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ABSTRACT- ~~

An Analy,is of tILeStrategic Management I.,"e, in Private Uni-cr,ilies of Bangladesh

Bangladesh is a densely populated country with population of ahout 130 million, The
demand for higher cdUCa!lOnis large and is Increasing day by day. But the number of
seals at the public universities is very limlled. Therefore, huge number of students
remains away from admission in the higher ed\lc~tion instillilions and human capital is
not converting into human resources. To overcome this dire Situation of higher education
enrollment, the Government of Bangladesh passed a Bill of Private Universities in
Bangladesh. Under this Private University Act in 1992, 53 private universities an;
operating in the country. Recently. quality of education in private university has become
the burning iSSlleof higher education.

To meet the qllality in education. the writer has emphasized on several strategic
management issues which university should pursue to remain cornpetlti'-e and to sustain
in the eompetltive market. These are: (1) Quality Education Strategy (ii) Teaching &
Learning Stralegy (iii) Quality Function Deployment (iv) Human Resource Development
Strategy (v) Marketing Strategy (vi) Quality of Research & Education Strategy and (vii)
ISO 9000 in Highcr Education.

Quality Education Strategy focuscs Oil cllt'ricuhnTI, libral)' faCilities, equity, foreign
academic collaboration, credlt hour system, awards, industrial attachment etc. Teaching
and Learning Strategy focus 0 n class-room 1eetmes, s imlllation exercise, homework &
quiz, visual aid, model test, study tour, tcacher'~ evaluation etc. Quality FunctIOn
Deplo}TI1entfocuses on customer (student) expectations, often referred to as the voice of
the customer. It is a planning tool used to fulfill student expcctations. Human Resource
Strategy focuses on recmitment, trainmg and development, appraisal, and promotion of
emplQyees. Marketing Strategy focuses on relationship marketing amI theories of
marketing in higher edueation_ Quality of Research & Education Strategy focuses on
nation system for quality education and internal system for education quality
management. lSO 9000 Strategy basically deseribcs how its various elements can be
fitted and eontrihnted towards quality education in private umversitics' settings.

(ii)
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CHAPTER-I

INTRODUCTION

1.1 Background of the Study:

The demand of higher education is large and is increasing day by day in our coun(ry. Butnllillber

of seat. at the public umversities is very limited compare to number of applicants. ThcrctoTe,

huge number of qualified students is not getting opportunity for higher education in public

universitics, Thus, getting permission from the Government 52 private universities have fonned

to meet the great demand for higher education, to avoid session jams, and protect students for

overseas education, Their purpose is quality education with affordable cosl. But unfortunately,

very few private universities are m aintaimng this. To become a competitive and a qualitative

inslltution in all respects strategic directions are necessary. The purpose of strategic management

relates to continuous quality improvement and develops infrastructure, which encourage all

employees to focus on quality and in a common direction. The intention about this project is,
what would be the best strategic directions .for private universities, which can contribute

substantially to improve the quality of education. Few strategic issues have been discussed in this

study, which will significantly contribute towards continuous quality education wilh proper

directions.

1.2 Scope of the Study;

The scope of the report is limited to the understanding of the strategic management issues only in

private universities of Bangladesh and analysis has been done based on few leading private

univcrniticsof Bangladesh, two public universities of Bangladesh, and one foreign university. In

this study, the vital source ofinfonnation is secondary information. Also, few primary data have

been collected from survey to identify the customer satisfaction level and expectations. The

demand for higher education is large and scope is limited. To overcome this dire situation, 52

private universities have been established with the proper authorization of UGC (University

Grant Conunission) in Bangladesh within 12 years of span, Now, strategic direction is



imperative to develop skill, discipline, and sustaining continuous progress of private university at

national level.

1.3 Methodology:

• Few private universities were identified as a basis for comparison the strategies they pursue.

• Some top universities of Bangladesh & some pnvate universities of the USA were idcntified

as benchmark for comparison against a less renowned university in Bangladesh.

• A few top public universities were identified for comparison against all private universities
in Bangladesh.

• Critical strateglc issues in education such as ISO in education and training, research, and
marketing strategies were studied.

1.4 Limitations:

Institutions (private) were very conservative in providing information about tbcir institutions,

which hindered the information gathering process. There is also lack of adequate secondary

information. Both primary and sceondary data have been collected and used in this study.

2



CHAPTER 2

IDGHER EDUCATION AND PRIVATE UNIVERSITY

2.1 PROPER EDUCATION KEY TO DEVELOPMENT:

Since ancient times education has becn recognized as an important factor for the amelioration of

human conditions in a societal setting. Greek thinkers likc Socrates, Plato, and Aristotle were all

aware ofthe role of education in society. Plato, in fact, had a very comprehensive,

Schcme of education for his contemplated ideal statc. Hc clcarly understood that the philosopher

king should have sufficient cducation to conduct the affairs of the state, In other civilizations also

education was aecordcd an important place in t1ieirscheme of things, espccially in their objective

of attaining a good socicty. Although ed"catlon has been recognized as something important, it I~

in reeent times that there have been theorizations about the casual link between education and

development. Economists like Theodore Schultz, Gary Becker, and Amartya Sen have written

extensively on the contribution of human eapital to economic growth. They thcorise that

education through providing skills can make people more productive and this givc thcm chances

to earn higher wages in the labor market. Human capital has been define as "thc stock of usef"l,

valuable and relevant knowledge built up in the progress of education and training". Investment

in human capital, through schooling, increased the productivity of labour. Seveml World Bank

studies show strong support in favor of this school. The World Bank has concluded from thelT

analyses of the experiences over 192 countries that human and social capital compriscs two-

thirds of the wealth of nations. Social capital has bccn concluded to mean sound institutions and

good governance. Theorists cite the case of Japan as a glaring example in support of the human

capital thesis. It is said in the case of Japan that human and social capital contributed 85 percent

to the total national wealth while physieal capital (machinery, b"ilding, and physical

infrastructure) 14 pereent and natural capital only I percent. It can be inferred from this

phenomenon that the dearth of the natural capital may be easily compensated through the

development of the human capital but the reverse may not be true. Empirical evidence also

shows further thaI t herc is no industrial s ociety today with a n a dult literacy r ate Iess than 8 0

percent. No illiterate society has ever become an industrial tiger of any stripc or color. From the

foregoing discussion it is cvidcnt that education is crucial for economic development in the

modem world. In fact, higher education can transfonn hwnan beings into human capital, which

3



ultimately becomes one of the vital ingredients of nation building itself. We sec that only those

societies that have acquired the basic tools of essential knowledge and skill can successfully

compete in today's global markets. This h as been borne 0 ut by the experiences 0 [Japan and

other East Asian industrializing countries such as South Korea, Hong Kong, Singapore, Malaysia

and China. These countries have abundant human labor. But this factor a lonc could not raise

them to their present height of market leadership. They could scale to this pinnacle ofpwsperity

andmassive labor productivity only when they combined knowledge and skill with abundance of

low-wage labor through education. Thus in terms ofhlUllan development objectives, education is

an in itself and not just a means to end (News Today, News Report, October8,OJ)

2,2 Problems of Higher Education & Roll of Private Universities:

Bangladesh is a densely populated country with population of about J 30 million. The demand for

highereducalion is large and is increasing dayby day. But the number of seats at the public

sector universities is limited. For example, about 70,000 candidates applied for 4,343 seats in the

fC(;cntadmission test of the University of Dhaka at the Bachelor's leveL To overcome this dire

situation, the then Government of Bangladesh passed a Bill of Private Univcrsities in

Bangladesh. Now the number of Private Univcrsity is nearly 51. There were sevcral other

reasons behind allowing the private universities,in the country:

The first obvious reason is to meet the great demand for higher demand for higher education.

Secondly, to avoid session jams and political disturbances which are common in the public

univernities.TIlirdly, the exodus of a good number of students to overseas universities incurs a

largc amount of foreign exchanges for the country. The govenmlent is also trying to expand

education at the lower levels, namely, primary, secondary, and higher secondary levels,

especially for the female students. These are praiseworthy effoIts on the part of the government.

However, the government should give proper attention to one important aspect of education.

This has to deal with morality and ethics in the educational curricula. Education devoid of

morality cannot take a nation very far. It would be useful if the relevant anthorities try to

incorporate moral values in the education system (Asian University Offers Quality Education,

Prof. Abulhasan M. Sadeq, News Today, Oct08,OJ)

4



Edlleational Minister stressed the need for quality education at private universitie' to cater to the

need of increasing number of business and (mandaI organizations.

Tn today's world, the skill and discipline of the students of private universities are more

important than anything else III sustaining continuous progress and development at national

level, he told the gathering. Without student politics enable students 10 pursue their studies

unhindered and students got their degrees with in the stipulated period, which should be followed

by state"run universities.

Tn this regard, he mentioned that credit hour system, grade point average and cumulative grade

point average of private universities were internationally recognized which should be introdliCed

in public universities. Rcfening to transfer of knowledge, the Education Minister (Dr. Osman

Faruqe) informed that those who went abroad to get higher degree have returned to Bangladesh

to teach at private universities with high salaries protecting the brain drain. The nnmber of

private universities stands at 49. (The News Today, Thursday, Aug 11, 2003).

2.2.1 Recent Scenario of Private University in Bangladesh:

• 14- private university starts their courses without gelling the permission from UGc.
• Entrance-students' quality is very poor,
• No OVffi campus
• NoVC&ProVC
• No Registrar
• Insufficient teachers
• Classes arc taught by the College Teaches
• Students are getting admission without expo:;ing their minimum qualification in different

majors
• Operations ofthe university arc towards profit oriented
• Governing body ofthc universities is formed by the family members
• The Private University Act provides that every private university should have five acres of

land for its own campus and a university should shift to its pennanent camplls from a
temporary one within five years, Some private universities have procured land in the
capital's suburbs to set up permanent campus, but the process seems to have ended there.

• The UGC laid down thai every faculty should have at least four permanent faculty members,
including one professor. But most private universities do not follow this criterion,

• Over 40,000 students now study at the private universities, which have less than 1000
teachers, many of them part-timers.

• In some universities, there are heads of department but no permanent faculty members.
Teachers arc hired from different public universities to conduct courses.

5



• The commitlee members ofUGC found that many of the Wliversities afe locatcu in
residential arcas or hosed in multi-storied commercial buildings, which also housc garment
factories and various firms.

• Some universilies have only two faculties- business and computer science.

(Shabu.1Hau.qe. Scenario of Private University, The Daily llie/aq, March 12. 2004. Page 1&2)

2.3 University of South Asia and Its Education:

2.3.1 Foundation;

The University 0 fS outh ASIa (UniSA) i s being established as a private u nivennly umler tho

Private University Act of 1992, with a view to improving the human resources and achieving

undisputed leadership in the field of education. Its curriculum has been approved by the

University Grant Commission of the Government of the Peoples' Republic or Bangladesh and

also been appreciated by some of the world class University abroad.

