference between the two groups, inhegaestion there was a drop in
support of the statement, an increase in the nurmbeeople who were unsure or
disagreed and strongly disagreed. One of the Gradiiatients commented that even
if AUT does attract top teaching staff they did nioelthem, implying that the student
had been lectured by someone whom they regardetabeing a good teacher,
asking why it was so. The Undergraduate Group questitdrereason for taking on
“lecturers who are just fillers". Another Undergradusaid that it was obvious that
lecturers had been called in to lecture on the MBdgmmme who had not designed
the courses, and who were not comfortable with tegcht, commenting that the
lecturers said so openly to students. The studkat commented that "they come
with big ideas not understanding the constraintimé and students do not clearly
understand the requirements". The comment was migde that the facilities
themselves are good, and that it would greatly agssprogramme if it used regular
lecturing staff who are dedicated to the MBA programnt would be a "good

package".
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There are two reasons for the decline in the nusbkestudents who strongly agreed,
and the increase of the number of students who misdgor strongly disagreed with
the above responses. The first is the previousgtioned paradox that although the
Director of the MBA programme is held accountabletfa successful delivery of the
MBA Programme, there is very little autonomy affatdbe department in that it does
not have a dedicated teaching staff whose primatgrest is in delivering and
assessing a top quality MBA. The second is thetfadtthe MBA Director is forced
to select most lecturers from an existing pool @panent lecturers. This affects the
ability of the AUT MBA programme to attract top lecus, in two ways.

Firstly, permanent AUT lecturers have been activehcouraged to focus their
energies into developing research because of tbentestrategic shift of culture.
When the University was known as AIT (Auckland Institate Technology), its
primary focus, and differentiation point from a hating view, was the fact that it
was known for using lecturers who were pragmatic and wbald impart the
technical skills needed. Students who enrolled at ki&w that they were receiving
the best of practical knowledge from lecturers wapne lecturing participant put it,
"had been there, washed the T-Shirt". The orgtais culture swing in terms of
strategic objectives to change AUT from a practieathing based focus to a research
based focus has therefore had a negative effestudient perception of the quality of
the MBA programme. Because MBA programmes are urallgrgecognised as
practical toolboxes to equip graduates to perfaymgtimum level in the real world
of competitive industry, a pragmatic approach stiobé taken in maintaining a
current, flexible and practical MBA programme whicfiecs students "hands-on"

practical training.

Secondly, because there is no dedicated team ilegton the MBA programme,
communication channels between lecturers is minihidart-time lecturers come in,
deliver their subject, and then go home. Tenueetllers are pressured because they
have to fit MBA lecture times into a timetable whishalready compacted. At the
same time, lecturers who have been selected to ttha research path are also

faced with having to complete their own PhD's and leetu produce academic
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papers. This means that there is very little exgbaaf collegiate information, or
interaction between the permanent and part-timé& sB#cause many of the part-time
staff also work as consultants to industry, theyeargaged on a day-to-day basis with
industry. Their experiences should be integratedl discussed as part of a dynamic
collegial discussion, with exchanges of new ideaslatest practices. The situation
has been exacerbated by the fact that becausee afetlv strategic agenda at AUT
designed at remoulding AUT into a research-based Wsitye permanent lecturers at
AUT had, in the implementation stages, themselves beeibly split, in terms of
prestige and physical alienation. After new, prestig offices were erected on a site
adjacent to the old office block which had previgusbused most lecturing staff,
those lecturers who had been placed on the strateggarch stream were transferred
to the new set of offices. Some loyal and hardwaykecturers, most of whom had

been with AUT for many years, were simply left behindhe old offices.

The primary functions of business and support fonst of businesses need to know
and understand what the others are doing in ordadtbvalue to the organisation.
(Porter, 1985). As one lecturer put it: "As it stado-one really knows what anyone
else is teaching” Another lecturer commented tH#tem" and "us" culture had been
deliberately created by top AUT management staffcaling implied and explicit
benefits for lecturers who had been moved to the hlwk, leaving the general
impression that former Certificate and Diploma staffre no longer regarded as
having any significant contribution to make to thmiversity and therefore by
implication, to the MBA programme. It is ironica hote that, having been relegated
to the "second division" as it were, some of thesturers were required to teach on
the MBA programme. This situation would hardly letgklf to creating high morale
or motivation amongst permanent staff who were ndudked in the research stream.
Nor would the high numbers of hours of research aduedo already pressured
lecturing hours required of the research strearuters who had moved to the new
block, lead to a highly motivated, dedicated teatrying to deliver a Quality MBA

programme.

One lecturer commented that at late notice thatopensas required to teach an MBA

paper but was expected to use material sourced dthemlecturer who was located
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elsewhere. This was frustrating for that lectureralose it affected the quality of the
learning which was possible to be delivered at sindntsotice. This highlights the
need for improved communication and closer teamwmstwveen lecturers on the

MBA programme.

Employment Opportunities

Question 2"You can fast-track your career, or open doorart@ntirely new career."
(AUT 2005 Course Information Booklet. Information n@wailable on-line - see

Appendix D.)

Responsg
Graduates (12) Undergraduates (Hjference
Response Number % Numbey % %
Strongly Agree 4 |33.33 9 18.0D -15.33
Agree 4 |33.33 25 50.0D 16.67
Not Sure 4 | 33.33 16 32.0D -1.33
Disagree 0 0.00 0 0.00 0.00
Strongly Disagree 0 0.00 0 0.00 0.00

Table 18 - Summary of Responses to Question 2

Graduate students were evenly split into three egualips in response to this

guestion. In the Undergraduate group, 18% stroagheed, 50% agreed and 32%
were not sure. Once again, there is a shift away fitoang agreement to agreement.
The high level of "not sure" answers which were resetireflected the fact that it was
really too early to tell if students had, in falggen able to significantly advance their
careers. Comments received from both Graduate andergraduate students
intimated that they were using the programme asriaggmard and would only be

able to make judgement on this question, after ¢etm of their studies.

Question 13 "AUT business has 92% graduate employment - thbesigof any
university in New Zealand (Do AUT staff actively helpwto find employment?)"
(AUT2005 Faculty of Business Profile. Information nawvailable on-line - see

Appendix D.)
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Responsg
Graduates (12) Undergraduates (R0jferenceg
Response Number % Numbey % %
Strongly Agree 2 |[16.67 1 2.00 -14.97
Agree 4 ] 33.33 5 10.0D -23.33
Not Sure 5 |41.67 35 70.00 28.33
Disagree 1 8.33 8 16.00 7.97
Strongly Disagree 0 0.0Q 1 2.00 2.00

Table 19 - Summary of Responses to Question 13
There is statistically strong differentiation betwee two groups for this question.
Graduate student comments included the fact that Add$Sisted students in
developing their CV in preparation for their jobaseh. Another student commented
that the only person to have assisted them was emerdecturer, and that all other
advice received from AUT was of poor quality. Anottemmented that AUT does
nothing about finding MBA's positions after gradaat or pro-actively provide
information about career development. Commentsived from the Undergraduate
group included the fact that the student already éraployment and that it was too
early to make a judgement. Another commented tleastatement may be absolutely
correct, but that the respondent was being askeethamy different. (The question
qguoted directly from the Faculty of Business pmfiand then in brackets, as an
addition, asked whether AUT staff actively help thepandent to find employment.

The question itself therefore could have been @nguin terms of its intent.)

Question 16 "Close links with industry and the professions meahigh graduate
employment rate" (AUT 2005 International Student gpextus. Information now

available on-line - see Appendix D.

Responsg
Graduates (12) Undergraduates (jference
Response Number % Numbey % %
Strongly Agree 3 | 25.00 4 8.00 -17.90
Agree 5 |41.67 15 30.0D -11.67
Not Sure 4 | 33.33 28 56.0D 22.67
Disagree 0 0.00 3 6.00 6.00
Strongly Disagree 0 0.00 0 0.00 0.00

Table 20 - Summary of Responses to Question 16
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There is some statistical difference in this questas shown in Table 19 reflecting an
increase of 28% in the number of students who weseirenor disagreed with this

statement.

One Graduate student commented that the link betwekrstry and the professions
and high graduate employment rates depended orPtifséic Relations skills of
individual students. This comment could be intetpd in two ways. Firstly, it could
mean that the student perceived that individuablestts had to be able to sell
themselves to industry, and secondly, that the Usityedid not automatically, or
actively, seek to assist students to gain employminhis respondent were in fact an
Asian or Chinese student, it could simply refleatudtural difference in the way in
which business is conducted in possibly Asia or Maidl China when compared to
New Zealand. Another student suggested that thereldshieu an automated link
between MBA students and recruitment agencies, atdsfecial attention should be
paid to the employability of students who were etaihycin the minority. Another
comment was that AUT should provide on Campus recamtpand that they could

not believe this unless they spoke to AUT students ldtbbeen placed in industry.

There are two possible reasons for the drop in tireber of students who strongly
agreed with the above statement. Firstly, therepaesently no formal and active
direct links to industry recruitment bodies whichans that those students requiring
assistance with finding jobs in New Zealand (or inionally), do not receive any
direct assistance with job placement. One lectumnneented that they had to
personally assist students in finding position®rathey had graduated. Secondly,
there is no formal feedback mechanism in place &asure post graduate career
pathways, on-the-job performance and employmentsralbe creation of formal
feedback mechanisms from graduates and their emqgdayould ensure the on-going
improvement and relevancy of the curriculum. Red@ag job search methods,
career pathways and job placement statistics wilkass informing student support
administration of the latest trends in recruitmesgiection and career growth. This
information would then enable student services wvide on-going, informed and

current advice and possibly direct assistancefintbng suitable employment.
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Question 8'Overseas Recognition.” (AUT 2005 Course InformatiBooklet.

Information now available on-line - See Appendix D.)

Responsg
Graduates (12) Undergraduates (R0jferenceg
Response Number % Numbey % %
Strongly Agree 3 |25.00 3 6.00 -19.40
Agree 6 |50.00 12 24.0D -26.00
Not Sure 2 |16.67 29 58.0D 41.33
Disagree 0 0.00 5 10.00 10.90
Strongly Disagree 1 8.33 1 2.00 -6.313

Table 21 - Summary of Responses to Question 8

It is quite evident from the response to this goesthat many students were unsure
of the answer to this question and that quite adsagreed with the statement. One
comment received was that the student had only AUl ior this so they must

assume that it is true. Whilst this comment wouldigate a general trust in the word
of AUT, nevertheless it would suggest that the termefseas recognition" should be

more clearly defined in the marketing literaturarostudent orientation.

Several students commented that they could notiteeas the AUT MBA programme

is still very new, that they had not as yet seeroaayplaced internationally, and that
they had not heard any facts about this. This shinas students are interested in
learning more about international placements, asetlad to be shown some facts in
terms of what type of placements. It is interestimgt students interpreted the term

"overseas recognition” to mean job placement.

Student Support

Question 18"All students new to AUT must participate in Orierdgat. Orientation

Is scheduled two weeks before class starts. It dedusessions covering computer
log-ins, time management, assignment preparatmurse outlines, campus tours, city
tours, understanding the use of email, and intrbdocof services and facilities

available, and the meeting of staff and studenttareras well as the opportunity of
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socialising with fellow students" (AUT 2005 Interrmatal Student Prospectus.

Information now available on-line - see Appendix D.)

Responsg
Graduates (12) Undergraduates (Hjference
Response Number % Numbey % %
Strongly Agree 8 |66.671 9 18.0D -48.67
Agree 4 ]33.33 29 58.0D 24.67
Not Sure 0 0.00 5 10.00 10.490
Disagree 0 0.00 4 8.00 8.00
Strongly Disagree 0 0.00 3 6.00 6.00

Table 22 - Summary of Responses to Question 18

The disparity between the groups in response tostatement were both statistically
convincing and puzzling. Graduate comments were xdlemely positive, whilst
comments amongst the Undergraduates included thie tifiat their orientation
occurred three days before the commencement a$edasvhich implies that either
there was a 3 day orientation before classes conmedenc that there was a one day
orientation, three days before the commencemediastes. Another made a strongly
worded comment that the MBA orientation needs impmoat, that it had occurred 4
weeks before commencement and that everything hea delayed. A comment was
also made that orientation does not work for an MBAgpamme because it is not

semester based.