UniSA will lead the way its Career focus curriculum and a long-standing commitment to quality

teaching and learning and innovative research. Jl is a career oriented and dynamic university

committed to leadmg the way in higher education and rescareh. UniSA is dedicated to high

quahty leaching and excellence in education. The student-centered, flexible amI innovative

approach takes full advantage of nC\',' directions in teaching and learning and in using ncw

teclmologies to provide education of the highest quality. Our emphasis is on ermching the

learning experiences and outcomes ofan increasingly diverse student population.

The University has just started its functioning at a campus of around 3 Bighas of Land with two

mullistoried building in Banani Residential Area, The campus offers idyllic environment for an

academic institution. Plenty of open spaces are available around the campus for the students to

move about for rest and recreation. At the University, we are dedicated to integrating technology

into every fact of your education that includes creating an ideal setting for learning. We have

well equipped teaching air conditioned e lass room w ilb modem teaching tools faCilities, high

speed digital networks computer lab, the Group Decision Support Lab, multimedia lab and

Micro-computing Lab surrounding an open area where students work individually or in teams.

6



The Auditorium 15 a tcchnology 5howcase, offcring electronic prcscntation ,md Iccordillg

equ1pment, multiple screens, and so on.

2.3.2 Mission:

Expand the scope of local human resources by improving them as world standard through

teaching and cxplore the employment market to meet the expanding demand for skilled

professionals.

2.3.3 Vision:

To improve lhe human resources by educating them state-ofthe-arl standard throngh teaching

according to the industry-requirement and to achieve undisputed leadership in the education

field.
2.3.4 Objectives:

••.To provide a specialized and high quality comprehensive cducation.

II>-To provide world-standard education in Bangladesh.

II>-To establish joint degree programs & credit transfer programs.

II>-To create a congenial academic cnvironment for the youth.

II>-To improve the quality, talent and skills of individuals.

2.3.5 System of Education:

The University has designed lhe curricula and introducing modem tcaching method accordingly

to meet the growing technological challenges confronting the nation and the world as a whole.

The curricula and syJIabi of the courses are relevant to the current needs and respective to the

emerging challenges. The educatIon system of the University reflect the intcrcst of students from

all parts of lhe world for enhancmg their leadership quality and prepare them to serve in a mnlti-

cultural, multi-institutional, global and technolo¥ieally developed society.

2.3.6 Organization:

The University will be controlled and governed by lhe Bangladesh Private University Act 1992

and Amendment Act 1998. The Chairman will be the administrative chief of the University and

the academic chief will be the VIce-chancellor who will be assisted by a fully independent

University Board of Governors (SyndIcate), a Pro vice-chancellor, a Treasure, an Academic

7



Council, Registrar and other officials and staffs of the University as per rules and regulations of

the Private University Act.

2.3.7 Scope of the University;

The University will be independent private university having the power and auth()nty of

providing education and training and to confer degrees, diplomas and certificates in all branches

of knowledge including Bnsiness Administration, Computer and Infonllation Technology and

any other discipline that may require as per nepd and time. The levels of concerned education

will have undergraduate (Bachelor), graduate .(Master) and Ph.D. programs and also having

under-graduate and post-graduate diplomas and certIficates. However, these programs will be

offered in phases. The University will offer 2 semesters in a year and a total of 8 semesters in 4-

year Bachelor's degree and 2 semesters in a year and a total of 5 semesters in 2-3 years Master's

degree in some sc1eetcd disciplines. Other dIsciplines will be covered gradually with the

approval of University Grant COllUnission.It will be worthwhile mentioned that the University

may offer a short scmester (summer semester) formake up.

2.3.8 On Campus Studies:

Campus based instructional mode will follow the usual practicc of class-room lectures and

interactions, practical exercises, assignments and class-room tests in line with a full credit hour

systcm. In this cOimection, a reasonable emphasis will he given en particular in the elass,

participation in practical works at field level, completing assignments and appearing in the class

teats.

In addition to the traditional full time program, the university will offer master and doctoral

degree programs through distance learning, Distance learning programs will be designed for

external students living away from the university to engage themselves in study or research

under the direct supervision of a university faculty or under the supervision of local mentors,

who have been approved and appointed by the university and who work lUldcr its aegis. The

textbooks and syllabi for each course are delivered to the student for home-based study.

Completed course work will be submitted by mail or e-mail to The University faculty for

evaluation and gradmg.

There will no residency requirements for distance learning programs but candidates must sit for

the examination with the on campus students. They may also require attending a viva voce to

defend their thesis.
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2.3.9 Facull)' and Resource Persons;

The University will have services of well-qualified, lrained, and resourceful persons for Its

education purposes from local and foreign countries as per mles and regulations, For campus-

based education, both full-lime and part-lime faculty may be appointed.

The experience of distance learning education in the prescnt world suggests, however its faculty

may be ill a location far from the venue of the institution that provides distance educatioll; !,!ncc

regular classroom instruction is nol required in this mode of education. This IS an ado:litional

advantage since it provides the flexibility to choose well-qualified and experienced faculty from

different places locally and internationally. The University will have availability of this

advantage for its distance learning education. The University will also recruit qualified

academicians from overseas in the near future after having received the approval for the

university.

2.3.10 Library;

The University has a rich library with the facilities of printing as well as e1cctronie media.

Presently our library has more than 3000 books on different snbjects. Students have the access to

bOlTOWthem and the university will provide all the textbooks to the students.

2.3.11 Class Rooms Facilities:

There are purpose-built classrooms with modem teaching faCilities. Some 0 ft hc facilities are

mentioned below:

••. Air conditioned class rooms with modem acoustic arrangement

••. Electronic presentation facilities

••. Comparatively small class sIze

••. Comfortable sitting arrangement

2.3.12 Computer Lab:

The University has two computer labs in the university. AU the computers are equipped w1th

latest hardware and software. Computers in the lab arc cOilllected to each other through Local

Area Network. Internet facilities are also available for the students.

9



2.3.13 Foreign Academic Collaborations:

With increasing globalization of education at the university levels, there is a strong compulsion

to promote interaction, especially with institutions of higher education in the western cuuntries.

Such interaction provides access to ever changing scenarios of modem education sy,tcm and the

mo,t up to date innovative development m teaching-learning methodology_ Rccognizing this

imperative, University of South Asia has already initiated a number of collaborative programs

with univcrsities in the USA, UK, Australia and Canada.

2.3.14 Education Policy and Standards:

The University cmphasizes on the qllality of educational activities. Standards are set in

accordance with the demandmg environment. It encourages stlldents to pursue continuol.ls

improvement in education and assists them to attain their expected goals. The Univcrsity also

recommends necessary amendmeDlsin educational programs to comply with time and need.

Maintaining the fact that diversity plays a major role in education, all member schools share a

common goal-to prepare you in accordance with the professional and social complexities of the

world. The most effective way by which this purposc is accomplished is the increased interaction

among the students. Accordingly, the university bears a clear sight of its mission-development of

its faculty, preparing the curricula and instructions. In this process, each program requires to

achieve the minimum level of perfonnanee consistency with its overall mission while meeting

thc international standards.
So, the courses focus not only on the present context but also on thc future vision. Preparing the

curricula, developing the faculty and improving the intellectual achvities has becn conducted

with proper direction and guidance. The University would also bc concerned about the stlldents'

future careers, critical reasoning ability, problem solving skills and so on.

2.3.15 Steps Regarding Academic Activities:

Evaluation:

On reccipt of a student's complete application' for admission, the committee or cvaluation and

Admission calculates and assigns the number of credits to the applicant. The maximum number

of credits, which may be awardcd for prior academic achievements, arc mcntioned in the

brochure.

Study Plan:

10



In step two, the university appoints a Faculty Coordinator to each student who then prepares a

Study Plan for his/her degree program. The study plan includes the followmg:

• Goals of Study Plan.

• Methods of meeting these goals.

• Timc required to completc the degree program.

• Appointment of Academic Supervisor(s).

Completion of Study Plan:

In step three, the student undertakes and completes the assigned courses or a program of study

and research within the Study Plan framework. The supervised study and research usually

culminates in a d isscrtation 0 fthesis, whIch is su bmitted to the llnivcrsity for evaluation and

examination.

Evaluation and Examination:

In step four, the University evaluates and exammes the course work-study program/the

dissertation or thcsis completed by the student. The University reservcs the right to appoint more

than one examiner for each student. Decisions of the examiner(s) are binding on the University

and the Studen!.

Results and Award of Degrees:

After the report(s) by the examiner(s), the University declares the results and awards degrces to

successful students.

2.3.16 Monitoring and Controlling Forecasts: An organization needs to dctermine why the

actual demand differed significantly from that projected. University of South Asia monitor

forecasts to ensure that they are performing well is to employ a tracking signal. A tracking

signal is a measurement of how well the forecast is predicting actual values. As forecasts arc

updated every semester, the newly available demand data are compared to the forecast values.

Management wants to determme whether more funds are needed for promotional activities or

no!. What marketing strategy should implement for future to increase students?

The tracking signal is computed as the running sum of the forecast errOrS (RSFE) divided by the

mean absolutc deviation:

11



Tracking Signal = RSFEI MAD

= I (actual demand in period i-forecast demand in period i)! MAD

Where, MAD = L I forecast errors I % n

Positive tracking signal indicate that demand is greater than the forecast. Negati~e signals mean

that demand is less that forecast. A good tracking signal, that is, one with a low RSFE, has ahout

as much positive error as it has negative error, In other words, small deviations arc okay, but the

positive and negative deviations should balance so that the tracking signal centers elosely around

zero.

Once tracking signals are calculated, they arc compared to predetermined control limits. When a

tracking signal exceeds an upper or lower limit, a signal is tripped. This means that there is a

problem with lhe forecasting method and management may want to rcevallmle the way it

forecasts demand. See the figure # 1.

How do finns decide what the upper and lower tracking hmits should be? There is no single

answer, but they try to find reasonable values - in other words, limits not so low as to be

triggered with every small forecast error and not so high as to allow bad forecasts to be regularly

overlooked. George Plossl and Oliver Wight, two inventory control experts,

suggested using maximums of"= 4 MADs for high-volume stock items and"= 8 MADs for lower-

volume items ( George Plossl a "d Oliver Wight. Production and Inventory Control, Prentice

Hall. Englewood Cliffs, NJ, 1967). Other forecasts suggest slightly lower ranges. One MAD is

equivalent to approximately 0.8 standard deviation, so that"= 2 MADs = 1.G standard deviations,

"=3 MADs = 2.4 standard deviations, and "=4 MADs = 3.2 standard deviations. This suggests

that for a forecast to be "in control". Here, 89% of the errors are expected to fall wIthin "'2

MADs, 98% within "=3MADs, and 99.9% within "=4MADs. To prove these percentages, just set

up a nonnal curve for io 1.6 standard deviation (Z values). Using the norma! table in Appendix,

find that the area under that curve is 0.89. This represents "=2MADs. SimIlarly, ,,3 MADs = 2.4

standard deviations encompasses 98% of the area, and so on for "=4MADs ( Bany R. & Ralph,
M. Stair, Quantitative Analysis for Management, Sixth Edition, ppI97-198, 1997)

12
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The following example shows how the tracking signal and RSFE can be computed from

University of South Asia's three-semester data. The objective is to compute the tracking signal

and determine whether forecasts are performing adequately.

Seme,ter Forcca,t Actual Error RSFE Absolutc Cumulati,c MAl) Tra<killg

Oemalld Dcu,"ud Foreca,t Error Sigllal

Error

Fall, 03 60 42 - 18 -18 18 18 18 -1

Spring,04 30 26 - 04 -22 0' 22 11 -2

Summer,04 30 27 - 03 -25 03 25 8.33 -3

MAD = 1:Absolute forecast error / n = 25/3 = 8.33

Tracking Signal = RSFEIMAD = - 25/8.33 = -3.00

Here, Summer semester's forecast is better because it has low RSFE than others and tnlCking

signal is within the upper and lower control limits.

-------- ~.,----- -------- .,,---------------,._._---

Tracking Signal ~raph

• ,J!l'O"'J"J'm" -'-- ----,,,
0'L:t=.~~~~ .

-3 nrM!OOm:.mm:rolDlltll •
4

Fall,03 Spnng,G4

Semester

Summor,04

,_.---------- ---- .-------- ---- ------------ ------
I<'igu", #1

Class Attendance: University of South Asia highly encoumged students for class attendance.

They think class attcndance has good correlation ",ith final score, ;rhus, they decided to maIntain

at least 80% elass attendance in each. course, But they did not justified by using any data analysis

for implementation of class attendancc. To fmd out the real justification about elass attendancc,
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24 random data have been selected rrom threc different courses of BBA & MBA. Total

population was 85 and sample size, n = 24.

To analysis tIm, correlation techniques have been used helow.

STUDENT ATIE:N{~~CK FINAL X V XV
I'WMHKR RATE X scoRiIY)
M0903008 79% "" 624t 7744 6952
MO,){)3009 100% " 10000 6241 7900
M09D30t4 64% n 4096 6084 4992
M0903013 93% " 8649 5776 7068
M0903019 93% n eM' 5929 7161
M0903lllO 100% n '0000 we, '"00
M0903007 71% " 'M' 624J '"00
M0903003 '" '" 'M' MOO 5680
M0903011 71% " '0" 624J 5609
M09030n 79% " OW 6241 6241
Mll903015 79% " 6241 5625 5925
Bll309001 78% " 6084 6241 6t62
B0309002 100% "" 10000 7744 8800
B0309003 IllO% "' 1llOllO 7056 8400
110309004 93% e; 8649 6889 7719
n03119006 93% e, 8649 7569 81191
80309007 89% eo 7921 4761 6141
B021)4llIOJ 92% .e 8464 4624 6256
B021)4ll103 69% " 47(,1 3721 4209
B02040105 '" "' 5929 372t 4697
B021)4ll109 85% " 7225 5625 ~375
B02040107 100% 0; '0000 4225 (,500
B02040108 100% " '0000 2916 5400
B020401 t3 77% :IT 5929

:ITt
6853

" 2053 Y; 183\ , -17885J Y, - t4t,619 ,Y, 156,5411

X -bar = 2053/24 = 85.54, Y-bar = 1831/24 = 76.29

SUMMARY OUTPUT

Regression Sialislics
MultipleR 0.0347496
RSquar8 0.0012075
Adjusted R Square -0_044192
StandardError 9.3581007
Observations 24
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, ANOVA

" SS MS F Signl!lf:llnce F

R_"'" , 2.329279671 2.32926 0.026598 0.871937662
Resklual 22 1925.629054 97.51405
Tatal " 1928.956333

IntMCllllt
X Vm13tl1e I

eoelf"ICIom3 Stllnc1l1tt1 Errot'
18.581399 14.20563225
-2.68376 16,4558569

t SIll' P-V111uo lowlJr 95" Upp?r 9S"lower 95.~Uppor9
5,53213 1..47E-0549.12668959 108.0481 49.12009 108,0'
-0,16309 0.671938 _36.81115<165 :n.44364 ,;)6.611155 31.44.

X Variable 1 Line Fit Plot

'00
80•••0 60u

0

• "~ "•>
0
~ 2O"Ilo '0'Jl, ~ IIO'llo ,_ 12O'1lo

XVarti'lblo 1" Attendance Percontago

-._----~--." ..--~-,-- .-'
~lgure 112

From the above calculation and gruph we found that there is no correlation between class-

llttc:ndllIK:Cpercentage and final scon;: because R - .034. Ailensl R" 0.70 indiCfl\CS n;:llliionship

between two variables. This kind oflechniquc would be useful to other universities but the result

would not be swne because every university is unique in nature.

J

(II) If e1nu .ltcndlloce h 80./ •• ",hal would be the fiolll !core?

Y-n+bX- 78.58+(.2.6SX.80)- 76

Here, y ••VlI.lueof the dependent vnrinble, n" Y-lIXisintercept

b ~ slope of the regression line, X" independent vllriable

(b) If c1llu IItteodnoee is 70-/&,wblll would be the flnlliseorr? •

IS
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Y=a+bX= 78.58+ (-2.68X.70)=77

(c) If class attendance is 60%, what would be the final score?

Y=a+bX= 78.58+(-2.68X.60)= 77

2.4. SWOT Analysis:

A SWOT analysis refers to the process of examining a firm's internal & external environments

for important strengths, weaknesses, opportunities, and threats.

Understanding the story involves evaluating the strengths, weaknesses, opportlmities, and

threats. It provides answers to several questions about what future reSUlirce strengths and

capabilil1es the company will need to respond to emerging industry and COillpelltive conditions

and to produce successful bottom-line results. Here, we analyzed three private universities (0

find out the common weaknesses and to suggest appropriate action to be taken into

consideration. These are listed below:

• Mostly non-terminal degree-holders facullles teach graduate programs.

• Failure to retain cOillpetent faculty members.

• No significant research facilities,

• Failure to offer required courses.

• Small library.

• Canlpus is in the commercial locatIon,

• Grading system is not uniform.

• No significant out door sports facilities.

• No customer satis1aetion survey

• 80% full-time faculty is not available in most universities

The SWOT lnformation are given in the followIng tables. Some of those have been collected

from published reports (Rahman SajedLlf, A Marketing Plan for Royal Roads University, May

15,2001, p 47, Grdduate Bulletin 1998-1999, MBA program, IBA, Graduate Bulletin, 1996

1997, Jacksonville State University, Alabama, June 1996, America's Bcst Colleges, US News &

World Report, 1996, p 48 & 13), whcre as some others arc obtained from field.
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North South Universitv (NSU) - Private Universitv
Stren lli, Weakness 0 ortunit Threat

'" Higher profit margm '" Centralized control
,Facul!!es are mostly , IfiBA & DU mcrease

'" Perceived lngh quallty '" HIgher break-<,ven volume foreign-degree holders theIr seats triple for

of MBA requ"ed to s"pport Its (NorrhAmerican) MBA & DBA progmllls.,Language of instructions,Image and repulallon huge infrastructure.
'" Brand loyally ofMDA ,Lack of qualily facully i, fully English 3 !fIBA opem uppurtunity,Teacher -student for wealthy so,dents 10m thc Job markel mcmb=,Strong infrastructure ,Failur. 10 retain competent eummunicalion norm, to admit in lhe BBA &

& exc.neut l.arumg faculty members, is in English MBA program

fadlities ,Low market share.,Strong financial ,High cost of its !liIDA. ",. Going lo selling 0"0 3 IfBUET UPCllSMBA III

position ,Failure to ofIer reqnired
campns i, in prime OperatlOllS Management.

,Convenient location
location of Dhaka lmlustnai Engillccnng

courses, city wilhin short periud Management, Financ,.l,Purpose built campns ,Campus is in commercial of time. Management, and,Selection for localion, Markellng Management
adrnisslOn lS ,Graduate prOb""ms taught Forbodl meriluriou, &
trIO<lemtely by mostiy non-terminal Wealthy slUdents,
competitive. degree-holders faculties,,No research facilitie, are

avallable.

,
Source: (Rahman SaJeJur, A Markelmg Plan/or Royal Roads Umvers,ty, May 15,200/, p 47)

Indeoendenl University of BaUl!ladesh ~UB) --- Private University
Sire, h, Weakness 0 ortumt Threat

'" Joint collaboral;on with
,Confine, to 'mall '"gmonl ,Faeuilie, arc moslly ,IfiBA &DU

MSM. of the target market foreign_degree holde" lUcrease their seats, ,Less control over pridng triple for MEA & nEAHIgh quahty ofcWTlculum, Image and "'putatlOll. '" Higher break-even volume " Language of m,truehons programs,,Strong finanelal pOSItion reqUIred to suppott its is fnlly English,Higher profit margin lUfia,tructure, '" !fIBAoren,,Low maTkc! .hare '" Going to setting uppOTtun;ty fur weallhy'" Perceived high qual1ly ,HIgh price of Its MBA. own campus IS lU sludents toMBA. ,Relative slow growth of prime localion of admit in the DlJA &

'" International Advisory their !argel market segment Dhaka. city within MBA programs.

Panel for CUTIlculum
,Lack of product Hnes for Short p'flod of

Matters, eourse targeting the large middle Time, '" IfBLJET opens

RequlJCments and mcome segments MBA in Opcration,

Academic standards,
,Lack of product length Management, lndu.,lrial,Lack ofbraud loyalty Engineering,Residentiai small campus Management, Financial,AdrnisslOn " Ie" Management, and
competitive. Marketing Management

for hoth mentoTious &
wealthy students,

Source: (Rahman SaJedur, A Marketing Plan/or Royal Roads University, May 15,2001, p 47)
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East West University (EWU) --- Private University

Sum th, Weakness orlumt Threats

- Pereeived mO<!erntequalily " Notownpennanent - Sufficienl product - Most ufthe p,inlc

inMDA campus lines onivemtles are- ExtenSIve pmduclline - Moderale ma,ket ,hare talgeting nnddlc an~

- Moderate financial poSlt,on - Graduate pmg,am laught - Sufficieot producl lenglh upper middte ,"c",no

- !-<>eationadvantage by mostly po,l_graduale gronps w,lh lower

- Purpose bnill campus degree-holdIT faoolties, - Tlte c.mpo, i, ,itn.ted at
lUitJon fees.