Question 19"Assistance with student visas, permits, homesis&mad culture shock.
Social events are organised throughout the yearakee your time at AUT rewarding
and enjoyable.” (AUT 2005 International Student Pec$ps. Information now

available on-line - see Appendix D.)
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Responsg
Graduates (12) Undergraduates (R0jferenceg
Response Number % Numbey % %
Strongly Agree 4 133.33 5 10.0p -23.33
Agree 6 |[50.0d 16 32.0D -18.00
Not Sure 2 |[16.671 28 56.00 39.33
Disagree 0 0.00 1 2.00 2.00
Strongly Disagree 0 0.0Q 0 0.00 0.00

Table 23 - Summary of Responses to Question 19

Once again, a strong swing away from "strongly agfaaiongst the undergraduate
students. Some positive comments from the GraduatieBts were received in terms
of academic and administrative support and soc@ity. Another student remarked
that they "wished they could have attended the kevents" One possible reason for
this response would be that those MBA students whemgmoyed miss out on social

events because of time constraints.

Question 20"International Student Centre located on campuk witeam of friendly
people to help you with applications and enrolmenfAUT 2005 International

Student Prospectus.)

Responseg
Graduates (12) Undergraduates (Hjference
Response Number 9% Numbey % %
Strongly Agree 6 |50.00 5 10.0D -40.Q0
Agree 5 |41.67 14 28.0D -13.67
Not Sure 1 8.33 30 60.0D 51.47
Disagree 0 0.0Q 1 2.00 2.00
Strongly Disagree 0 0.0(G 0 0.00 0.00p

Table 24 - Summary of Responses to Question 20

The strong swing towards "unsure" and "disagree" @stoundergraduates is once
again evident. One Graduate student exclaimed teaablove statement was 100%
correct. Another commented that if all the lectsrerere similar to one senior
lecturer in particular (formerly mentioned in paiaggh 1.5) who always actively helps

the students, it would benefit the programme, egfigdor international students who
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do not have any friends when they come to New Zealanthe first time. This
could be an indicator that although there are madrsocial events which are arranged
from time to time for students, there are stilldgats who feel lonely and who do not
have the social skills to readily adapt to the Newalded environment (one
Undergraduate student commented that they "wishddthles could have attended
the social events"). Another Undergraduate studentimented on the excellent
service of the ISCU staff. On the other hand, aetu@ommented that the MBA
Departmental staff are good, but that the Intermali&tudent Centre staff are "not so

good."

Possible reasons for reduction in the number abigly agree” could lie within the

orientation programme. There were numerous negatwements about the MBA

orientation programme. Whether a lengthy orieatafprogramme would produce
perceptions of excellence in the minds of studemtterms of meeting marketing

promises can be debated. It is generally accefitad an integrated orientation
programme for international students, in particlH&L students, is essential in order
for the student to overcome the affects of cultstack. Whilst well conceived and
induction and orientation programmes will assististiis in overcoming the affects of
culture shock and provide opportunities for sosialj and overcoming barriers to
learning, there are contradictory studies which ssgdhat the received view of
culture shock as it affects international studergeds to be reviewed. McKinley,
Pattison & Gross (1996) conducted a comparativeyaisabn the affect of a three
week study skill and cultural orientation course.gup of post graduate students
who had participated in a study skills and cultuseientation course at a British

university were compared with a group who had notsuRg showed that contrary to
the hypothesis that students would benefit greatynfthe course, it was found that
the group who had participated in the course hadtgralifficulty in overcoming the

difficulties of studying in a new environment thdue tgroup who had not participated.
They suggest that personal and social factors laveeffect on the way that

international students are assisted in overcontiaghegative effects of culture shock,
and that students are concerned more with academitens such as coursework,

assignments and examinations which cause anxietyresittssness. Poor English
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skills have a direct correlation with psychologic#tress which is evident even in
students with comparatively high levels of Englishduage competence.

Ramburuth (2002) claims that although well managad aonceived academic
acculturation courses are of considerable benefibe acculturation, to be effective,
these programs have to involve local students stefointercultural interactions and
friendships from the beginning of orientation. Hetlier suggests that structured
intervention is essential to ensure social coheidre fostered on campus. Of prime
importance is the ability of teaching staff to nmaige the learning experience by
making the teaching and learning expectations,sassent criteria, course structure
and course requirements more explicit. Internatisation of curriculum and course
content, strong teacher knowledge of comparativeniega styles which are

practically addressed by offering flexible studédused approaches to the way in
which the curriculum is delivered and assessed,|dhmei encouraged. Use of local
expressions and "throw away" remarks in class andingakegative assumptions
about students' prior learning should be undertakigh caution. It is suggested,
therefore, that whilst orientation of students ikreswvledged as an important part of
the acculturation process, the process mentoringtuadfents and providing flexible

learning and assessment strategies in achievingessitll acculturation and learning
outcomes cannot be underestimated. All these facthrectly affect student

perceptions of quality.

Ham and Hayduk (2003), in a study which analyses ndstlod gaining competitive

advantages in higher education, analyse the gapebeat student expectations and
perceptions of service quality. They claim thatdstuts first have their perceptions
altered through orientation sessions and discussainexpectations. Universities
should be managing student expectations to redbee gap between student
expectations and the perceptions of universityquarance. Of special importance is
that facts presented to students are consistent imfidhmation given to incoming

freshmen through the recruitment process. Ham andikastress the importance of
conveying and maintaining a "willing to help" atts and the fact that that faculty

should not take this important aspect of servicalwation for granted. Students
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expect to be treated like consumers rather thasests. This is especially true in
universities offering more advanced and modern aiilutal experiences.

The author attended one of the MBA orientation pmognes held on the 21st
February, 2004. All hand-outs to students were ecehgnsive and well presented in
terms of general information about AUT and includeé student handbook and
information about general locations on the map whiets also provided. Students
were formally welcomed, and sat in one meeting roomtlie first two hours of
orientation. Great emphasis was placed during time tn terms of the amount of
commitment that students needed to have, that wweyd be placed under a lot of
pressure and that student classes were relativelll smthat "lecturers could keep an
eye on the students". This choice of words is cginfyas the impression could be
that there is a covertly implied superiority of adrstration and teaching staff over
students. On the other hand the conclusion cdslu lze reached that the statement
implied a sense of caring for the students. Stisgdeho have already integrated into

the socio-economic scenario in New Zealand could vistatement as patronising.

Students were told of the importance of attendamwk academic presentation of
prepared work, warned about plagiarism and informsauwhom to approach in
terms of time management, procrastination and pdggical issues. Students were
also warned that the Director of the programme watglexh to tell a student to
withdraw from the programme if attendance droppedwé0%. Thereafter students
were handed various business cards, invited to eangirequests to the Postgraduate
Learning Support lecturer, introduced to the repméstive of the Student Support
Services and invited to lunch at a separate vesitle Student Support Services. The
general attitude of the Student Support Servicessope was one of friendly
informality, open encouragement and invitation fesedback. Students visibly began
relaxing and holding conversations, asking questeomd generally sharing ideas with
one another. Students were informed about fadldied general assistance available
to them. However the information was delivered veylahd students did not receive
any formal handout which comprehensively laid outred support services available

to them, during that all-important first encounter.
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Summary

The quantitative analysis of data obtained fromdetis shows evidence of
mathematically demonstrated statistically signiiiceevels of differentiation between
the two groups, ranging from some evidence to camvgnevidence, in questions 1,
8, 10, 13, 14, 18 and 20. Notwithstanding that @n$/ in these questions that there
is any indication of statistically validated diféerces between the two groups, it is
nevertheless interesting to view a graphical ilatsbn of the general trend in
Undergraduate respondents to move away from ther@irdA\gree" category as can
be seen from Figures 2 and 3 below. Although there avéarge difference in the
numbers of students in each group, and therefaranitbe argued that the opinion of
10 Graduate students is not significant in termghefoverall perception of quality of
the MBA programme, nevertheless the opinion of eadlvidual student needs to be
taken into consideration. Watson (2003) statesttiekey to success in closing the
feedback loop is to ensure that all student viewestaken into consideration and are
translated into action. In terms of providing alify customer service to the student,
Rapert et al (2004) state that the meaning of tyuiglipersonal, grounded in the future
hopes of each individual student and that it ietim examine the meaning of quality
from the students' perspective. Therefore the iopirof each individual student
should be taken into careful consideration, as waslindividual characteristics and
propensities to take responsibility for their owterm the learning experience and its

quality.
Graphical Analysis

Figure 2 - Comparison of 'Strongly Agree' Responses
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Figure 2 gives a graphic illustration of the Undadyate move away from the
"Strongly Agree" to "Agree", with the exception of €ation 7 which showed a very
similar response for both groups, demonstrating lib#éh groups strongly agreed that
classes were small and interactive. All the remaiiguestions show a decrease in the

number of students in the Undergraduate group ofestis who strongly agreed.

Figure 3 - Comparison of 'Agree’' Responses

Agree - Graduates and Undergraduates
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Figure 3 shows that generally, many students agve#d all of the questions -
however it can be seen that there is a general dropagree" responses in
undergraduate students for Questions 8, 12, 135,416, 19 and 20.
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Figure 4 - Comparison of 'Not Sure' Responses

Not Sure - Graduates and Undergraduates
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Figure 4 shows the general increase in the numbemdérgraduate students who
were unsure of the questions which were asked.

Figure 5 - Comparison of 'Disagree' Responses

Disagree - Graduates and Undergraduates
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Figure 5 shows that only undergraduate studentgiied with questions 1, 3, 8, 10,

14, 16, 18, 19 and 20.
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Figure 6 - Comparison of 'Strongly Disagree' Respormres

Strongly Disagree - Graduates and Undergraduates
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Figure 6 above shows that Undergraduate studentstivem@nly students to strongly
disagree with Q6, 9, 11, 13, 15 and 18.

The graphic illustrations above clearly demonstrgte general movement of

Undergraduate students towards "disagree" and "dyraiigagree”.

Conclusions

Specific concerns in terms of the management ahdedg of the MBA programme
will be summarised and discussed in Chapter 5. Rewndations will be made

regarding the management and delivery of the MBAyramme.
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CHAPTER 5 - DISCUSSION AND RECOMMENDATIONS

In this chapter, the management and delivery of MH@A programme will be
discussed using a systems approach to the bugmnessss. Identified weaknesses
within the existing operating system will be discusseéA new model proposing an
integrated performance management system for theA MBogramme will be
presented which recommends areas for improvemnantitations within the research

will be reflected upon and suggestions made foréutasearch.

The Systems Approach

In the shift away from productivity to managementaasrocess at the beginning of
the 20th Century, psychological aspects of work hegabe taken into consideration
when it was found that repetition of work was not as@®lising to factory workers
as a lack of interest in them as human beings. ehrergence of classical operational
management evolved after the industrial revolutioWomak, Jones and Roos (1990)
refer to Henry Fayol (1841-1925), a visionary who gae enterprise as a living
system. Boje (2006) in an overview of systems theoefers to the creation of
General Systems Theory and the establishment oStlugety for General Systems
Research by von Bertalanffy, Rapoport and Bouldm§956. Katz and Kahn (1966)
developed the open systems model, in which resouroes the environment are
transformed into output through systems as cycfesvents. The concept of the
organisation as a process through which strategisidas are made and performance
is linked to the effective management of people degeloped by authors such as
Beer et al (1985) and Porter (1981). The growtiMahagement theory during the
1980's and 1990's led to the concept of Total Quilanagement.

Wright (1999) suggests that total quality managenseachieved through applying a
service operating system where inputs are orgaresed used in order to obtain
outputs. He states that “organisations generally tm attain standards of quality
which are laid down through business policy” (1999:5he decision about the level
of service which is to be provided will be an econromne, and will be driven by

what the competition is doing. To achieve optimwervEe levels it is essential that
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customer satisfaction, efficient operation and wese utilisation are simultaneously,
consistently and sustainably achieved. Wright'drismaf resource utilisation and
customer service will be used as the basis on wigichrnmendations can be made to
improve the overall performance of the managememnt delivery of the MBA

programme at AUT.