- Campu, is In oommercial- Aswrtment of quality lite heart ofthe eily and cau
faculty lIlCrnbe". l""al1'Oo. be e""ly aecessed by all- Moderate infiaslroetur< and ., No ,",caTeh facilities are modes of public
learuing faci!>t'e, .v.ilablo transportation.

., Moderate price - Uude, -gradualo
admission" I.ss
eompellllve.- Small library

Source: (Rahman Sajedur, A Marketmg Plan/or Royal Roads Utllversity, May 15,2001, P 47)

Institute of Business Administration (lBA): Dhaka.

Stren th Weakness 0 ortuni Threat

1. A center ofacademic t Letter b'Tading syslem I Academic collaboraliou t. lffa,l to keep talented,
eKcellenee for bo,iness but mark, aTe nol wIth Indiana UniveThily, since,e, and dediealed
educatioo. menl,oncd for eaoh 1lloollllnglon, USA. faculty due 10 low
2 Politlc' and session leller grade, 2. FloanClSl assistaoce remoncral,oo
jam free. undcr a Ford !'O""dalion.

3. S.me,ler syslem ,Remunoralion i, USA. 2. IfBUET open MBA
eduoahml followed by government program III Indusln.l

4. Quality i, the core pay ,calo whioh is not Engineering Maoagemeot,
f.etor of work. ,uffioienl for motivahon Fmanee, MaTketing, snd

5. Strength orthe faculty, of leaohers.
, 0pCTIl(ion, Management,

6. M,,,ed c1•• ses are
made up 'Cj,,'ularly. ,34 pereemage of
7. Attendance is ,tr,elly leachers bas lermin.l
monilored. degree.
8. excellent inpul of
student,.
9.Well-<lrgamzod
infrastruclure,
lO.Rich hbTIlry.

Source: (Graduate Bulletin 1998-1999, MBA program, IBA, DU)
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JACKSONVILLE STATE UNIVERSITY, ALABAMA_ USA
Stren fu Weakness 0 ortunit Threat

, Fully St.te _,upporle<1 , Four hundred le,d , Umque mfrastroeture, , If cuI foreign sludonl
university and opemtmg courses offer once in toc.tion, and wealher. ,eh"ld"hips and
more than 125 years. a YO'L ,Huge numbor of under ,mpo,e (Jul_of_slate,Eleven-sloned neh ,1 ough gl'.dmg syslem gr.duale pl'Ogmms.re !lLlli(JUfees,
llbmry w,th huge avall.ble with reasonable ,If state g(,,"cmmcnl cui
number of books. ,Vcry fcw doctor'le tu,tion fecs. the" yeally budgct

; 97 % ,tudenlS gelS Job pmgrams. ; FricruJlie'[ campus iu the
within two years of south.
graduatwu. , ,On campus part-lime Job,75%off.cullyi, oppOltunity is available.
holding PHD. Degree.,Gradualc programs are
taughlby 100% PHD
holder fucu1t,o,

6. Fully Touoh. Tone
regi,tralion system.

7. Maintaining TQM in
education.

" Only specialized teacher
in a p.mou1aT ,ubject
i, authorized to conduct
class.

Source: (Graduate Bulletm. 1996-1997, Jacksonwlle State Umverslly, Alabama, June 1996,

America's Best Colleges, US Ne:ws & World Report, 1996, p 91)

Tulane University, New Orleans, USA - Private University

Stren fu Weakness 0 ortuni Threat

, 99 % ,tud"",,- get' job 1.Tough grading sy,tem. , Unique iufraslructure. , If out >Iudenl
within two years of loealloo, .od "",alher. scholarships and
graduation. ,Huge number of under impose out-of-state,98% off.eulty" graduale programs and milion fees, Becau,"
holding PHD. Degree. gradu'le programs are 47% or all undcrgrad

; Graduate programs al'e availabl., studenl, receive aid.
taogbl by lOO"'{'PHD 3, Industrial repntation" ,lffailto conlrol tuition
holder f.eolti.s. high. fees increase .ach,Fully Touch-TollO ,On c.mpus part-I,me job ''"registralion system. opporturuty is available.

5. Maintaining TQM in
education,

6. Only ,p.cialized te.eber
in a particular subjecl
is aothomed to eonduol
cia",Gradu.tion rale ~ 73%

•Student-Facnlty ratio
14: t

Source:(America 's Best Colleges, US News & World Report, 1996, p 48 & 135)
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Identifying the Stralegies of North South Universily:

Established in 1993 as the first private university in Bangladesh, NSU has established itself as

the pioneer in providing higher education in multiple disciplines. It has its campus in Banani, in

three independent buildmgs. Conforming to govenunent regnlation and also part of expansion

plan, the university is relocating its campus in Bosundham.

With more than 2600 students in various disciplines, NSU is the market leader in the BBA

segment with 1400 students. It also has about 1000 students n Ihe computer science department.

It has launched i ts M BA i n I 997 and has a total 0 f 148 students enrolled i n thc program. A

number of 45 students have graduated from this program. The institute enrolls only a maximum

of 25-30 students each semester and about 170-180 MBA applications are processed in every

semester.

Target Marketing and Positioning Strategy:

NSU has targeted only the upper middle and upper-upper income groups, young executives in

the age group of26-40. The MBA has been positioned on the image ofNSU as the best provider

of quality education in the private sector. Other factors, which has becn focused of positioning

are: marketability of the MBA, quality faculty staff, accreditation and collaboration with other

foreign universities.

Product Strategy:

They have differentiated their product offering by having several product lines such as MBA,

MS in Economics, and M S in computer science etc. Their product length (concentration) for

MBA is Marketing, Finance, International Business. But there has been a trend in students

selecting only Marketing and Finance concentration partly due to the reason that the institution

has faiied to appoint faculty in other concentration fields. Due to the recent focus ofinfonnation

technology, the institute is trying to re-introduee MIS in the near fntnre. The institntion has

policy of only appointing Ph.D. degree holders from abroad, which has created a relatively small

pool of faculty member.
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Pricing Strategy:
The institution has set price for undergraduate degree programs TK.450,000 to 600.000 ami for

its MBA the price has been selected TK. 320,000. The pricing reOccts a premium pricing

slralegy which takes in to consideration the image and reputation of the university and lhe

program itself.

Promotional Strategy:
The institution's promotion functions are handled by the Registrar in coordination wilh Ihe

registration department. There is no separate slaffto look after the marketing of the graduate and

undergraduate program. There is a general information department, which disseminales

information about all the programs of the university. The institution allots the budget for its

promotional resources on the basis of objective and task. They use a very short advertisement in

leading daily newspapers jnst to let potential students know that the admission process has begun

and invite applicalion. The promotional functions are largely in Ihe form 0 f advertisementl n

newspaper (taking up 70% of the promotional budgel), printing information handouts and public

relations.

Identifying the Strategies of Independent University of Bangladesh (IUB) :

IUB was selup in 1991 under the Private University Act and has established itself as one of the

pioneering and successful private universities in Bangladesh, It offers bachelors and masters

degree courses in the fields of Business Studies, Computer Science, Environmental Sludy. The

campus i slocated in B aridhara wilh 7 i ndcpendent building, one 0 fw hieh i s allocated to the,
MBA department. With more than 4000 students in various disciplines, IUB is second to NSU in

terms of student size. Like NSU lhey have a strong BBA market with more lhan 1000 students,

Starting in spring 1997, he university has lannehed the MBA in joint collaboration with

Maastricht School of Management (MSM) an international business school located in

Netherlands. The management was reluctant to give out information on MBA students. It was

later known over telephone (posing as a potential student) that the institution has a lolal of 100

students emolled in the MBA and that only 14 studenls have completed the MBA so far. Further

intelligence revealcd that very few people apply to IUB's MBA.
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Target Marketing and Positioning Strategy:
IUB has targeted only the upper middle and upper-upper income groups, young executives in the

age group of 26-40. The .MBAhas been positioned on the image of the joint collahoration willi

MSM -IUB. O!her factors, which has been focused of positioning arc: international

marketability of !heMBA, international faculty staff, short-duration ofUle MBA. ctc.

Product Strategy: An institution of higher learning that offcrs undergraduatc programmes,

usually of four-year duration, that lead to !he bachelor's degree in the arts, sciences, business or

social sciences (B.A., B. Se" B SA or B.S.S.). A university also 0 ffer, different graduate or

masters programmes in arts, science, social science or bu,iness (M.A., M.Sc., M.S.S. and MBA)

and post-graduate programmes; for example: Ph.D or doctoral dcgree progammes,

Pricing Strategy: The institution has set a price of TK, 375,000 for its MBA program and for

BBA program has set a price of TIC 500,000, TIle pricing reflccts a premillm pricing strategy

which takes in to consideration the image and reputation of the university as well as thc

collaboration with Maastricht School of Management (MSM).

Promotional Strategy: The promotional functions are handled by the Registrar in co-ordination

with the registration department. There is a general information department, which disseminates
infonnation about all the programs oflhe university. The promotional functions are largely in the

fonn of advertisement in newspaper (taking up 60% of the promotional budget), color

informative three-fold handouts (30% of promotional budget) and public relations.

Inter-University Link Programme: The university has establish collaboration/link relation

willi top universities and institutIOnsabroad for student exchange programme, teaching, research

and course curriculum development with Southern Illinois University, USA, Hamline University,

St. Paul, Minnesota, USA, Pokhara University, Nepal, University of Michigan, USA etc.
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East West University (EWU):

Established in 1995 as a private university in Bangladesh, the university provides both bachelors

and masters degree in muHiple disciplines. It has a campus in Mohakhali, in two independent

buildings. Conforming to government regulation the university has decided to locate its campus

in Gazipur. The university has more than 1500 students in variOlls discipline~_ II has l~llllchcd its

MBA in 2000 and has a total of 100 students enrolled in the program. The institute enrolls only a

maximum of 25-30 students each semester and about 120 MBA applications are processed in

every semester.

Target Marketing and Positioning Strategy:

EWU has targeted the middle and upper middle income groups. As an institution of higher

learning that promotes and inculcates efuical standards, values and norms, EWU is committed to

the ideals of equal opportunity, transparency, and non-discrimination. It has accreditation and

collaboration with foreign universities.

Product Strategy:

They have differentiatoo their produet offering by having few product lines (BBA, MBA, etc)

and a few produetlengfu (concentration streams such as Marketing, Finance, International

Business).

Pricing Strategy:

The institution has set a price ofTK.232,OOO for MBA and more than TK.300,OOO for BBA. The

pricing reflects a premium pricing strategy which takes in to consideration the image and

reputation of the university as well as a focus on how the target market can afford the price.