Wright (1999) suggests that in order for any orgation to succeed, there needs to be
a strong focus on what the customer needs. Opesati@magement is the function
within the service organisation which relates todhstomer and delivers the service.
The operations manager is therefore the personmakes the vision happen. In order
for the operational management of the MBA programtoeachieve optimum
efficiency and quality, customer service and reseuutilisation should be equally
balanced in terms of achieving outcomes. Wrigl®9@) states that it is generally
found that the total list of resources and elemdatermining customer service can be
reduced to show the three most important resourcessatisfy the essential
requirements of specification, time and cost ineortb provide optimum customer

service.

Table 25 illustrates the three most important resesi which would be utilised in
order to achieve optimum customer service and Iggtd areas for concern.
Information is necessary to inform the developma&nprograms. Information must
also be disseminated to potential purchasers oAth€& "brand" through marketing
and advertising initiatives. Technology is an esisé resource to the university to
assist academic and administrative staff in adr@risy and delivering course
material. The library is an important source oformfiation which is disseminated
through the use of technology. Industry is an mtssleresource because the whole
concept of developing MBA courses is to develop el who will directly meet the
needs of industry upon graduation. Therefore tinedustry involvement in the
development and delivery of an MBA Curriculum is ezggal. Without Human
Resources, nothing will happen. The quality of hamasources employed in the
management, administration, delivery and assessofieghé MBA is therefore also an

essential element.
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The customer sets specifications. In this casesthee several customers, the student
being the primary customer. Students requiredbatses be developed and delivered
which meet their specification of quality. The etsts determining perceptions of
qguality were developed from marketing literaturaies$ to students. Questions were
put to students and grouped into themes of flekybitelevance and links to industry;
quality of lecturers; employment opportunities atudent support. Areas for concern
in the areas of information technology, industryman resources and specification
are shown. The course is competitively priced anoking delivered in a short space

of time in a suitably flexible manner in order teeh customer specification.

Resource Utilisation Customer Satisfaction
INFORMATION/ HUMAN
INDUSTRY SPECIFICATION COST TIME
TECHNOLOGY RESOURCES

Marketing/advertising Internationalisation Current usimess| Course/module Competitively Effective Flexible

experience availability priced course delivery
Information flow Advisory Board Performance Assessment strategy

management
Programme co- Graduate Conflicting views Course review
ordination Performance

evaluation

Table 25 - Matrix of Resource Utilisation and Custmer Satisfaction
Adapted from Wright, 1999:26
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Performance Management Model

Figure 7 - Integrated Performance Management Model, AT MBA Programme
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Basu and Wright (2005) claim that the term "worldssl" has developed into the
concept that world class companies are leadergpurtatgon for products and services,
are renowned as employers of choice by existing atafvell as employment seekers,
and who are continuously improving and leading therket in their field. The

departments of a world class organisation interadtraesh to support achieving the

common goal.

The model developed in Fig. 7 illustrates how adhga balance between Resource
Utilisation and Customer Satisfaction results in w@atsgic fit enabling the
organisation to achieve satisfactory outputs imgeof organisational, societal and

individual goals. There are seven points of refeeanithin the figure, as follows:

1) External drivers determining the requirementtfa introduction of the MBA

programme.

2) The vision and mission of the MBA programme thiaee world class status.

3) Effective strategies for the effective launchinganagement and delivery of

the MBA programme.

4) Achieving customer satisfaction through meeting tustomer specifications
of flexibility, relevance and links to industry, gjity of lecturers, employment

opportunities and student support.

5) Essential Human resources including lecturaetsjimistrative, student support
and .dedicated marketing staff, as well as industwglvement and the use of
efficient information technology are the resouradsch are required to enable
operations management to effectively manage andvedelthe MBA

programme to meet customer specifications.
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5) The elements of customer satisfaction and resoutilisation are balanced
through improved HR practices, high staff commitmeatd industry

involvement.

7) Effectively balancing customer satisfaction agsburce utilisation enables the
organisation to achieve world class organisatiosatietal and individual

outcomes.

These points are now discussed and recommendati@ue. nPoints 4 and 5,
Specification and Resource Allocation, are discusseter one heading because they
are so closely linked. @ Weaknesses within each aaea identified and

recommendations made for improvement.

External Drivers

The knowledge industry in New Zealand is a highly cetitpe arena in which

several major universities compete in order toaattstudents and several of AUT's
main competitors offer MBA courses. The most impottof these is the University
of Auckland. In reaction to recent trends in unsiées and to react to the growing
competition, AUT has recently re-engineered the dasgdion in many ways, one of

which was the introduction of the MBA programme.

Vision and Mission

The pioneer and previous Director of the MBA prograermd a vision to introduce a
product which would enable AUT to develop a product whieould enable the
university to establish itself as a major playerbusiness education within New

Zealand.

Strategy

In this thesis a systems approach has been takerdér to analyse and discuss the

research findings. Early authors of strategic rgan@ent generally referred to the

103



organisation as an open system which responds texteenal environment. (Beer et
al, 1985, Porter, 1981, Thompson, 1967, Lawrence &rpP$§983). The task of
managers has traditionally been regarded as thagawfing and maintaining
congruence between environmental factors and irft@nganisational requirements.
Smircich and Stubbart (1985:725) maintain that therds "organisation" and
"environment” create a dichotomy that shapes sfl@tmanagement thinking. They
maintain that there is some disagreement aboutkithe of relationship between
organisations and their environments. They citeldCfl1972) in emphasising the
importance of strategic choice. On the other h&maycich and Stubbart cite Aldrich
(1979) who maintains that most organisations flouradel have a helpless struggle
when confronting environmental forces. Smircich &tabbart claim that neither the
environmentalists, nor the strategists question"fineotal (1979:725) notion of the
environment as independent, external and tangiblities”. Cockburn, Henderson
and Stern (2000) claim that the origins of compatiadvantage lie in the ability of
the organisation to identify and respond to envimental cues well in advance of
observing actual performance. Oliver (1997:697) naams that according to the
resource based view of strategy, it is the appboatif resources which are "valuable,
rare, difficult to copy, and non-substitutable" whikad to organisational success.
Oliver criticises the resource based view becausgeas not take into consideration
the social context such as traditions, network &ed regulatory pressures when
decisions on resource allocation are made. Makad@d¢R001) underpins the notion of
taking into consideration the social context in whitrategic decisions are made
when he refers to a firm's dynamic capacity to wesources using organisational
processes to produce a suitable outcome. He sugthedtshese resources may be
information based, tangible or intangible processgeh relate to a specific firm. He
states that a firm should be strategically flexilnbeits attitude in protecting its
products or services. Thus it is implied that mgkstrategic decisions which are
purely budget and resource based would weaken tlamisegion as this does not take
into consideration the a complex process in whiclth bexternal and internal
influences and patterns of social interaction affexth the manner in which strategic
decisions are implemented through performance neanagt. If these external and
internal influences are not taken into considerattowill therefore affect the quality

of the organisation's performance.
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Wood and Bandura (1989:361) analysed the functioorganisations from a social
perspective.  They propose that behaviour, cognitipersonal factors and
environmental events operate as interacting detemts that influence each other bi-
directionally. Daft and Weick (1984) saw the orgatiem as an interpretation system
in which people interpret strategy and are influeinog management beliefs about the
environment as well as organisational interventioAssmall group of people at the
head of an organisation will make strategic dectsiand a large number of people
may span the boundary with the external environmdiftis information is fed back
into the system. Interpretation is not random apger management interpret the
information and make further decisions. MakaddBO387) refers to "two distinct
causal mechanisms" in strategic management whiclbleerthe firm to increase
longevity. These are resource picking and capgbiduilding. Managers gather
information to distinguish themselves from the agipon and choose appropriate
resources. The firm's capabilities, on the otleardh are the deployment of resources
in combinationwith organisational processes. Oliver (1997) argine$ resource
selection and organisational processes are profpumitlenced by the organisational

culture of the organisation.

Porter (1985), in his value chain approach maist#at a company adds value to its
services by regarding its activities as being erdbddinto a larger value system
which include the network of organisations and abésilinked to the company.
Thus "gaining and sustaining competitive advantdgpends on understanding not
only a firm's value chain but how the firm fits imetoverall value system". (1985:34).
Thus Porter's value chain synthesises resourcel basgitutional and social cognitive
and interpretation systems in which resource selecind organisational processes
are part of the wider value chain of a company. ni-tbe above literature it could
therefore be concluded that success of a firm digpant only on allocating resources
within specific budget constraints, but also on dghgpa value chain approach
necessitating close co-operation and communicdiedween all stakeholders within
the entire value chain. The successful implentemtaof the MBA programme at
AUT would therefore require that both internal andeexal stakeholders work

together and communicate as a closely knit teaorder to ensure the development
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and implementation of a highly successful educatioproduct which would
differentiate itself in the New Zealand market. Thias indeed the vision of the
Director who conceived and managed the initial imgetation of the MBA
programme. However the implementation and effectedopmance management of
the programme has been hampered in terms of sesgedegic decisions which
affected operational effectiveness, reducing thiergxof market impact which had

originally been envisaged by the Director.

AUT operates on a strictly centralised basis andbakiness functions of the
university are centrally controlled under a rigidréaucratic hierarchy. The MBA
programme was thus not allowed to operate undemits auspices and manage its
own finances and marketing. As a result any initetivhatsoever required the
approval of various disparate departmental bodieislwbonsiderably hindered and
continues to hinder communication within the orgatia. In terms of marketing, the
MBA Director gained little or no assistance from antcalised, unsupportive

marketing department.

The AUT marketing function generally came under Sogthattack from several
people interviewed for the purposes of writing thissis. The Director had suggested
that a dedicated marketing initiative be launchedciwhncluded radio and other
forms of media exposure, aimed at gaining a highdiangrofile for the MBA
programme and thus AUT itself. All marketing ideas evérmly suppressed upon
suggestion, leading to much frustration. One lestlwwommented that "I doubt
whether they could give peanuts to a hungry monkewlbne sell it to them". Thus
one of the most valuable support mechanisms inr@godi@aunch the MBA programme
was vastly under-utilised. The AUT International Diypeent was highly supportive
of the MBA programme and was largely responsibletifigr successful marketing of
the launch through its contacts with outside agendieis ironic to note that the
original suggestion by the MBA Director, that exde radio coverage be utilised,

has finally been adopted two years later for manketif AUT programmes.

In terms of industry input, no dedicated MBA advisdnoard was appointed.
Initially, the Director visited members of the corate business world and researched

what their requirements would be. However for any ersiy to approach being
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world class, there should be on-going links to indusvith direct input into
programme delivery. AUT's major opposition in Newaléad, Auckland University
and Otago University both vigorously support the orotof inviting outside industry
leaders currently involved in management to lectumetheir programmes. Several
lecturers suggested that Industry itself should inate programmes and become
involved in team planning of programme delivery st industry itself takes
ownership of the process. Accomplishing any suctiatiie would necessitate the
either the decentralisation of the MBA programme andallocation of a dedicated
budget, making the MBA Director responsible for tharketing, planning of course
content and delivery of the programme, or an imprognt in the manner in which
internal value chain linkages are managed. Po(i€85) emphasises that
organisations should identify the key support fiomd and establish integrating
mechanisms to ensure effective co-ordination. diffe communication between
operations and marketing is undoubtedly one ofkie factors in ensuring that the
right calibre of student is attracted to the ursigr

There also needs to be close co-ordination betweenatonal staff, for example
lecturers, either individually or through their smpsors and managers, and
marketing, prior to any marketing initiative, toseme that the promises made through
the marketing function are indeed realistic andiseble. At present any marketing
initiative needs thapproval of the central marketing committee, implying colyert
that the central marketing committee are somehqversor to operational staff and
will "decree" what gains or does not gain approvslarketing is there as support
function to the main activity of the university,opiding quality tertiary education,
and should therefore add value. According to Pdit@85), there are often many
linkages within the value chain of an organisatiouat that organisational structures

often fail to optimise on co-ordinating the aciieg.

Porter (1985:61) goes on to say that managergxXample marketing managers and
human resource managers, and in this particulampbea the marketing manager,
often do not have a clear picture of how they relmethe company's overall

competitive position. This is something which tre@ue chain concept highlights as
being important. For the MBA programme to contirtaggrow and gain a greater

share of the market it is therefore crucial thatarketing department show a higher
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level of support and willingness to take on boarel itteas of the people who must
make their marketing promises work - programme lesdaipervisors and lecturers.
Such a change in culture and attitude would nedaktfully supported at executive

level.

A positive strategic initiative was to design the rseuto be as flexible as possible
with six entry points per year providing studentdwifie opportunity to enter and exit
at different points. This differentiates the AUT MBkom other providers of MBA
programmes who require on-going concurrent attereléarccourse completion. This
makes the AUT MBA very attractive to part-time stotde and provides the
opportunity for AUT to gain direct feedback from stmts on current trends in
business. In addition, it provides AUT with the ogpaity to form essential industry

links, through students.

The limited budget allocation provided major chagjes for the founding Director in
terms of providing facilities which could compete hvibther business schools.
Because of a generally apathetic senior managgtilde in terms of support for the
programme, the Director was allocated a stringentgbudvith limited human
resource and administrative back-up. The Direcigrcame these challenges by
almost single-handedly tackling the myriad of at®g and tasks needed to launch a
new programme including the design and furnishingeofeational facilities, meeting
rooms and offices in which to house MBA support staffl provide a focal point
where students could have a cup of coffee and egeh@eas. This was by no means
ideal, as the lecture rooms were situated in oth@dings at the time. However,
given the constraints in terms of time and buddkeication and the fact that that
person still had to manage and deliver their owatules, this was a great strategic

initiative.

Specification and Resource Utilisation

It has been established that the main elementsndigiag customer satisfaction are
specification, cost and time. In terms of cosg MBA programme is competitively
priced. AUT has a strong advantage over other pessidf MBA programmes in by
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offering six entry points per year as well as fléiy in terms of allowing students to
enter or exit at any stage they wish.

Customer specification has been categorised imtorfiain areas, based on marketing
promises made to students, namely Flexibility; Eogplent opportunities; Student
support; Quality of Lecturers and Relevance and kd&into Industry.
Recommendations will now be made on how the prograsanamprove as a result
of these analyses. Cost and time are also impof@ators in determining customer
satisfaction. The aim of the organisation is tavdela product within the correct time
and cost through making optimum use of importansdreces (Wright, 1999). In
terms of Resource Utilisation, Human Resources, kgusvolvement and
information technology have been identified as @gle resources. According to
Porter (1985), marketing is a primary activity bétorganisation. The quality of the
way in which marketing is planned and managed willetkelpon the quality of human
resources and the way in which the human resourcetidunacts as a support
function to ensure that the MBA programme is effeadti marketed. Delivering and
managing tertiary education requires optimum humesource skills as most of
education is delivered and managed through humamacb Therefore reference

points 4 and 5 have been integrated for discussion.

Flexibility

One of the marketing promises was to offer to delstdsjects at flexible hours. Care
should therefore be taken to ensure that all codeedective papers are available and

that they are offered during the morning and thenewg as promised.

Opposing views on behalf of lecturers has been ifietitas one of the hindering
factors in enabling that promise to be deliverd@the fact that there are more tenured
than part-time lecturers employed on the prograrerposed two weaknesses in the
system. Firstly, some tenured staff are sourced ftbe newly created research
stream, others are sourced from the Diploma andfiCaté staff. Some part-time
lecturers are also employed. However the MBA Direbts no direct authority over
tenured staff and thus any performance managenssoes have to be addressed

through their immediate superiors. This could leadgaps between desired and
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actual performance. Secondly, tenured staff atalhdighly motivated as they quite
often have to deliver MBA lectures outside of normarking hours in addition to

conducting research as a performance requirement.

It is suggested that the solution to this dilemmdo develop a cultural climate of
flexible learning including content, delivery andsassment through employing a
close-knit, motivated, dedicated and well co-ordidateam committed to aligning
itself to Departmental goals. Becoming a close-&nd motivated team would require
appointing a consortium of people from all the giboes who work together and
create strong linkages so that students readilyreeeonnection between subjects. To
accomplish this would require that the MBA Directovéahe authority to require
that people delivering the course work more closaty interact effectively. At

present each person delivers a subject in isolation

It is therefore recommended that the MBA programraesstablished as a separate
business unit, for example the "AUT MBA Business Sthancorporating short
courses, under the Chairmanship of the MBA Directdhis business school would
be responsible for its own planning, marketing, midgtaffing, course development
and assessment. This would address the need v@mdalpractical course and equip
students more effectively with a set of tools whicH emable them to "hit the ground
running” upon completion of the course. This does pre-empt the inclusion of a

research element.

Indeed, the inclusion of a research element coutvige leverage for the MBA
Director to lobby the senior management team becaluee alignment of the MBA
programme to the research pathways which are a aripart of the current
management strategy. Pritchard and Willmot (1993:294) claim that there are
recurrent struggles between ‘power-blocs' (senior agwement) and 'the people’
(departmental managers and their teams), and Hegisaces shift depending upon
their positioning within diverse sets of social telas. In this system 'the people' are
distinguished by their deprivation of economic guditical resources. If the ‘power-
bloc' wants the 'people' to adhere to a new strategiative, it will place a low
priority in terms of resource allocation to a depent which it regards as
unimportant in terms of supporting the strategiemy. As the MBA course is not a
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research based course, the addition of a resefestert could provide the leverage
with which the Director can persuade senior managetoeptovide funding for the

establishment of a separate business unit for tB& rogramme. The concept of
flexibility would be further expanded by developirgforum for discussion and
informal student feedback and information througld tevelopment of a dedicated
MBA website with links to all university facilities dnservices. Pictures and video
clips of high powered lecturers in action includimyited guest lecturers of note
could be included on the website, creating an afiraxocitement and anticipation.
This cross-leveraging showing operation in actionaamarketing tool is a good
example of vertical integration of values and ideashin the value chain (Porter,
1985)

Giving students a greater choice in delivery methtodsuit their individual learning
styles will add a further element to increased béty. At the beginning of the
course delivery period, students could be givenearning preference sheet to
complete. It would be unrealistic to inform studgetitat all preferences will be met,
however the willingness to accommodate student wislmek adapt some of the
classroom delivery methods to suit student needddaadd more credence to claims
of flexibility made in marketing promises (Gremler McCollough, 2002). . The
information from the learning preference sheets dioul addition, provide valuable

feedback about student learning preferences.

Because of the importance of developing excellerstaner-focused relationships
with students and the need to maintain flexibilityboth content and delivery, it is
recommended that the student feedback process fedymore rigorously for the

MBA programme because of the short delivery peribmdaddition, the fact that some
students may decide to exit and re-enter much latéhe programme could cause
valuable feedback to be lost. AUT is quoted inapgy by Watson (2003) as a
university which provides feedback to studentshi@ torm of four pages of text on
non-glossy paper. However the feedback to studekes tplace annually and is a
general indication of levels of satisfaction forethvhole of AUT and not for

individual programmes. It is recommended that Mig@A programme develop its

own set of evaluation questionnaires and to enshe¢ the student feedback
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mechanism be a standard delivery requirement, aiadwby each lecturer at the end
of each delivery period.

Some universities, for example the Middle Easternvélsity at which the author
teaches business studies to adult ESL studentsesmade of two separate student
feedback forms completed by each student for eabjest in each semester. One is
for the subject being delivered and its contenvell®f difficulty, quality of texts and
revision notes, and level of English. The secandsed to specifically evaluate the
lecturer. Questions include an evaluation of #eturer's ability to develop effective
rapport with students, the level of caring and esiem the lecturer displayed, clarity
of instructions and assessment requirements, dtudadiness for assessment, being
informed well in advance, of assessment requiremenotdity of classroom feedback,
the excitement factor - whether different learningtimods were applied to make the
classroom environment exciting for the student améther the student had time to
practice and receive feedback about these praaisessments. The results of the
feedback from students is calculated on a percent&gis, per question, per class.
These results are transcribed in a report and usedformal performance review
which is conducted with the lecturer and their Mamagethe end of each semester.
Lecturers are required to provide more feedbackuttstudent responses (both
positive and negative) in the form of written comnseim the space provided on the
report form. These points are used by the Mantmgdevelop a general report which
is fed back to lecturers during an end of semesagsgting. This process enables new
ideas and also problem areas with classroom delisady assessment to be made
known to the rest of the teaching team as well asAttedemic Board as part of a
rigorous continuous improvement programme. Eactutecis required to ensure that
no less than 75% of the students are present whenfatms are completed.
Management believed that the university has ineedts student intake by over
100% over the past twelve months and is continuiagapid growth, due to the

rigour of teaching and close inter-action with tharketing division.

In order to improve the flexibility of the classradearning experience Race (1996)
summarises a number of teaching techniques foriusgpen learning which are
especially applicable when applied to ESL teachifitnese are equally useful when

used as general teaching tips, because they indsplects of teaching students how
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to learn, which is important to MBA international démts because of the rote
learning tradition so often encountered. Race ealss the use of more interactive
classroom material or self assessment instrumdotsekample quizzes and small
case studies). The faster the students receidbde& on these, the more likely they
are to remember what they learned, particularhhéfré is a feedback session to the
whiteboard so that all students in the class beriedin the exercise. It is not
sufficient to assume that students have understoedeedback, however, and care
should be taken to check carefully whether studeat® understood concepts which
they have been shown. The checking can be dong uanous strategies so that a
concept is presented in different forms. This wasisist students with difficulty in
understanding instruction, particularly at the begig stages of the course where for
example Asian students are not yet accustomed taevieslassroom delivery styles
and who are accustomed to teacher-focused instructithus the student gradually
learns to think across boundaries and in diffevets, without losing confidence.

Conducting student-led, in-class mini workshopsnsther way in which the class
can benefit from the knowledge and experience of emadvanced students.
Powerpoint presentations should be worded in cl@apls tones delivered as closely
as possible to the way in which you would talk to stid so that they understand
what is being said. Use of shorter rather than lomgeds gets the meaning across
quickly. Often the lecturers assume that studentsvkncal colloquialisms. However,
students, particularly those from rote-learning -digovn autocratic learning
environments, feel humiliated and ashamed for ndeustanding, which leads to fear
and anxiety. This is one of the major aspects prigvg students from gaining
feelings of confidence and self-efficacy, as palnteut by one of the lecturers.
Handouts should be simple and contain plenty offeddings to help learners see at
a glance what each page is saying. Another lectiges visual impact through the
use of diagrams to assist memory retention foresited One lecturer remarked that
people sometimes forget that students have tolatenthe English into their own
language, calculate the meaning and then re-cagléatiguage back into English to
speak to the lecturer. Giving students sufficieametto answer questions is therefore
a crucial aspect to ensure effective teaching. ddfkimportance is not to name a

student before addressing a question to themhely do not know the answer to a
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guestion they will be highly embarrassed and losarteense of self-efficacy.

Keeping a balance in class and not allowing domis&ndents to eclipse the more
reticent students is equally important. Anothetuesr used the methods of rotating
different groups and providing reticent studentshwiipportunities to lead small

exercises coupled with plenty of praise for studevit® become more confident in
class could assist in developing feelings of s#it&cy in students.

One of the biggest problems facing teachers of &8lt students is the question of
getting to know student names as soon as possiblee aim of every lecturer should
be to know student names, backgrounds and learnytgssby the time students
attend the second lesson. This can be achieved obypiting a class list of
photographs of the students (after seeking studemission during orientation for
cultural purposes, for example some Middle Eastrltures do not approve of
photographs of their daughters being available general use). Knowing the
student's name in a short period gives the stualesgnse of self-worth and enables
high trust levels to be quickly established. Tigsespecially important when

delivering the MBA programme because of time comnstisa(Race, 1996).

Feedback on assessments should be just as sooossible after students have
completed their assessments. When returning aseass it is important to take
notes of the student's problems and add extraigdV in-class guidance on the basis
of these problems. This can be done without draveitigntion to the particular
student by having half an hour at the end of aulecsession to discuss individual
progress with students. At AUT there are many semia&eslable to full-time
students on study methods and learning difficukié®wever as many of the MBA
students are part-time students under heavy timestconts, it may be more
productive to conduct in-class mini sessions orrnieg and memory retention
methods.

Relevance and links to industry.