Promotional Strategy:

The institution's promotion functions are handled by the Registrar in coordination with the

registration department. The promotional functions are largely in the form of advertisement in

newspaper in leading newspapers (taking up 70% of the promotional budget), adverts in website

(BanglaZOOO,15% of promotion budget), informative handouts (15% of promotional budget) and

public relations. (A Marketmg Plan/or Royal Roads Uni)lersity, Sajedar Rahman, May 2001).
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CHAPTER-3

QUALITY EDUCATION STRATEGY
3.1 Good Curriculum

Effective curriculum should be designed based on the requirements of the industry. Mo&tof the

curriculums of the puhlic universities are hardly related with industrial requirements at locally

and overseas. Curriculum shOlild be designed m such a way that serves the local industrial

requirements as well as foreign mdustrial requirements. To do this, university authority can take

initiative to arrange a committee, to select members from industry, multinational company, and

academicians from home and abroad to design the effective course curriculum for din"crcnt

majors and must monitor continuously to cope with the changes in the industrial seelors thus

quality improvement of curriculum would not be at behind. Moreover, faculty members may

survey representatives of the major employers who hire their students.

3.2 Quality of Teaching and Research:

A highly competent and well-motivated teaching staff and a supportive umversity culture are

important factors to determine the performance of private universities, though emphasis for

training and research must not be undermined. Sufficient support in instructional facilities and

research equipment and materials, up-to-date information through electronic networks must be

provided. Upgrading libraries is a priority. Library facilities must include well"s!oekcd

information materials, adequate study space which will meet the teaching and research needs of

the academICcommunity. The ability to evaluate and monitor the quality of teaching will help in

detennining the umversities' academic performance. Evaluating teacher's perfonnance can b e

done by using a method of reliance on students' rating, evaluation by departmental heads and

peers. Procedure and criteria of which must be transparent and the outcome can be used to take

corrective actions. With a view to ensure and promote quality of teaching and learning

envirorunent, the American International University- Bangladesh has a human resource policy

which is especially designed to screen in efficient, effective and high.ly motivated teachers.

Institutional supports and incentives are provided throughout the teaching tenure of individual

teachers to generate motivation, up-gradation and self-assessment for continuous personal

development. AIUB has one of the most updated electronic information support cell with internet
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and e-mail access to faculty members. The upcoming 'virtual university' system will enable the

teachers to have simplified process of maintaining student data- bases. The spacious library has

preferential seating arrangement for faculty members. A well-stmctured incentive paek3ge is

offercd to facully members. That includes flexible working hours (apart from scheduled c1as~cs),

two research journals for acadcmic publications, scminar and conferencc facilities,

administrative support office for eareer and professional development, provision of study leave

and continuous performance based salary increments and promotions scheme. Teacher's

performances are monitorcd and evaluated every semester by an automated systcm of"Teaeher's

Behavioral Inventory' that enables students to rate their teachers in their course. The

administrative procedures and norms arc clearly specified in thc operations manual lor tcachers

cnsuring transparency and greater mutual accountability (Lamagna Z Carmell, Strategic VieW of

the Development of Higher Education, American !llIemalional University-Bungladesh

Perspective, pp642 -M3,Bangladesh Business Year Book, First Editiun, Ocl,2()()2)

3.3 Libra')' I<'acilities:

Carbohydrate is thc source of energy and library is the source of knowledgo. Thcrefore, rich

library is the indication of power of the university and it works as cantonment of studcnts

towards higher education continuously. Modcrn library has printing and clectrie media facilities

and also it has access to borrow and return facilities with in a stipulated time which givcs

students unique opportunity to gather v011jatileknowledge and information quickly and

comfortably. Other indications of rich library:lIe number of book, periodicals, journals, rescarch

papers elc. and computerized strong linkages with other universities of the partIcular state.

3.4 Responsive to the Demands of the Labor Market:

In the view of economic growth, strategies based on teclmological imlOvations, pnvate

universities musl be guidcd by the business and industna! sectors. Linkages and communication

between the institution and other sectors of the industry must be strong. Thcse can be achieved

by business-sponsored intcrnships for students and part-timc academic appointment from thc

business sector. Effective institutions must be open to international exchanges. Efforts must be

made to ensure that the enrolment patterns and curricula reflect the local skill requirement. In

many instances, to guide the choice of course offerings and to make decisions on the curriculum
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changes, private universities must monitor the labour market out comes of their graduates,

including placement and remuneration, as well as the supply and dcmand of various skill5.

The inherent structurc of course and overall curriculum of AIUl3's programmcs CIlSlll'Cits

training compJementarillcs with emerging teclmologies and human resource demands of existing

industries, business conglomerates and the government. AIUB's graduates, as is found in

evidence, have proved to be highly responsive to the needs of rceruiting authorities of such kind.

To strengthen thc linkage between the corporate, financial and industrial sectors, ArlIB regularly

hosts seminars, conferences, job fairs and othcr placement promotion activities in collaboration

with these agents of economy. The AlUB Placement and Alumni Office work for the students

and graduates, for employment or business internships, as the case may be, and give effectivc

career and placement advice, The Officc of Students Affairs and Planning and Dcvelopment

arrange seminars and presentations with

invited guests from foreign universIties for exploring international and scholarly exchangc

pOSSIbilitiesof AlUB students and faculty members. Through this effort, AIUB stands prepared

to respond efficiently and flexibly to the fast changing demands of market and technology

(Lamagna Z. Carmen, Strategic View of the Development of Higher EducatlOIl. American

International University-Bangladesh PerSpective, pp644.Banglade)'h Busines!i Year Book, First

Edi/ion. Oct.2002).

3.5 Equity:

Achieving greater equity of participation in highcr education is an aspect not only for ecollomic

growth but as well as for SOCIaljustice and equity. Admission policies must allow students from

the low-income famihes, but this should not adversely affect the quality, if the overall selectivity

is high and if financial assistance is available. The academic standards in the SSC and HSC level

havc an cffect in thc pcrformance of the higher education system. While, there is an increase in

the growth of the student population ill private universities for the traditionally less-privileged

students, private university education, generally remains elitist, with the majority of the students
,

coming from the more affluent families. Equi,ty 0 f education, in terms of social and [mandai

status has been a concern of AIUB from its inception. The issue has been addressed in ARJB's

long term and perspective planning documents. Social equity in this context is less relevant,
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largely due to the reason of bearing huge and unsubsidized overhead costs of establishing and

operating a private lUliversity,For universities of AIUB's capacity, the operational costs arc of

major concern, WIththe major source of fmanc~ngcoming from the revenues generated from the

students' fees. However, the social marginal cost per student of public universi\les is still higher

than that of private universities, in generaL In order to keep equity as an agenda in its

development process, AIUB offers special incentives and waivers to linaneially incapable but

talented and promising students based on their performance in govemment-run ecrtifieation

examinations. This is also extended to students who actively and successfully engaged in extra

curricular (academIc and non-acadcmic) activities such as sports, perfonning arts, debate and

computer programming. A special committee is continuously rcviewing the tariff structure in

view of enhancement of social equity and hannony (Lamagna Z. Carmen. Stralegic View of the

Development of IIigher Education. American In/emalional University-Bangladesh Perspective,

pp644 -645,Bangladesh Business Year Book, First Edition, Oct.lOOl).

3.6 Co-curricular Aclivities:

Ce-curricular activitics have come to be recogniled as an integral component of a modem

education system. In the light of this, University of South Asia, intends to provide facilities for

such activities. These activities will help to develop well-groomed, responsible and self-

disciplined individuals. Most of the public universities undertake programs with active

involvement of students to sharpen intellectual qualities through inler-university \lebates, cultural

activities and 0 lher creative pursuits. 8 ut i n this respect private universities are far behind 0 r

found them not very active participants, They should come forward for active and vibrant

involVCJncntto boost-up students' participation. It could be indoor and outdoor games, and any

sorts of sports activities. Such informal interaction between students and faculty will be

conducted towards the growth of balanced pcrlionality.

3.7 Foreign Aeademic Collaboratiou;

With increasing gJobalj~.ationof education at the university levc1s, there is a strong compulsion,
to promote interaction, especially with institutions of higher education in the western countries.

Such interaction provides access to ever changing scenarios of modem education system and the

most up to date innovative development in teaching-learning methodology. Recognize this
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imperative, UniSA has already initiated a number of collaborative programs with universities in

the USA, UK, Australia und Canada.

3.8 Credit Hour System:

The procedures of credit hour system, which need to be practiced in the higher education.

Courses may have different credit hours; but, for theoretical courses, one ledure per week per

semester is equivalent to one credit. Credits for laboratory courses arc half of Ule class hours per

week p er semester. Credits are a Iso a ssigned to i ntemee, project and t hesls work. This i s the

current practice of University of South Asia. The 'Credit Hour Semester' has flexibility for you

WIth a view to proceeding as per their competency and eagerness as well as interest. It is not

obligatory to take two semesters in an academic year. You have the option to take another one,
short semester (summer semester) in an academic year, Under the coverage of this system,

student have to complete the total number of credit hours a program for all subjects. But students

are not bound to complete the total credit hours within the scheduled semester, as there arc

flexibility for students. The number of credit hours you want to take in a semester or in different

semesters will depend on your capability and choice of rollowing some rules and regulations of

the University.

3.9 Awards:

The Faculty of Business Teaching Awards was established to recognize and promote quality

teaching throughout the Faculty at Queensland University of Technology.

3.9.1 Two Annual Awards for excellence in Teaching (Undergraduate & Postgraduate):

These awards arc made to academic staff in the Faculty of Business who have consistently

demonstrated excellence in teaching, The nomination for this award would include reference to

accomplishments as a teacher. This could include fonnal evaluations by students, peer reports,

testimonials, research in teaching and dissemination oflhis, participation in seminars to improve

teaching, invitations to teach at other illStitutiollS, mentoring other staff in teaching, and any

other fonn of recognition (internally or externally) ofteaching quality.
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3.9.2 Two Annual Awards for Innovation in Teaching (Undergraduate & l'Qstgrmluatc):

These awards are made to academic staff in tile Faculty of Business who have ucmonstmted

significant illiovation in teaching. This may be in delivery, in assessment, or in conlen!

development. Evidence could include reports from students, fellow staff, in publication, in

grants, in seminar presentation, and from other internal or external sources where the staff

member has been recognized for an innovative teaching contributIOn.

3.9.3 Certificates of Excellence:

Each year noteworthy accomplishments by Faclilty acadcmic staff in the area of teaching and

learning will be acknowledged with Certificates of Excellence. These certificates will bc in

addition to the aforementioned awards.

3.9.4 Process:

Applications arc called for in September of each year from School Teachmg Learning

Commiltees. TIle School Teaching Learning Committee is expected to present a three-page

statement of support for nominecs.

A committee comprising the Dean, Chair of Faculty Education CommiUee, one Head of

School, one Director of Studies and selects the four successful candidates for awards.