It is recommended that an MBA specific Academic AdwsBoard be formed with
local and international representation. Membersthef MBA Board should be
suitably qualified, preferably with MBA qualificatisn and extensive industry

experience at executive level. Having internatiomgiresentation, preferably with
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representatives from businesses will ensure thexgitiening of relationships with
Asian businesses and provide an excellent forum ofmgoing monitoring and
research of actual student performance in indusknyaddition, it will overcome the
doubts expressed by students in terms of certagggrding the international nature

of the course and AUT's commitment to internatioadlis.

Total Quality Assurance

Measuring the quality of management education kasie an important factor when
choosing an MBA course (Mitchell, 2006; Grayson, 200&athanos, 1999; Rapert,
Smith, Velliquette, Garretson, 2004).

Gilbert et al (1993:76) cite Zeithaml et al (1990)omtetermined that there are ten
dimensions of service quality necessary for exnebein service delivery. These are:
“reliability, responsiveness, tangibles, courtesympetence, communication, access,
credibility, security and understanding the custofn&hese generic dimensions of
guality have been translated by Gilbert into dimensiof excellence for improving
the education process, the aim being to strive ifterdntiate student teaching
experiences from all others, as shown in Table &l6via Dimensions determining
the quality of Lecturers as shown below are now dseti$n the context of the MBA

course delivery.
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Dimension of Quality

Effective Teaching Elements

Reliability

Preparation of effective course contamid assessme
instruments. Applying rigor in developing new levefs
excellence.

Responsiveness Willingness to assist students aodidp prompt
service and feedback.

Tangibles Ensuring the availability of effective farmation
technology, equipment, personal appearance |and
communication.

Courtesy Being polite and considerate when dealirnly students
showing students respect. Being approachable| and
friendly at all times.

Competence Employing qualified instructors with deptof

knowledge and practical understanding, committed to

the process of ongoing learning.
classroom behaviour based on constructive st
criticism.

Willing to modify

dent

Communication

Passionate about the
animated,

learning prpce#eresting,
use of effective verbal and non-ve

rbal

communication such as body language, eye contact,

active listening skills. Leading without domiragi

Understanding where the student fits into the academi

material and how the topic connects to cultural &s
within the student's environment.

Access

Being readily and easily accessible to theesit both in
and out of the classroom.

Credibility

Developing high trust levels through kiimg early
rapport with students. Use of real world experienud
examples.

a

Security

Developing effective teaching and classrodehivery
building student feelings of self-efficacy, redugithe
sense of danger, risk or doubt which the student
have. Use of varied and flexible course delivery
assessment instruments.

may
and

Understanding the
customer

Making the effort to get to know the customer aneirt
individual needs. Showing empathy with stud
problems.

-

’ent

Table 26 - Dimension of Quality and Effective Teadhg Elements
Adapted from Gilbert, J.P., Keck, K.L. and Simpson,R.D. (1993)

Reliability Course content and assessment instruments wereogdedel

when the course was initially introduced. Since ttienprogramme has not been
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formally reviewed or updated. The original aim wasl¢velop a toolbox of learning
and assessment techniques to enable individuadstsitb apply within their own
organisations. For consistency, it should be eststhrat lecturers do not come in and
change the syllabus or content individually. Ceurgterial needs to be constantly
looked at with direct input from industry and comska upgraded through effective
and extensive administrative support to ensureimoed quality. It is now suggested
that a Quality Circle be established as a foruntéstinuous improvement. This
group would meet once per delivery period. Issdie®orse linkages and student
feedback can be discussed and improvements recotdethéor approval by the MBA
Academic Board. The forum would also provide theaspmity for lecturers to
discuss delivery issues in the appropriate foruchevent lecturers from discussing
these issues with students. If any lecturer dig=upsoblems with a student it
increases the likelihood that the student will descthe issue between themselves and
soon it will become generally known. Because the MBégramme is still in the
process of being established, any negative comnfiemtsstudents could impact on

the university's reputation.

Responsiveneskecturers should be willing to respond to students a
all times. Care should be taken that studentsgaren both formal and informal
feedback during delivery. This feedback would imntibe related through the
continuous improvement forum. In this way the infation will lead to positive

changes.

Tangibles. Lecturers should be fully au fait with all the tecad
requirements such as developing effective powerppmasentations and use of
networking facilities such as the intranet. Partetilecturers, in particular, do not
have dedicated office space and deliver in isalaiom tenured lecturers. Providing
all lecturers with the opportunity for professiorddvelopment and training in the
latest trends in information technology would enghia all lecturers are in line with
industry developments. All lecturers should haveeas to the intranet and being able

to email group messages to students.
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Courtesy. Developing a culture of care for students shouldolbe
paramount importance. Developing a generic setatdies in terms of caring for
students as outlined in Table 26 will assist in engpthat all lecturers will respond to
students in the same way. This set of values shmildintly developed and agreed

by lecturers through the continuous improvemenirfar

CompetenceOnly lecturers with suitable qualifications and relev
industry experience, committed to the process ajoorg learning and willing to
respond and modify their behaviour as a direct aesp to student feedback
experience should be employed on the programmainiiig in teaching methods and
problems associated with teaching ESL students dhbela firm requirement in

terms of performance criteria for lecturers.

CommunicationEffective communication is what distinguishes a good
lecturer from a mediocre lecturer. Highly motivatedturers who are passionate
about the learning process will be more likely tévie effective lessons. Develop a
dedicated lecturing team committed to continuougprowement who apply good
communication skills in the classroom and stresgjogd communication skills as
part of the performance criteria in managing penfnce will ensure that

communication is effective.

AccessThere is a danger that tenured lecturers who areryméssure
to do their own research as well as deliver othejesth will have limited time in
which to respond to students. Employing dedicdtsdurers who are highly
motivated and interested in developing a world-cM8\ programme and making it
a performance criteria that they be readily acbésdio the student will assist in

ensuring high accessibility for students.

Credibility. Building rapport with students through making useeafi-
world experiences to relate to students will imprelve credibility of lecturers. In
developing more flexible learning methodologies amplying the suggestions for
improving flexible learning, the lecturers, andréfere the MBA course will continue

to grow in credibility and reputation
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Security.Students need to feel safe in the classroom andtdheir
courses. Lecturers need to be student focusedelnetred in a cultuarally sensitive
manner. Through the continuous improvement forlaoturers should present and
receive ideas for reducing stress and fear leveiudents, particularly international

students.

One controversial suggestion made by Gremler and M#Gogh (2002) is the
issuing of student satisfaction guarantees. A stualyconducted on 262 students at a
public university in the northwest United States vehstudents were issued with a
service guarantee. The results indicated thatiragnto the fears of some critics,
lecturers did not "go easy" on students in ordeeteive a favourable report, and the

presence of a customer service guarantee did doteethe rigour of assessment.

The feedback form included a self evaluation ofgstelent who evaluated themselves
as being a good customer. Whether or not a guegaitthis nature will be beneficial
to enhancing the perception of excellence of theAMiBBogramme could be debated -
the particular university had one student who inebltee guarantee and it was found
that the particular student had received an "A" griadthe course, and the student had
therefore not invoked the guarantee as a resytibof grading. Their study has not
been replicated elsewhere and it is suggested tpdbtastudy be conducted with a
small group of students to determine whether ortinigstwould be beneficial for the

programme.

Understanding the Customédn addition to making use of classroom
delivery techniques to reduce the effect of cultulifferences, lecturers should be
given cross-cultural training as part of their oimgoprofessional development and as
a non-negotiable criteria for their own performano@anagement. Pro-actively
seeking suggestions from students in terms of peafelearning and assessment
methods and willingly modifying classroom behavitmaccommodate these changes

will improve communication and therefore understagaf the customer.
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Employment Opportunities

Recruitment firms value applicants with an MBA qgtiedition because it increases
their ability to successfully place applicants. tih¢ same time business schools are
often criticised for their lack of focus on the jobterms of imparting practical skills
to their students. Studies show that MBA graduatéls practical skills are more
employable (Grayson, 2005; Thandi and Sharma, 200yeover, integrating
experience into the business curricula enablesttigent to make decisions which are
real rather than resolving a case study. (McCaatityMcCarthy (2006). Literature
on resume development suggests that resumes sholude educational
qualifications, work experience, educational quedifions as well as the abilities,
qualities and skills relevant to the job which tlaeg seeking. Findings by McNeilly
& Barr (1997) suggest that recruiters look leagbtaably on resumes that elaborate
on educational activities and most favourably sumees that elaborate on work
experience which in turn affects student employghiRecent changes in business
trends have led to more classes in which activenilegrapproaches such as field
projects and experiences and skills developmenteses are utilised (Barr and
McNeilly, 2002). Grayson, (2005) states that busirsehools are being criticised for
failing to impart useful skills. It is thereforesemtial to examine whether the process
of learning for MBA students at AUT includes practiagblication of theory learned.
Through developing closer relationships with indypstnd recruiters which more
closely determine the criteria required to enswstjgraduate practical performance,
MBA providers can embark on an awareness campaigduoate students and
recruiters in terms of classroom experiences piogidvidence of knowledge and

skills which recruiters and industry seek.

Through providing direct recruitment links to intlys for example an on-campus
based employment advisor who would assist and metudents in the development
of effective CVs would add credence to the marketatgm that employment
opportunities are being provided to students. Baa McNeilly (2002) conducted
studies on the value which recruiters place on adass learning when placing
graduate students and found that 40% of recrugensidered that critical skills, for

example leadership and teamwork, are unavailakleeiclassroom.
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Thus it is suggested that the university liaise wiithustry through their students and
include practical research-based projects whichestisdcan develop as part of the
course. Such a strategic move would counter strategic clarapgopted by the
University of Auckland Business School which has rédgeremodelled its MBA
offering to give it more of an international flavodLarger practical and international
content has been developed through consulting gmj¢Statement by the MBA
Program Director of the University of Auckland Busiséichool quoted in Grayson
2006.)

Providing such opportunities for students would,asidition, provide a forum of
opportunity for students to network with industry negentatives. Employment
opportunities could be advertised directly on thBAVspecific website previously

suggested.

Obtaining feedback and publishing details of comgsrlikely to employ MBA
graduates because of previous AUT MBA successes wooldde further marketing

and advertising opportunities.

Student Orientation

It is suggested that the orientation programme tirkctly with the MBA specific
brochure and dedicated website, focusing on the mmgmirtant aspects of the course
from content through to delivery and assessmeuns thaking expectations very clear
right from the outset. In addition, student sesgiovhich are available to MBA
students should be made explicit in the brochuhd. present, there are so many
brochures and so many independent sources of iat@mabout services available to
students that it takes time to go through all amth This would particularly assist
part-time students who are under particular presautte limited time in which to
complete the course. Through developing an intedrarientation programme
student perception of the quality of orientation Woimprove. It is also suggested
that in order to facilitate planning of an improvedentation, that students be given
an orientation related questionnaire to completenims of individual requirements of

orientation. This can then be discussed at théiragyus improvement forum and
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students can be given direct feedback within a spertod, through the dedicated
website.

The literature has shown that long orientation prognes do not add to the overall
sense of value which students attach to coursas.therefore suggested that a short,
one-day orientation programme be maintained andagb@mmendations in the above
paragraph be included.
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CHAPTER 6 - REFLECTION

Because of time constraints and the fact that setndents had issued a formal
complaint by students against another researcher attempted to have them
complete lengthy questionnaires during class tineas decided to present students
with quantitative questionnaires to be completedaowoluntary basis outside the
classroom, instead of the lengthy qualitative qoastires which were originally

proposed.

The positive effect which this action produced ressuilin a 62.6.% student

participation rate. Whilst the spaces provideddualitative statements by students
produced some insight into deeper student peraepticonducting depth interviews

with, for example 12% of the total respondents wonlthe author's view have added
an extra dimension to this study.

Writing this thesis was a challenge as the authoksvoverseas. This resulted in the
research being conducted in short leave perioddein Zealand and made writing up
of material challenging as keeping verbal contadhvall the people involved is
difficult to achieve effectively.

The interviews were conducted over a short one weekdeavhich, as fate would
have it, coincided with AUT's move into the new premisAs a result, the author felt
it prudent not to attempt to allow the interviewsbtoo lengthy with MBA tenured
staff because the interviewees concerned were alkingado move into the new
offices. As a result, those interviews conductedhat university could have been
compromised in terms of detail. In one particudase the interviewee's previous
office space had already been allocated to somets@eso a make-shift space was
created which, although private, was conducted behisdreen. The interview was
kept to the minimum time to avoid placing the intewee under stress.
Notwithstanding these difficulties, sufficient quatit’e data were gathered in order to
facilitate a fair discussion of the topic. Ideal@lowances for more time would have
been made to enable interviews to be conductednatra leisurely pace to ensure that

interviewees were as relaxed as possible.
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CHAPTER 7 - CONCLUSION

In order for the MBA programme to move closer towattining world class status,
several changes have been suggested, the mostamipof which is to redevelop the
MBA programme as a separate business unit with its iod@pendent budget. The
MBA Director would be responsible for running the pargme in its entirety. This

would require the development of a revised busip&ss and marketing strategy.

The creation of an MBA specific Academic Advisory Bibancluding prominent
businessmen who are suitably qualified and haveentidirect exposure to industry
will strengthen industry bonds and provide a valadbtum for feedback.

Improving human resources by the formation of aickdd MBA lecturing team
serving jointly on the continuous improvement forameeting regularly will ensure
the continuous review and upgrading of the coursger and assessment as well as
provide opportunities to strengthen the MBA lectgriaam.

The view of one lecturer was that AUT was in a situatdath the MBA programme
where they would have to stop it for anyone to héeetime to change it "like trying

to wash and wax a moving car."

The challenge, therefore, is to implement changesnprove course delivery and
assessment whilst it is in the process of beingeedd. This would be a difficult but
achievable task if planned effectively with staffnomitment and senior AUT
budgetary and moral support. Through improvinguéikee chain linkages which bind
marketing and operation both within and outsidedtganisation, thus developing a
whole systems approach, will result in improved cogioservice to students and the

assurance of career success.
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APPENDIX A

Interview Format, Lecturing Staff



BALANCING THE DESIRABLE WITH THE FEASIBLE: A STUDYOF HOW
MARKETING AND OPERATIONS NEED TO WORK TOGETHER TONSURE
THAT BRANDING PROMISES CAN BE DELIVERED IN PRACTICE

INTERVIEW FORMAT
MBA LECTURING STAFF

1) Introduction.
Brief introduction of myself and
the research study

2) Information on relationships
with industry

Describe the way in which you
use feedback mechanisms to
ensure that changing industry
demands are fed into your own
course delivery for the MBA
programme.

3) Per celved Quality of the MBA
Programme

What is your perception of the
guality of the content and delivery
standards of the MBA programme

4)  Financial Success

Describe the extent to which the
MBA course has been a success in
terms of student learning
outcomes

5) Resource Allocation

Where is the emphasis in terms of
resource allocation (e.g. number
of lecturing staff, technology,
administrative staff) in the

delivery of the MBA programme.

To what extent do available
resources assist (or not) your own
course delivery.

Interview Format
Lecturing Staff




6)

Student Relationships

Describe the extent to which you
are capable of effectively
managing the student
performance within available
resource parameters

7)

Launch Strategy

What is your perception of the
operational effectiveness of the
MBA programme

8)

Student enrolments

Describe the pattern of MBA
student enrolments for the period

time in which the MBA programme

has been operational

1}

9)

What aspects of the MBA course
could be improved upon in terms
of:

Course Delivery

Administration

Managerial support

Available resources

10)

Describe the extent to which you
are motivated to achieve total
quality course delivery

Any other comments

Interview Format
Lecturing Staff




APPENDIX B

Interview Format, Management Staff



BALANCING THE DESIRABLE WITH THE FEASIBLE: A STUDY OF HOW MRKETING AND
OPERATIONS NEED TO WORK TOGETHER TO ENSURE THAT BRANDING PR{3ES CAN
BE DELIVERED IN PRACTICE

INTERVIEW FORMAT
MBA MANAGEMENT STAFF

1) Introduction.
Brief introduction of myself and the
research study

2) Information on responseto
external competition

How does the university draw on the
knowledge of students and other external
agencies to ensure that the knowledge|is
embedded into the system in order to
remain competitive?

D

In what ways does the MBA programm
seek to differentiate itself in the market
from other providers of MBA
programmes

3) Information on relationships  with
industry

What feedback mechanisms are in place
to ensure that changing industry
demands are fed into the MBA
programme.

5) Per ceived Quality of the MBA
Programme

What is management's perception of the
quality of the content and delivery
standards of the MBA programme

6) Financial Success
Describe the extent to which the MBA
course has been a financial success.

How have the parameters of success
been measured in financial terms.

Interview Format 1
Management Staff




7) Resour ce Allocation

Where is the emphasis in terms of
resource allocation (e.g. number of
lecturing staff, technology,
administrative staff) in the delivery of
the MBA programme.

8) Management Per ception of Brand
effectiveness.

How effective is the AUT "Brand" of
MBA in terms of meeting Customer
demands.

9) Launch Strategy

Explain the strategic management
process which was developed for the launchi
and implementing the MBA  programme.

To what extent has the operational
effectiveness met the vision and mission
the MBA programme.

ng

for

10) Student enrolments

Describe the pattern of MBA student
enrolments for the period of time in which
the MBA programme has been operation

11) What aspects of the MBA course could
be improved upon in terms of.

Marketing
Student performance evaluation
Course Delivery

Administration

Interview Format
Management Staff




12) To what extent have MBA students
currently enrolled been provided with
opportunities for ~ employment

13) Employment

AUT claims that 92% of its students gajin

employment upon graduation. How is
this figure derived?

How is this figure measured after
students leave?

What provisions are in place for
employment of current MBA students?

14) Industry trendsfor International
Students

Describe how the Business Advisory
Committee ensures that the curriculum
industry relevant:

Locally

Internationally (Including Asia)

S

15) Values and ethics

In what ways does AUT ensure that its
espoused values and ethics are suppo
by the marketing and management
process

rted

16) Resource utilisation vs student
lear ning outcomes

How does AUT measure the cost
effectiveness of the course delivery?

Any other comments

Interview Format
Management Staff




APPENDIX C

Student Response Sheet



Additional Information Sheet

Title of Project: Balancing the desirable with the feasible: A study of how marketing and operations need to work
together to ensure that branding promises can be delivered in practice.

Project Supervisor: Dr. Nevan Wright
Researcher(s): C. Robertson

Attached are a few statements made in various marketing documents which provide information to prospective MBA Students. This
list has been compiled to assist you to recall what your expectations were when you enrolled on the course. You may have, in
addition, formed your own personal list of perceptions and expectations of what you were offered either from personal discussions,
exploring the website, or additional information you obtained either inside or outside of AUT. Please rate each statement by
circling the appropriate box. There is space both below the boxes and at the end of the questionnaire in which you can comment
further.



2005 Course Information Booklet:-

1) "You will find our MBA provides flexibility to fit around your work and personal life"

Strongly Strongly
Agree Agree Not Sure Disagree Disagree
Comments

2) "You can fast-track your career, or open doors to an entirely new career"

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

3) "Industry relevant”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

Student Response Sheet




4) "Part-time or full-time study - your choice"

Strongly Strongly
Agree Not Sure Disagree

Agree Disagree

Comments

5) "Flexibility to begin and finish when you choose"

Strongly Strongly
Agree Not Sure Disagree

Agree Disagree

Comments

6) "Lecturers with relevant experience”

Strongly Strongly

Agree Not Sure Disagree

Agree Disagree

Comments

Student Response Sheet



7) "Classes are small and interactive"

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

8) "Overseas recognition”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

Faculty of Business Profile:-

9) "Relevant Curriculum”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

Student Response Sheet




10) "A Broad understanding of business"

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

11) "Online learning"

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

12) "Networking through the breakfast club"

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

Student Response Sheet




13) "AUT Business has 92% graduate employment - the highest of any university in New Zealand" (Do AUT staff actively help you
to find employment?)"

Strongly Strongly

Agree Not Sure Disagree

Agree Disagree

Comments

14) "AUT Business is sought out by industry seeking strategic partnerships"

Strongly
Agree Not Sure Disagree Disagree
Comments
15) "AUT Business attracts top teaching staff"
Strongly Strongly
Agree Agree Not Sure Disagree Disagree
Comments

Student Response Sheet 5




International Student Prospectus

16) "Close links with industry and the professions mean a high graduate employment rate"

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

17) "Committed to internationalisation”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

18) "All students new to AUT must participate in Orientation. Orientation is scheduled two weeks before class starts. It includes
sessions covering computer log-ins, time management, assignment preparation, course outlines, campus tours, city tours,
understanding the use of email, an introduction to services and facilities available, and the meeting of staff and student mentors as
well as the opportunity of socialising with fellow

students”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree
Comments

Student Response Sheet




19) "Assistance with student visas, permits, homesickness and culture shock. Social events are organised throughout the year to
make your time at AUT rewarding and enjoyable”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree

Comments

20) "International Student Centre located on campus with a team of friendly people to help you with applications and enrolment”

Strongly Strongly

Agree Agree Not Sure Disagree Disagree

Comments

FURTHER/ADDITIONAL COMMENTS

Student Response Sheet 7
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. MASTER OF BUSINESS
" ADMINISTRATION

The Master of Business Administration (MBA) is a
postgraduste programime which provides a tool box of
models and techniques for all the core functions of
ranagermenl. The academic year comorises six, eight
week ferms with classes dunng the day or evenmg. AUT's
MEBA course has the usual part and fuli-time options but
the scheuling is up to you. You can start (and
recommeance) studying when you need to and plan your
study time aceording to your work commitments. In 2007
the start d=tes are January 8, March § May 7 July 2,
August 27 and Oclober 23

The MBA is designed for practising managers and for
professionals aspiring to fulure managernal careers. The
progremme focuses on a penaral grounding in all
functional business and management areas in order 1o
develop knowledge, confidence and skills for emerging
and middle level managers. Graduates will be able fo

leadarship

Students will bring perspectives from a broad range of

disciplines, including engineesring, health, business and
education Classroom learning is supplemented by guest
lecturers (industry lzaders and visiting overssas
academics), on-line leaming, collaborative team work and

action l=arning in the work E&gm&:

To recelve an enrolment pack phong 0800 AUT UN| or
emall courseinfo@aut ac.nz or if you would like to discuss
your carser path or eligibility for the MBA programme
contact Jan Andersan, phone 02 821 99939 axt 5234 or
emall jan anderson@aul ac nz. Jan can also advise you of
upcoming MBA Taster sessions,

AUT alse offers a Master of Business for those wanting to
develop specialist skills in an area of business.

For mere information regarding the Master of Business
Administration, see Frequently Ask=d Queshions.

AU

UNIVYERS i

Mk Webheher MBS shdeni

Crowmicge e 007 ER
Erachuse |F.4 3



AUT-Why Choose AUTY — — Pugelafl

1
WHY CHOOSE AUT ZA[IDW

Fay reasons why you should choose fo study 2t AUT: IR IVERRITY

= AUT hes o vibrant coum pus with stiodents o all walks of
lifm, Abodt 24 D00 !hludl:l-'ll-'r shudy at ALT, sghi by 1010
tegching stalf

& ou'll sl Slode rds Fom all over e waacdd Slodsnls roem
rmarg than B countrkes shady an LT

& You'll receive a gualily Universiy educaten [hed will prepsna
yuu for-a suocesshiil cireer in your dhiken fisld.

= Fou'll recaive Bn ntermatonally-recognissd guaification from ..-, ek
A suceaseliul anrd respecied unensily

s Ve hava ciose links with ind ﬂmmm which
MEEE E 1Each you Ihnﬂ:um%t: realy needen

s AUT has 8 high gradiale emplaymens me.

= W have gmall, person sl classes whers you gal o IMsmct
wilih your beachera. Your hecturer will know you by neme.