Awards are armounced inN ovembcr 0 f each year and consist 0 f an honorarium from the

Faculty Education Committec to be spent on profcsslOnal rclated (books, conference

attendance, research assistant) activities.

Awards winners are not eligible for nomination for a further thrcc years.

Awards and Certificates winners will be ac:knowledged in the media

(http://www.bus.qut.edu.au/research/teachinglawards.jsp)

3.10. Industrial Attachment

The purpose of the project paper is to provide the student with an opportunity to practically

utilize, in a real world setting, an amalgam of subject matter from any discipline. Each student

choosing this option will undertake an independent study and report thc findings in a paper. This

grade will be based npon the quality of the wntten report, after consideration of any clarifications

provided by the student in an oral discussion of the paper. The oral discussion is a mandatory for
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each sludent and the faculty adVIsor must initiate it. This exercise often helps sludenls to get job

where he/she was involved for doing the project. Few private universities are practicing this

assignment for their students to enrich their practical knowledge.

3.11. Campus Environment:

Unhealthy atmosphere creates negative impact on higher educatIon which continuously de-

motivates students towards quality leaming. Thus, uuiversity aulhority should not establish their

university in a commercial settmgs and UGC must nol give them permission for setting a

llIliversity in a commercial building, Usually, UGC gives pennisslOn for live years for operating

private university in a renlal building at a commercial or at rcsidential area. This permission

helps to create unhealthy atmosphere because no specilic guidelines has mentioned by the UGC

to create healthy atmosphere. Some guidelines could be clean campus, wide-enough class-rooms,

wide-elevator, adequate light or natural light, wide entrance for library and computer lab,

hygienic food court with quality food, indoor recreational facilities, etc. UGC should menlion

minimum numerical measurement for eaeh factor above menlioned and should assess strictly

before giving pemlisslOn for operating a private university.

3.12. University Ranking:

University ranking system IS unique system in which we can identify the strengths and its

weakness through the evaluation. Because in this system various factors has been laken into

consideration. Thus, overall measurement becomes a standard and customers of the university

become more awarc about their choice for enrollment. Recently, UGC has started the ranking

system among the private university. They have considered few factors for ranking system such

as number of full-time teachers, infrastructure, curriculum, examination system, grading system,

library, and laboratory facilities.(UGC Chairman lells on perfonnanee of priVale inslitulions

afler probe, The DOIly Slar, OCI 19, 04, page 1&1). Here, few more important factors should be

considered for university ranking system. These arc as follow:

• Percentage of PhD. Holder faculty

• Studenl-Faculty Ratio

• Freshman retention rate ,
• Graduation rate within five-year of education period
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• Acceptance rate, Higher the rate, lower the image.

• Publications from all departments

• Student Satisfaction Survey Score.

• Percentage of student getting job wIthin two years of graduation.

• Research facilities

• Availability of Ph.D program and number of PhD programs
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CHAPTER 4

TEACHING & LEARNING METHODS

4.1. Classroom Lectures:

Lectures designed to c ornrnunicale specific i ntetpersonal, technical, 0 r problem-solving skills.

lntelpersonal skills including abIlity to be an effective member of groups, sensitivity to group

norms and customs, skill in conflict resolution, and appreciation of cultural diversity. Problem -

solving skills including the ability and disposition to think logically on the basis of useful

assumptions; to distinguish the subjective from the positive and factual; to weigh eVIdenceand

evaluate facts and ideas critically; to think independently; and to analyze and synthesize

(Graduate Bulletin 1997. P 9. JSU, USA).

4.2. Simulation Exercise:

Training that occurs by actually performing the work. This may include case analysis,

experimental exercise, role playing, or group decision making (IIuman Resource Management.

Fifth Edition, De CenzoIRobbins). Case studies can provide stimulating discussions among

participants, as well as excellent opportunities for individuals to defend theIr analytical and

judgmental abilities. It appears to be rather effective method for improving decision making

abilities within the constraints of limited information.

Role-playmg allows the participants to act oul problems and to deal with real people. Participants

are roles and are asked to react to one another as they would have to do in their management

jobs. The advantages to simulation exercise arc the opportunities to attempt to "create an

environment" similar to real situations the managers incur, without the high costs involved

should the "Gtion~undesu'"ble.

Teacher should arrange some sort of simulation exercise for every course, which he/she IS

willing to teach.
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4.3. Homework & Quiz:

Homework is the practicing techniques, which increasc students' lhinking capability and gUlue

students to solve problems. Quiz is the some degree of measurement, which tell how sluuents

understand the topic and also help to retam the studcnts in the class- room. This is the quick snap

short of conception. Both the techniques have significant impact on higher education. Almost all

North Amcrican Universitics prefer to give homework and quiz to undcrgraduate anu graduatc

students m any courses they take. Now, this is the common phcnomenon for private universities

of Bangladesh because most of them are following Amcriean curriculum to maintain quality

education.

4.4. Visual aid:

Good visuals are essential for effective teaching and the proper development

and use of visual aids are importanl to successful teachmg. A visual aid is anylhing the

audience can see that helps the speaker get his or her message across to the audience.

UniSA are encouraging all faculties to usc visual aids because:

The audience's attention is focused more completely

Visual aids make students more persuasive. The receiver retains thc message better,

For example, research has found that message retention after three days is only 10% following an

oral presentation, but is 65% following an oral & visual presentalion,

-Visuals help teacher to be concIse. Instruclors arc forced to distill their ideas down 10

their essence when using visuals. Visuals force instructors to order and sequence the ideas they

will present. ( U<ing Visual Aids in Extension Teaching, Jimy G. Chech and Carl E, Beeman,

Umversity Of Florida}

4.5. Model Test:

It familiarizes students about actual test thus students get confidence and get inspiration to study

hard for better performance. It is the perception of win-win siluation. Regarding model test, I

collected two types of data from BBA and MBA sludenls in Business Mathematics and

Mathematics for Decisions Making of University of South Asia, Banani to justify whether any

significant difference is there or not. T-distribution has been used to find the justification

regarding model test.
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Program = BBA, Subject =Business Mathematics

Semester = Fall, 2003, University of South Asia

Roll Number Tcst II 1 Score
(Model te,l was not
giv.n before tesl#l)

Test #2 Score
(Modelle'l was given
before 1.,t#2)

Difference (Oi)
(Xli-Xli)

---------"_.------------------------------------------------------_.--------------------------_.----------------
B030900t 60 93 - 33

80309002 87 92 - 05

B0309003 57 100 - 43

B0309004 G7 90 -23

B0309005 78 97 - 19

B0309006 88 94 - 06

B0309007 42 96 -54

80309010 59 76 - 17

-----------------_.---------------------------.-----------------------------_.----------------------------------
Data Source: University of ~(}ulh A,ia, IJauan!

Calcnlation & Formula (Basic Business Statistics, Mark L. Berenson & David M. Levine,

Sixth edition, p 505 - 506)

I Di ~ summation of each difference score = - 200

I D'i = summation of the squares of each dirference score = 40,000

D- (Average difference) = L:Di In '" - 200/8 '" - 25
nO' = sample size times the square of the sample mean difference = 8 X(.25)' = 5000

u = level ofsignifieanec '" .05

The t-test statistics = t = (D-" po) % So I '.in
8'0 _ 2:D'i - nO-' In-1

S' 0 = 40,000 - 5000 / 8 - I = 35,000 17= 5000, Now, SD ~ .,/5000-70,7]

Since the instructor wishes to detennine whether the average score will be less with the TEST-l
than the TEST-2, we have a one tailed test in which the null and alternative hypothesis can be
stated as follows.
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HI , Ilo < 0 or IlLes'.1< Il,,".l

Significance Level: The level of significance 0.05 has been selected.

Rejection Criteria:

Reject Htlif t < - t "_ I, otherwise do nOIreject.

Now,-tn-1=-t7= -1.895

t-test: The t-test statistic can be computed, t = D- - 110 /So/.Jn

t = - 25 - 0";- 70.711,.18 = - 1.0008

Since, t = - 1.0008 and t, = - 1.895, that means t > n, Reject Ho

Therefore.we ean concludethaI lhere is evidenoothallhe averagescore of TEST-!;s lowerlilanTest -2 (model

Program =MBA, Subject = Mathematics for Decisions Making, K 501

Semester = Fall, 2003, University of South Asia

Roll Number Test # I Score Test #2 Score
(Modd lestwa, nolgivenbefore10'1#1) (ModelIeslwa, gIvenbeforetest#2 )

M0903003 86 88
M0903006 74 90
M0903009 51 66

M0903011 57 88

M0903015 GO 89
M0903019 24 63

M0903020 47 91

M0903022 38 78
M0903024 83 78
--------_.---"."-------_.-------------------------------------------------------------_.
DataSource:Universityof SouthAS'a,Banani,DusmcssAdministrationDepartment.
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Calculation & Formula (Basic Business Statistics, Mark L. Berenson & Oa~id M. Levine,

Sixth edition, p 505 - 506)

I Oi = summation of each diiTerence score = -222

L O'i = swnmation of the squares of each difference score = 49,284

0- (Average difference) = I Oi In = - 22219 = - 24.67

nD-bar' = sample size times the square of the sample mean differellce = 9 X(-24.67)' = 5477.48

0.= level of significance = .05

The t-test statistics = t = (0- -PD) % SD / "n
,

So ~ l;D'i - nD-' In -1
,

SD = 49,284 - 5477.48 / 9 - 1 = 43806.52 /8 = 5475.81 , Now, S~-J5475,Bl -73.99 ~ 14

Smce the instructor wishes to determine whether the average score will be less with the TEST- J

than the TEST-2, we have a aile tailed test in which the null and alternative hypothesis can be

stated as follows.

HI , Iln < ° or 11''''''1 < !--l<"t-2

Significance I,evel: The level of significance 0,05 has been selected.

Rejection Criteria:

Reject Hoif t < - t n_ I. otherwise do not reject.

Now, - tn-I'" - ts = - 1.860 (From appendix A-4, Douglas C Montgomery. Statistical Quality

Control, Second Edilion)

t-test The (-test statistic can bc computed, t = D - - 1-10 / SolJn

t=-24.67-0+74/.)9=-1

Since, t = - 1 and to= - 1.860, that means t > tl. Reject Ho
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Therefore, we can conclude that there is evidence that the average score ofTEST_l i, lower ,h,n Test _2 (modo!

test),

Meal Situations for Model Test:

• When students are not familiar with teacher and his slyle of qnestioning at all

• When elass average of previous test score is very poor dl.leto very tough questions

Deficiency of Model Test:

• Students focus on model test instead of all test-syllabus

• Lack oflearning tendency etc.

6. Videos and Films:

Using various media productions to demonstrale specialized skills that arc not easily presented

by other teaching method. It is nol apphcable ror every course but if the material is available for

a specific course, Instructors are encouraged to use it.