= ‘i@ arg eommitiad bo miermatbionaliam ard vailie Gur
infamatonal students

] muﬂﬂfmmataﬂhmﬁ—rmm pre-gegree i PRD

v Ve have sxcelient facibes 1o supaor you in your siudies
Fram medical cam o world-class [bramas

= ALUT iz daveloping 8 srong rasaanch culture. That means
siudents hava tha appariunity to work and keam alongaida
e of New Fesland’™s mosl innovalive and oealive
resmarchens

= 'We affer 8 huge vanety of subjects acnoss the facuties of
Applied Humanites, Healh and Envimnmental Science,
Desgn and Creahve Technologies, Business and Te Am
Poutarna (Maari shudies|

& Vi are a govemment-approved university which means youo

s “fou'll be based i the besuliful malticulluret ety of Auckland
= b gateay o dian, green Mew Zeatand

hrpdwwew matac nesinternutional inemations]_swodems/why choose s/ 100172007



AUT - What is AUT Online Page 1 of ]

WHAT IS AUTONLINEY &wﬁ
AUTOndre is aur platfirm for offering wab-based wamirg. This
worid-cl@6s Isamng managament Sysiom snaties aur koturmes o UM EWNEEAT Y

Igach giher a whole progmmme o par of 3 programms. onling
Thi eystern has B vaniety of faatunes and provides
COMMUncation between s&f and Bledents a5 well 35 access 1o
web-fesourtes such af those providen by tho major publishes
Prarson, vie tha BlackBoard intarface

AUTOsiRs i pan of o lexdole leaming asproach emphsgising
prowsling eousIhon That SUes SuGEnts neads, Vee Delave thal
Baing Fewibia in the way We [5ach masns Wwe can provibde for
diflenng lesming styles which is of benelit o individual atudents
and e entine lEarming commsily

Oir Andrew Higgins
Directar
Flexibie Learnicg

Iettpctfwvw nul ae. nefaaioniine 2940177



AUT - lndermutional Student Suppoc Page ! of |

AT IEIENT AUY

INTERNATIONAL STUDENT SUPPORT

Tha mnternational Shedent Support Serace leam provides Suppan Tor
all ALUT Imemasanal shedents We are abla to prosede you with
apaciniaed knowledge and adWice an immigretion matiess, insurance
A0 Communety netaorking. We can limise on your bakaf with Boully,
seisd you with opening 3 bank account, advisa you on {he Code of
Practice a8 pavams your bme of study kare in Mew' Zealand ard
ek rmens.

Al of our advisory services are free ond confidential,

Fealing ‘stressed out’ ¥ Fesling lonsly? Feslng homesicky Can’t find

youf wey anund campus? Want i make fende? Want bo feel

connegiad b wour Uinssersity? Maed Eaison ang support? Mod copang

with your eicademic study? Hava a wsa quens? Nead advics an fres

Blivities? Whial's e sezml aoand bga™ Halp, s an amergancy. whist

o4 | 307 Financial proglems? Whena can | gal Hesal lood? Meed &

bank aosoun? Can | wotk part time while shidying?

For sl your mlernahonal shudent suppast needs contact us Al We

pre-hers o assist you. %
Lad

Celerdar of Events 2007
Ay

Fehrary
arah
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APPENDIX E

Excel Analysis Spreadsheets



RESPONDENT Q01 Q02 Q03 Q04 QO05 Q06 Q07 Q08 Q09 Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17 Q18 Q19 Q20 AVE SA A DND SD

Graduate 1 5 5 5 5 5 5 5 5 5 5 4 4 5 4 4 4 5 5 5 5 4.75 15 5 0 0 O

Graduate 2 4 5 4 4 4 5 4 3 2 4 2 4 4 4 4 5 4 5 3 3 3.85 4 11 3 2 0

Graduate 3 5 5 5 5 4 5 5 5 5 4 5 4 3 3 5 5 3 5 4 5 45 13 4 3 0 O

Graduate 4 5 4 4 5 5 5 4 4 3 5 3 3 2 3 4 3 3 5 4 5 3.95 7 6 6 1 O

Graduate 5 4 4 4 4 4 3 2 4 4 4 2 5 3 4 3 3 4 5 4 4 3.7 212 4 2 0

Graduate 6 5 4 4 4 5 4 4 4 4 4 5 3 4 4 4 4 5 5 4 4 42 514 1 0 O

Graduate 7 4 3 3 4 5 4 4 4 4 4 5 3 4 4 3 3 2 5 5 5 3.9 5 9 5 1 0

Graduate 8 5 5 5 5 5 2 4 4 4 5 5 3 4 4 2 3 4 4 4 4 4.05 7 9 2 2 0

Graduate 9 4 3 4 5 5 3 3 3 4 5 5 4 5 3 5 5 5 5 5 5 43 1 4 5 0 O

Graduate 10 5 3 3 5 2 4 5 5 4 4 3 4 3 3 4 4 3 4 4 4 38 4 9 6 1 0

Graduate 11 5 4 4 5 5 3 4 4 4 4 4 2 3 3 3 4 4 4 5 5 3.95 510 4 1 O

Graduate 12 5 3 4 4 4 3 4 1 2 4 4 4 3 3 2 4 3 4 3 4 3.4 110 6 2 1
SA A DND sD

79 ## 45 12 1

Mean 467 4.00 4.08 458 442 383 400 383 375 433 392 358 358 350 358 392 375 467 4.17 4.42 %

SA 8 4 3 7 7 4 3 3 2 4 5 1 2 0 2 3 3 8 4 6 79 32.92

A 4 4 7 5 4 3 7 6 7 8 3 6 4 6 5 5 4 4 6 5 103 42.92

NS 0 4 2 0 0 4 1 2 1 0 2 4 5 6 3 4 4 0 2 1 45 18.75

D 0 0 0 0 1 1 1 0 2 0 2 1 1 0 2 0 1 0 0 0 12 5.00

SD 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 1 0.42

Sdev 0.492 0.853 0.669 0.515 0.9 1.03 0.853 1.115 0.965 0.492 1.165 0.793 0.9 0.522 0.996 0.793 0.965 0.492 0.718 0.669 240

Variance 0.242 0.727 0.447 0.265 0.811 1.061 0.727 1.242 0.932 0.242 1.356 0.629 0.811 0.273 0.992 0.629 0.932 0.242 0.515 0.447

Percentages Q01 Q02 Q03 Q04 Q05 Q06 Q07 Q08 Q09 Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17 Q18 Q19 Q20

SA 66.67 33.33 25.00 58.33 58.33 33.33 25.00 25.00 16.67 33.33 41.67 8.33 16.67 0.00 16.67 25.00 25.00 66.67 33.33 50.00
A 33.33 33.33 58.33 41.67 33.33 25.00 58.33 50.00 58.33 66.67 25.00 50.00 33.33 50.00 41.67 41.67 33.33 33.33 50.00 41.67
DN 0.00 33.33 16.67 0.00 0.00 33.33 8.33 16.67 8.33 0.00 16.67 33.33 41.67 50.00 25.00 33.33 33.33 0.00 16.67 8.33
D 0.00 0.00 0.00 0.00 833 833 833 0.00 16.67 0.00 16.67 8.33 8.33 0.00 16.67 0.00 833 0.00 0.00 0.00
SD 0.00 0.00 0.00 0.00 0.00 0.00 0.00 833 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

ONo. of Graduate Responses by Category
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RESPONDENT Q01 Q02 Q03 Q04 Q05 Q06 Q07 Q08 Q09 Q10 Q11 Q12 QI3 Q14 Q15 Q16 Q17 Q18 Q19 Q20 AVE SA A

Undergrad 1

Undergrad 2

Undergrad 3

Undergrad 4

Undergrad 7

Undergrad 8

Undergrad 9

Undergrad 10
Undergrad 11
Undergrad 12
Undergrad 13
Undergrad 14
Undergrad 15
Undergrad 16
Undergrad 18
Undergrad 19
Undergrad 21
Undergrad 22
Undergrad 23
Undergrad 24
Undergrad 25
Undergrad 26
Undergrad 27
Undergrad 28
Undergrad 31
Undergrad 32
Undergrad 33
Undergrad 34
Undergrad 35
Undergrad 36
Undergrad 37
Undergrad 38
Undergrad 40
Undergrad 41
Undergrad 42
Undergrad 43
Undergrad 45
Undergrad 46
Undergrad 47
Undergrad 48
Undergrad 49
Undergrad 50
Undergrad 51
Undergrad 52
Undergrad 53
Undergrad 54
Undergrad 55
Undergrad 57
Undergrad 59
Undergrad 60

PORADWOPAPOBRBRPONDPOAMOORAPOOORMORORAPMORAPMORPMTORPMORMDOMAORDMOSDD
RUBDPARWWWAUUWRITWIORDRWWWRWWIARADMAARNMDDWWUOUURMTRWWANMDDIDDW®
BPBAEADPOWWAPWOWRARPWWDRPWWRARPUIRADPDWAWWPAWRADRDMREARPMWWUOUWWAORADMDWOAORMDDRANDW
AUOURAPMPUOBRAMRAMPUORUUOUUORNOUUORMOORMBRMRARNDNUORMRNMOUURMORDOACOUOONCO®
BONNARMDDADNOUDUUUOUURADNODOUORDWAWRWDUBRMRMUUDBAADDDOTOUONO®
WA WRAEEDIAEADRIDRDDUOPLPWORAREAEADORAPPRPADRMDPIEIRADPMUUORAMUOUNIDMOWAMOOWAAORMSEDIDND
GOUBRPORAPRDARNADNDDUONUORDUONPDUDNUORADDRARNADNUNAMAARNDWORADPDUUODPMWAROODL™G
PWWWWANWWOWWRRRANARWRUINUWWIWWWOADRINNWAEDRWWOWRRWOWODNDN®NWWWW®W
ARWFRWANDARNAADRADDARNARDNUDRRPMPNUODRDPRPAWADRDPRAWWRWWANMAUOUORDNANADRNDNGOANMGODD WAL
BUOPRAWAPWAREREBRABEDIDRARPROOBRMDPMUUONUOARARABRADIARARADAELRDPROAWRARUUOWARADMIAMMNUOOMUTOWSRADSD
WRWWADPWWADWWPNDNWDPAARADADRAARWNWANWWRWORWNDARWONDNAORABRNDAND®
WA WWWODRWWOEAWWWEADRLWWBANWDWONWANWANWWWAWWDWNDWWWAE®WDLWWW
NWWOWWRWDDRWODRRUTWONRAWWRWWOADINWWONNWRNONW®A®WWWN W
WRWWWWONWWWONWAWREARANEDONWONWWAEDNWOWWWWWWWWWWWEDWWWW
PWWONWARWWONWWARANWAANPAROWARNWRAWAWWWWARDRMRWOWNWRWAORNDDRWNAN
POPOWWWWWWDONRARNWIRWANDOPARAINWARNOWRWWOWWANWDNWWADRWWANUTWWN W
BPBWOWBABRAEANDBDROWAOVAWABRDMRUNDBOARARNWAROVWAWNWAWONWRAROWWWAR®SASEBAND
PR OBDMDPONDMANOODMNOPAMODDPDORORARARPMRPRWOARMDWANREPDIMOADMDDEDLAEDDWOAODMAONSDSDSW
PAWPRWWANDOWWWUIWNUTRADRDIWDRWWNAWWWRARARNWDWWWANMDAWW®W®WWWI®WAWWWN
PAOWDROWWAWARAWDWWRWIUURRNTWWUIWANDWWWOAEDNDWWWWWAWWWWWWOWAD™DWWN®

GradsMean  4.67 4 408 458 442 383 4 3.83 3.75 433 3.92 358 358 35 358 3.92 3.75 4.67 4.17 4.42
Undergrads me: 4.32 3.86 3.72 4.5 428 394 418 322 382 4 33 322 294 312 328 34 35 374 35 346
SA 9 9 5 26 21 10 13 3 6 8 1 1 1 1 2 4 3 9 5 5
A 20 25 27 23 24 31 34 12 33 35 21 14 5 9 19 15 25 29 16 14
NS 1 16 17 1 3 6 2 29 8 6 21 30 35 35 21 28 16 5 28 30
D i 0 1 0 2 2 1 5 2 1 6 5 8 5 7 3 6 4 1 1
SD o o o o o 1 0 1 1 ©0 1 ©0 1 0 1 0 0O 3 0 O
Stdev 0.62 070 0.67 0.54 0.76 0.82 0.60 0.79 0.77 0.61 0.79 0.65 0.65 0.59 0.83 0.73 0.79 1.05 0.71 0.71
Variance 0.39 0.49 045 0.30 057 0.67 0.35 062 0.60 037 0.62 042 042 0.35 0.70 0.53 0.62 1.09 050 0.50
Percentages Q01 Q02 Q03 Q04 Q05 Q06 Q07 Q08 Q09 Q10 Q11 Q12 QI3 Q14 Q15 Q16 Q17 Q18 Q19 Q20
SA 38 18 10 52 42 20 26 6 12 16 2 2 2 2 4 8 6 18 10 10
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RESPONDENT Q01
Percentages

SA

A

DN

D

SD

Combined

43.55
53.23
161
1.61
0.00

Q02

20.97
46.77
32.26
0.00
0.00

Q03

12.90
54.84
30.65
1.61
0.00

Q04

53.23
45.16
1.61
0.00
0.00

Q05

45.16
45.16
4.84
4.84
0.00

Q06

22.58
54.84
16.13
4.84
1.61

Qo7

25.81
66.13
4.84
3.23
0.00

Q08

9.68
29.03
50.00

8.06

3.23

Q09

12.90
64.52
14.52
6.45
1.61

Q10

19.35
69.35
9.68
1.61
0.00

Q11

9.68
38.71
37.10
12.90

1.61

Q12

3.23
32.26
54.84

9.68

0.00

Q13

4.84
14.52
64.52
14.52

1.61

Q14

1.61
24.19
66.13

8.06

0.00

Q15

6.45
38.71
38.71
14.52

1.61

Q16

11.29
32.26
51.61
4.84
0.00

Q17

9.68
46.77
32.26
11.29

0.00

Q18

27.42
53.23
8.06
6.45
4.84

Q19

14.52
35.48
48.39
161
0.00

Q20

17.74
30.65
50.00
1.61
0.00



Responsg
Graduates (12) Undergraduates (50) |Difference
Response Numbe % Number % %
Strongly Agree 8 66.67 18 38.00  -28.67
Agree 4 33.33 2¢ 58.00 24.6[7
Not Sure 0 0.00 1 2.0( 2.00
Disagree 0 0.00 1 2.0( 2.0p
Strongly Disagree 0 0.00 0 0.0( 0.0p
Table 5 - Summary of Responses to Question 1
Response
Graduates (12) Undergraduates (50) |Difference
Response Numbe % Number % %
Strongly Agree 4 33338 9 18.00  -15.33
Agree 4 3338 2% 50.00 16.67
Not Sure 4 33.33 16 32.00 -1.38
Disagree 0 0.00 0 0.0( 0.00
Strongly Disagree 0 0.00 0 0.0( 0.0p
Table 18 - Summary of Responses to Question 2
Responsg
Graduates (12) Undergraduates (50) |Difference
Response Numbe % Number % %
Strongly Agree 3 2500 5 10.00  -15.00
Agree 7 58.38 27 54.00 -4.38
Not Sure 2 16.67 17 34.00 17.38
Disagree 0 0.00 1 2.0( 2.00
Strongly Disagree 0 0.00 0 0.0( 0.00
Table 10 - Summary of Responses to Question 3
Responsg
Graduates (12) Undergraduates (50) |Difference
Response Numbe % Number % %
Strongly Agree 7 58.38 26 52.00 -6.33
Agree 5 4167 23 46.00 4.38
Not Sure 0 000 1 2.0( 2.00
Disagree 0 000 O 0.0( 0.00
Strongly Disagree 0 0.00 0 0.0( 0.00

Questions_Responses

Table 6 - Summary of Responses to Question 4
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Response
Graduates (12) Undergraduates (50) Difference
Response Numbe % Number % %
Strongly Agree 7 58.33 21 42.00 -16.33
Agree 4 33.33 24 48.00 14.67
Not Surt 0 0.00 3 6.00 6.0D
Disagree 1 8.33 2 4.00 -4.33
Strongly Disagree 0 0.00 0 0.00 0.0p
Table 7 - Summary of Responses to Question 5
Response
Graduates (12) Undergraduates (50) Difference
Response Numbe % Number % %
Strongly Agree 4 33.33 10 20.00 -13.33
Agree 3 25.00 31 62.00 37.4o
Not Sure 4 33.33 6 12.00 -21.33
Disagree 1 8.33 2 4.00 -4.3B
Strongly Disagree 0 0.00 2.00 2.0D
Table 16 - Summary of Responses to Question 6
Response
Graduates (12) Undergraduates (50) Difference
Response Numbe % Number % %
Strongly Agree 3 25.00 13 26.00 1.00
Agree 7 58.33 34 68.00 9.67
Not Sure 1 8.33 2 4.00 -4.38
Disagree 1 8.33 1 2.00 -6.3B
Strongly Disagree 0 0.00 0.00 0.0D
Table 8 - Summary of Responses to Question 7
Response
Graduates (12) Undergraduates (50) Difference
Response Numbe % Number % %
Strongly Agree 3 25.00 3 6.00 -19.00
Agree 6 50.00 12 24.00 -26.00
Not Sure 2 16.67 29 58.00 41.33
Disagree 0 0.00 5 10.00 10.00
Strongly Disagree 1 8.33 1 2.00 -6.3B

Table 21 - Summary of Responses to Question 8

Questions_Responses
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Response
Graduates (12) Undergraduates (50) Difference| 9
Response Numbe % Number % %
Strongly Agree 2 16.67 6 12.00 -4.6|7
Agree 7 58.33 33 66.00 7.67
Not Sure 1 8.33 8 16.00 7.6/7
Disagree 2 16.67 4.00 -12.67
Strongly Disagree 0 0.00 2.00 2.00
Table 20 - Summary of Responses to Question 9
Response
Graduates (12) Undergraduates (50) Difference| 10
Response Numbe % Number % %
Strongly Agree 4 33.38 8 16.00 -17.33
Agree 8 66.67 35 70.00 3.33
Not Sur 0 0.00 6 12.00 12.00
Disagree 0 0.00 2.00 2.0D
Strongly Disagree 0 0.00 0.00 0.0D
Table 12 - Summary of Responses to Question 10
Response
Graduates (12) Undergraduates (50) Difference| 11
Response Numbe % Number % %
Strongly Agree 5 41.67 1 2.00 -39.67
Agree 3 25.00 21 42.00 17.00
Not Surt 2 16.67 21 42.00 25.33
Disagree 2 16.67 6 12.00 -4.6/7
Strongly Disagree 0 0.00 2.00 2.0D
Table 9 - Summary of Responses to Question 11
Response
Graduates (12) Undergraduates (50) Difference| 12
Response Numbe % Number % %
Strongly Agree 1 8.33 1 2.00 -6.38
Agree 6 50.00 14 28.00 -22.00
Not Sur 4 33.338 30 60.00 26.67
Disagree 1 8.33 5 10.00 1.6/7
Strongly Disagree 0 0.00 0 0.00 0.0D

Table 13 - Summary of Responses to Question 12

Questions_Responses
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Response
Graduates (12) Undergraduates (50) Difference| 13
Response Numbe % Number % %
Strongly Agree 2 16.67 1 2.00 -14.67
Agree 4 33.33 5 10.00 -23.33
Not Sure 5 4167 35 70.00 28.33
Disagree 1 8.33 8 16.00 7.67
Strongly Disagree 0 0.00 2.00 2.0
Table 19 - Summary of Responses to Question 13
Response
Graduates (12) Undergraduates (50) Difference| 14
Response Numbe % Number % %
Strongly Agree 0 0.00 1 2.00 2.0D
Agree 6 50.00 9 18.00 -32.00
Not Sure 6 50.00 35 70.00 20.4o
Disagree 0 0.00 5 10.00 10.00
Strongly Disagree 0 0.00 0.00 0.0D
Table 14 - Summary of Responses to Question 14
Response
Graduates (12) Undergraduates (50) Difference| 15
Response Numbe % Number % %
Strongly Agree 2 16.67 2 4.00 -12.67
Agree 5 41.67 19 38.00 -3.67
Not Surt 3 25.00 21 42.00 17.40
Disagree 2 16.67 7 14.00 -2.6[7
Strongly Disagree 0 0.00 2.00 2.0D
Table 17 - Summary of Responses to Question 15
Response
Graduates (12) Undergraduates (50) Difference| 16
Response Numbe % Number % %
Strongly Agree 3 25.00 4 8.00 -17.00
Agree 5 41.67 15 30.00 -11.67
Not Sure 4 33.33 28 56.00 22.67
Disagree 0 0.00 3 6.00 6.00
Strongly Disagree 0 0.00 0 0.00 0.0D

Table 20 - Summary of Responses to Question 16

Questions_Responses
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Response
Graduates (12) Undergraduates (50) Difference| 17
Response Numbe % Number % %
Strongly Agree 3 25.00 3 6.00 -19.00
Agree 4 33.33 25 50.00 16.67
Not Sure 4 33.33 16 32.00 -1.33
Disagree 1 8.33 6 12.00 3.67
Strongly Disagree 0 0.00 0.00 0.0p
Table 15 - Summary of Responses to Question 17
Response
Graduates (12) Undergraduates (50) Difference| 18
Response Numbe % Number % %
Strongly Agree 8 66.67 9 18.00 -48.67
Agree 4 33.38 29 58.00 24.7
Not Surt 0 0.00 5 10.00 10.00
Disagree 0 0.00 8.00 8.0D
Strongly Disagree 0 0.00 3 6.00 6.0D
Table 22 - Summary of Responses to Question 18
Response
Graduates (12) Undergraduates (50) Difference| 19
Response Numbe % Number % %
Strongly Agree 4 33.38 5 10.00 -23.33
Agree 6 50.00 16 32.00 -18.00
Not Sur 2 16.67 28 56.00 39.33
Disagree 0 0.00 1 2.00 2.0D
Strongly Disagree 0 0.00 0.00 0.0p
Table 23 - Summary of Responses to Question 19
Response
Graduates (12) Undergraduates (50) Difference| 20
Response Numbe % Number % %
Strongly Agree 6 50.00 5 10.00 -40.00
Agree 5 41.67 14 28.00 -13.67
Not Sur 1 8.33 30 60.00 51.67
Disagree 0 0.00 1 2.00 2.0D
Strongly Disagree 0 0.00 0 0.00 0.0D

Table 24 - Summary of Responses to Question 20

Questions_Responses
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Skewness of distributions (% of total)
Undergrads Grads

Q04 Q05 Q06 Q07 Qo8 Q09 QI
4083 4583 4417 3833 4.000 3833 3.750 ¢
3.720 4500 4.280 3.940 4.180 3.220 3.820 4
0.110 0.625 0.634 0.743 0.501 0.094 0.818 (

Ql4 Q15 Q16 Q17 Q18 Q19 QX
3.583 3.500 3.583 3.917 3.750 4.667 4.167 ¢
2.940 3.120 3.280 3.400 3.500 3.740 3.500 :
0.035 0.041 0.345 0.056 0.418 0.000 0.010 ¢

Evidence of significance
0.051Some
0.606None
0.110None*
0.625None
0.634None
0.743None
0.501None
0.094Some
0.818None
0.058Some
0.104None*
0.162None
0.035Strong
0.041Strong
0.345None
0.056Some
0.418None
0.000Convincing
0.010Strong**

Strongly Agree 15.20 32.92halved
Agree 44.00 42.92Same
Not sure 33.80 18.75Doubled
Disagree 6.10 5.00Same
Strongly Disagree 0.90 0.42Doubled
n=12 m=50

ttest (excel) Av grads Av Undergrads
Question Qo1 Q02 Q03
Av. 12 Grads 4.667  4.000
Av. 50 Undergrads 4320 3.860
TTEST 0.051 0.606
Question Q11 Q12 Q13
Av. 12 Grads 3.917 3.583
Av. 50 Undergrads 3.300 3.220
TTEST 0.104 0.162

Mean 12 Mean 50
Question Grads Ugrads TTEST
Q01 4.667  4.320
Q02 4.000 3.860
Q03 4.083 3.720
Q04 4583  4.500
Q05 4417  4.280
Q06 3.833  3.940
Qo7 4,000 4.180
Q08 3.833  3.220
Q09 3.750 3.820
Q10 4.333  4.000
Q11 3.917  3.300
Q12 3.583  3.220
Q13 3.583  2.940
Q14 3.500 3.120
Q15 3.583  3.280
Q16 3.917  3.400
Q17 3.750  3.500
Q18 4.667  3.740
Q19 4.167  3.500
Q20 4417  3.460

Grads

0.000Convincing