4.6. Study Tour:

It means study with fun and seeing the actual seenano that helps to grab the main idea of

learning, It stimulates students instantly towards learning because it docs not confined with

specific topic and provides instants reed back. Its boundless boundary and lot of sourecs to

gather information instantly and get involved with different people around the tour-zoue for

communicating various questions and answers. Previously, we observed that most of the study

tour was engaged With historical places. Nowadays, in addition to historical places, it adds

manufacturing plants tour such as Boeing Manufacturing Plant in USA and also service provider

industry facilities such as hub system, distribution systems 0 fF edEx at Dubai and Memphis,

USA. Private Universities of Bangladesh should concentrate more on this matter to enhance

learning ability of students and it is the least costing arrangement for real-world learning. In

Bangladesh, many multinational industry arc operating thus there is a huge opportunity for study

tour both the private and public university sludent5. Study lour enhances the vision and opens the

eyes ofstudenls for learning.
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4.7. Evaluation ofstudents:

4.7.1 Evaluation by Teacher: Grade point avcrage, specific coursc gradc etc.

4.7.2 Vlliidit)' Test: Vahdity is thc proven relationship oCa selection device to'some criterion.

To find out the validity betwecn CGPA & Existing Assessment Scores Corstudents
,

those who have completed all degree-requircm<;:nts at UniSA. The correlation of

coefficient (r) measures how strong the relationship is betwecn CGPA & EXIsting

Assessmcnt Score of graduation students. The correlation analysis procedure can rcsult in

a coefficient ranging from -1 to +1 in magnitude. The closer the validity coefficient is to

the extreme (+1), the more accurate the test (HRM. Fifth Edition. De cenzo/Robbins,

page 180 & 184). Example can bc set like this:

NUMBER OF STUDENT eGPA EXISTING ASSESSMENT SeORI!:
------------- --- ----------------------

1 2.95 650utofl00

2 2.97 64

3 3.00 66

4 3.33 71

5 3.10 70

6 3.15 68

7 3.35 70

8 3.25 63

9 3.11 58

10 3.27 73

The formula for correlation coefficient is:

r ~ N IXY - (IX) (r,Y);-V(NIX2 - (IX)2 (NIY2 - (IY)2) ~ 0.48 means that thcre is no
strong correlation between CGPA & Existing Assessment Scores.
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SUMMARY OUTPUT

Regression statistics
Multiple R 0.487017541
R Square 0.237186085
AdjustedRSquare 0.141834345
Standard Error 4.161234898
Observations 10

ANOVA

Regression
Residual
Total

D' SS
1 43,07299301
8 138.527007
9 181.6

MS
43,07299
17.31588

F Signillcem;;eF
2.487486 0.153406088

Intercept
X Variable 1

Coefficients Stendard Error t stet
1928680364 30.15420443 0639606
15,10273247 9,575803733 1577176

P-value
0.540308
0,153406

Lower 95% Upper 95%Lower 95, 0
"50.2489614 88.82257 -50.2489(
.6,97912481 37,18459 -6,97912'

Regression Analysis Between CGPA & Existing
Assessment Score.

~
00

'" • • • •0 • • •
00 • [----J0 • .,•• 00 • Pfsdlclod Y

0 00 =--unear (Y!-
~ "'"" '"> ,
" '" , ". " '" " '" " '" "

XVarl.bl& 1~CGP"

---_ .._-------_._-_._- ---- - -_._-- -----_.__ ._-----_._-
Figure #3: The grapb is depicting tbe relationsbip between CGPA & Existing Scores.

Existing Assessment: It would be comprise of quantitative skills, communications skills, and
area of concentration (such as BBA ill Marketing, Finance etc) skills. This assessment would be
dOlle last semester of graduatioll. The purpose oftbis assessment is to identify the validity of
CGPA.
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4.8. Teacher's evaluation:

The following descriptions are guidelines only when completing student teaching evaluation.

Mastery of these skills is not essential, however indicated growth is important. University of

South Asia, Banani is following the below listed criteria for evainating teachers each semester.

Sec the format in the appendix.

Preparation, Planning and Organization:

• Demonstrates knowledge of subject matter and procedure for using program of studies
• Sets suitable objectives
• Develops quality plans for lessons etc.

Teaching Skills & Strategies:

• Motivates, introduces, presents, paces, closes and evaluates lessons
• Involves studenls activity .
• Gives clear instructions
• Demonstrates skill in questioning
• Manages discussions etc.

Communication:

• Demonstrates a command of ond & written language and skill in use of nOll-verbal
communication

• Uses voice expressively
• Writes legibly
• Listens and responds to student signals

Management:

• Makes effective use of time and space
• Provides clear direction
• Deals with behavioral problems with minimwn disruption
• Assists students to become self-directive
• Helps students to develop and maintain rules
• Deals with disruptions appropriately and professionally ctc.

Classroom Climate:

• Shows rapport and empathy
• Demonstrates an awareness of individual needs
• Generates student interest and enthusiasm for learning
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• Provides an atmosphere conducive to learning

Professional Qualities and Initiative:
• Sense of responsibility
• Professional in attitude and in appearance
• Demonstrates resourcefulness, warmth, and self-<oonfidence

( WW'i\'.uofawcb.ualberta_caJficldcxpcrienceslnavoz_efm?navoz)

,
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CHAPTERS:

QUALITY FUNCTION DEPLOYMENT (QFD)

QFD can be applied to practically any manufacturing or servlce industry. It has become a

standard practice by most leading organizations, who also require it of their suppliers. Quality

function deploymcnt is a planning tool used to fulfill customer expectations. It is a disciplined

approach to product dcsign, engineering, and production and provides in-dcpth evaluation of a

product. An organi~ation that correctly implements QFD can improve engineering knowledge,

productivity, and quality and reduce costs, product development time, and engineering changes,

Quality function deployment focuses on customer expectations or requirements, olten l'efcrrcdto

as the voicc of the customer, It is employed to translate customer expectations, in terms of

specific requircmcnts, into directions and actions, in terms 0 f engineering characteristics, that

can be deployed through process planning, production planniug, and service. Quality fuuction

deployment is a team-based management tool in which customer expectations are used to drive

the product development process. Conflicting characteristics or requirements are identified early

in the QFD process and can be resolvcd before production. Organizations today use market

research to decide what to produce 10 satisfy customer requirements. Some customer

requirements adversely affect others, and customers often cannot explain their cxpeetations.

Confusion and misintelpretation are also a problem while a product moves from marketing to

design to engineering to manufacturing. 111isactivity is where the voice orthe customel' heeomes

lost and the voice of the organization adversely enters the product design. Instead of working on

what the customer expects, work is concerned on fixing what the customer docs not want. In

other words, it is not productive to improve something the customcr did not want initially. By

implementmg QFD, an organization i&guaranteed to implement the voice oflhe customer in the

final product. It is considered by many expects 10be a perfect blueprint for qtlality by dcsign.

Quality ftlnction deployment enables the design phase to concentrate on the customer

requirements, thereby spending less time on redesign and modifications. The saved time has

becn estimated at one-third to one-half of the time taken forredesign and modification using

traditional means. This saving means reduced development cost and also additional incomo

because the product enters the market sooner ( Total Quality Management, D.H. Besterfield, 2"d

Edition.)
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5.1 Benefits ofQFD:

Customer Driven: Creates focus on customer requirements, use competitive information

effectively, prioritizcs resources, identifies items that can be acted upon, and structures resident

experience/information.

Reduce Implementation Time: Decreases midstream design changes, limits post introduction

problems, avoids future development redundancies, identifies future application opportunities,

and surfaces missing assumptions.

Promote Teamwork: Based on consensus, creates communication at interfaces, identillcs actions

at interfaces, and creates global view out of details.

Provides Documentation: Documents rationale for design, easy to assimilate, adds structure to

the information, adapts to changes, and provides frameworks for sensitivity analysis.

5.2 House of Quality:

The primary tool used in QFD is the house of quality. The house of quality translates the voice of

the customer into design requirements that meet specific target values and matches those against

how an organization will meet those requirements. The parts of the house of quality are

described as follows:

_The exterior wall of the house are the customer requirements.

_On the left side is a listing of the voice of the customer, or what the customer expects in the

product.

On the right side are the prioritized customer requirements or planning matrix,

The ceiling or second floor, of the house contains the technical descriptors.

The interior walls of the house arc the relationships between customer requirements and

technical descriptors.

The roof ofthe house is the interrelationsh;p between technical descriptors.

The foundation of the house is the prioritized technical descriptors. Items such as the

technical benchmarking, degree of technical difficulty, and target value are listed.

5.3 Building a House of Quality:

Step #1: List Customer Requirements (WHATs)

Step #2: List Technical Descriptions (HOWs)
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St~p #3: D~vdop ~ lklationship M~trix Between WllAh & IIOWs

Step #4: Develop anlmerrelationship Matrix Flelween HOWs.

Step #5: Competitive Asse,srnenls

Step #6: Develop Prioritized Customer Requirements,

Step #7: Develop Priorillzed Teehni~al De~eriptors,

Averdge Score bascu on I - 5 Scale

lUll NSU UniSA

2 2 3

3 4 3

3 4 4

3 4 2

3 4 2

• Reasonable Cost

• Inlernational Standard Curriculum

• Student-faculty Interaction

• Foreign Degree Holders Full-time Faculty

• Undergraulllite Admission Standard

5.4 QFI> Implementation throul!;h House of Qualit}:

Slep #1: List Customer Requirements (WHAT,)

Quality fun~tion deployment st~rts with a list of goals/ohjeclivcs, This lisl is 0 ften re l"erredas the

WHATs th~t a cuslomer needs or cxpcets in a particular product. A primary customer

requirement may encompass numeTOU"secondary customer requirements. Although the itcms on

the list of secondary customcr requirements rcpresent greater detail thun those on the lbl of

primary customer requiremcnts. they arc olten not direclly actionable by the engineering ,talT

and require ycl f\lliher delinition. Academic department "f pnvate university customers'

requirements arc primary and secondary. The primal)' requirements arc aeslhclies and

perlormanee related. The avenIge score of each factor has been JecideJ from survey 011the threc

private universities 'u~h as Universit}, of South Asia (UniSA), Nnrth South Uni\'Crsity(NSU),

and Independentllniversily(lUB). See the survey que,ti()nn~ir~ in the ~ppenuix section. Total

sample n ~ 63 has been sclecled lor ,urvey.

AESTHETICS:

PERFORMANCE:

• Probability of Getting Job witbin I"woTears

ofCinIduation.

• Communiealions Skil18or Siudents

• Industrial Reputation on Job Performance

3

3

3

3

4

4

3

3

2

44



Step#2: List Technical Descriptions (HOWs):

The QFD team must come up with cngineering charactcristics or technical descriptors (HOWs)

that will affect onc or more of the customer requirements. 111csetechnical dcscriptors makc lip

the ceiling, or second floor of the house of quality. Each characteristic must directly affect a

customer perccption and be expressed in measurable terms. These teelmical descriptors have

been divided in to primary and secondary characteristics. The technical staffs are responsible for

determining the teclmical descriptors.

Step #3: Develop a RelationshIp Matrix Between WHA Ts and HOWs.

Building a house of quality lS to compare the customer requirements and Icclmical descriptors

determine their respective relationships. Tracing the relationships between the cuslomer

requirements and technical descriptors can beeomc very confusing, because each customer

requirement may affeel more rhan one technical descriptor, and vice versa. It is common to usc

symbols to represent the degree of relationship between the customer requirements and technical

descriptors. For example,

• A solid circle represents a strong relationship = 9 points

• A single circle represents a medium relationship = 3 points

• A triangle represents a weak relationship = 1 point

• The box is left blank ifno relationship exi~ts.

After the relationship matrix has been complefed, il is evaluated for emply rows or columns. An

empty row indicatcs that a customer requirement is not being addressed by any of the technical

dcscriptors.

Step #4: Develop an Intcrrelationship Matrix Betwecn HOWs

The roof of the house of qualiry, called the correlation matrix, is used 10identify any

interrelationship betwecn each of the technical descriptors. The correlation matrix is a triangular
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table attached to the technical descriptors. Symbols are used to describe the strength of the

interrelationships: for example,

• A solid circle repre~cnts a strong positlve relationship

• A cirele represents a positive relationship

• An X represents a negatlve relationship

• An asterisk represents a strong negative relationship

Step #5: Competitive Assessments

The competitive assessmcnt tables separatcd into two eategorics, customer assessmcnt and

tcclmical asse,smcnt. The number 1 through 5 are listed In thc competitive evaluation column to

indicate a rating of I for worst and 5 for best. The customer competitive assessment contains an

appraisal ofwherc an organization stands relative to its major competitors in tenns of each

cnstomcr requirement. For technical competitive assessment, the test data arc converted to the

numbers I through 5, which are listed in the competiUvc cvaluation row 10indicate a rating, 1 for

worst and 5 for besl. The tec1mical competitive asscssment is often useful in uncovering gaps in

engineering j udgcment.

Step #6: Develop Prioritized Customer Requirements

These prioritized customer requirements contain column for importance to customer, target

value, scaie"up factor, sales points, and an absolute weight. The QFD team "mks each customer

requirement by assigning it a rating. Number 1 through 10 are listed in the importance to

customer column 10mdieate a rating of 1 for least important and 10 for very important. In other

words, thc more importanl the customer requirement, the higher the rating. The targel value

column is where the QFD team decides whether thcy want to keep their product IIllchanged,

improved thc product, or make the product better than lhe compctition.

The scale-up factor is the ratio of the target value to the product rating given in the customer

compctitive assessment. The higher the number, the more cffort is needed. Scale-up factor = the

target value % our product value.
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The sales point tells the QFD team how well a customer requirement will sell. The objective here

is 10promote the best customer requirement and any remaining customer requirements thal will

help in the sale of the product. For example, the sales point is a value between I and 2, with 2

being the highest. Finally, the absolute weight is calculated by multiplying the importance to

customer, scale-up factor and sales point.
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Step#7: Develop Prioritized Technical Descriptors

These prioritized technical deseriplors contain degree of dl fflculty, target value, ahsolute and

relative weIght. The degree of difficulty, when used helps to evaluate thc ability to implemcnt

certain quahty improvements. Targct value measurcs that defines values that must he obtaincd to

achieve the technical descriptor. The targct value for each technical descriptor is detcrmine in the

same way that the target value was determined :ror each customer requirement.

The absolutc weight for each technical descriptor is determine by taking the dot product of the

colwnn in the relationship matrix and the column for importance to customer.

The relative weight for each technical descriptor is determined by taking the dot product of the

column m thc relationship matrix and the column for absolute weight n Ihe prioritized customer

requirements. Higher absolute and relative ratings identify areas where technical efforts need to

be concentrated.

(Total Quality Managemenl, DB. Besterfield, 2'd Edition.)

5.5. QFD Process For University:

• Product Plming Phase: For each of the customer requirements, a set of design requirements

is detennined, which, if satisfied, will result in achieving customer requirements.

• Process Planning: Where process operations are determined from product quality

characteristics.

Phase #\: Product PlaMing Begins With Customer Requirements.

Design requirement must be compliance with customer requirement as much as possible. Design

requirements are listed below.

• the product (program) should function properly

• it should possess desired degree of accuracy

• product (program) should be easy to operate

• product (program) should be ofreasonablc price to compete other products in the cOnsumer

market.

• a well design product (program) will cotlSist of minimum numbcr of human resources and

operations etc.
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Phase 112:Process Planning

'111isphase deals wIth manufacturing/servicing process such as routing, clearing & fOlwarliing,

training, dispatching etc, For university it eOlJldbe admission procedure, cvaluation prucedures,

registration proeedlJre etc.

Ql:'D is an effeeti~c management tool for continuous improvement ill which customcr

expectations are selected to drive the design process. QFD forces the entIre ol'gani/,ation to

constantly be aware of the customer requirements. Every chart is a result of the original customer

r""1uirement~ that are not lost through misinterpretation or lack 0 f communicatIOn, M arkdmg

benefits because specific sales points that have'been identified by the eu~lomer can be stressed,

To create satisfied customers is the main objective of QFD. Thus, private univen'lty shoul<J use

QFD to identify service featul'CSwhich customers will find attractive, and help 'to cham] and

delight them'. In this way differentiating quality characteristics, features, and technical

advantages can be established between the organintion and its competllion.

5.6. Conclusion:

Aller analy,dng the House of Quahty Matrix (page# 48) study found the followmg things to be
considered for improvement of quahty in higher education of University "fSouth Asia,

Prioritized Customer Requirements:

'" ForeIgn-degree holder full-time faculty
'" Commumcations Skills
* Industrial Reputation

Prioritized Technical Descriptors:

'" CUrriculum Design & Development
* Establish English Language Club
'" Hire foreign-degree faculty
* Maintam Standard Admbsion Test
'"Admission Test Proce<Jures

Absolute weight = 21
Absolute weight = 18
Absolute weight = 18

Relative weight = 522
RelatiVe weight = 369
Relative weight = 294
Relative weight = 255
Relatlve weight = 255
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CHAPTER 6

Human Resource Development Strategy

People whose work affects product or service quality must be competent for that work, based Oil

education, training, skills, and experience (The Inlernarional Standard for Qualily Management

System, Edition 2000, Leland R, Beaumont).

6.1 Recruitment

The organization must decide whether to recruit personnel internally or externally. That is, the

organization must decide whether to fill its vacant jobs with current employees or with applicants

from outside the organization (Human Resource Management, Lawrence S. Kleiman, 1997,

Pagell6)

The selected candidate must be complied with vacant position in respect of education, training,

experience, and skills. Also, minimum qualification should be disclosed before hiring any

candidate through internal or external referrals.

Generally, UniSA docs not discriminate on gender, religion, age & appearance concerning

selection of any stuff except a very few positions. The Proctor plays three key rolcs in the

recruitment process. These are listed below:

6.1.1. Identify Recruitment Needs: Proctor usually identifies recruitment needs in all areas of

university. The need to recruit may be triggered by any ufthe following conditions (lluman

Resource Management. Lawrence S. Kleiman, 1997. Page128)

_An outgoing incumbent must be replaced.

_Additional positions arc added in response to increased workload.

- A newly created job is established.

6.1.2. Communicating Recruitment Needs To The Vice Chancellor; Proctor oflhe

University must convey certain infOmJation to the Vice Chancellor (Recruiter).

The needed skillsfqualifieations for the job

The attractive features orthe job

The unattractive features of the job
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6.1.3. Interacting With Applicanb:

Proctor of the university interacls with applicants. This role is especially important because the

actions of proctor can have a significant bearing on the perceplions of applicants. The proctor's

behavior sends applicants strong signals about what would really be like if one were to accept a

job offer(Human Resource Management, Lawrence S. Kleiman. 1997, Page 128), To ensure the

signal is a positive one, a proctor should do the following:

-Keep applicants informed of their status during the recruitment process. If delays occur,

let candidates know when they can expect further information or action,

Schedule interviews at the proctor's conveniqncc.

Allow candidates to speak to their future"coworkers. Tbis gives them a chance to ask

questions they might not ask the proctor and also gives them a feel for what it would be

like to work for the company. Finally, Proctor shall issue an 'Appointment Letter' for'job

confinnalion to selected candidates and explicit the rules and regulations ofUle organization.

6.2.Training and Development

Training is a learning experience in that it seeks a relatively permanent change in an individual

that will improve lhe ability to perform on the job. We typically say training can involve the

changing or skills, knowledge, attitude, or behavior. It may mean changing what employees

know, how they work, their attitudes towards their work, or their interaction with their coworkers

or supervisor. For our purposes, we will differentiate between employee training and employee

development for one particular reason. Although both arc similar in the methods used to affect

learning, thcir time frames differ. Training is more present-day oriented; its focus is on

individuals' c urrcntj obs, enhancing those specific skills and a bilities to immediately perform

their jobs. For example, suppose you enter the job market during your senior yeor of university,

pursuing ajob as an HRM recruiter, Although you have a Business Administration degree wilh a

concentration in HlUl1anResource Management, when you are hired, some lraining is in order.

Specifically, you will need to learn the company's HRM policies and practices, and other

pertinent recruiting practices. Tbis, by deflilition, is job-specific training, or training that is

designed to make you more efTectivein your current job,
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Employee developmcnt, on the other hand, generally focuses on future jobs in the organization.

As your job and career progress, new skIlls and abilities w)\1be required. For example, if you

become a director of HRM, the skills needed to perrorm that job are quite different than those

required for recruiting candidates. Now you will be required to supcrvise a number of HRM

professionals; requiring a broad-based knowledge of HRl\-{and very specific management

competencies like communication skills, evaluating employee performance, and disciplining

problem individuals. As you are groomed ror positions of greater responsibility, employee

development efforts wl1lhelp prepare you for that day.

Irrespective of whether we are involved in employee training or employec development, the

same outcome is required - learning. Learning is critical to making employees more effective

and efficient on the job, so let's take a look at what we mean by learning ( Human Resource

Management, De Conzo/Robbins, Fifth Edition. Page 237 - 238).

6.2.1. Training and Learning:

We have previously described training and development as a learning process. Of course, much

of an employee's learning about ajob takes place outside of specific training activities. But ifwc

are to understand what training techniques can do to improve an employee's job perfoffilanee,

we should bcgin by explaining how people learn.

6.2.2. Theories of Learning:

Learning is the process of bringing about relatively permanent change through experience. This

can be done through direct expenenee - by doing, or indirectly, through observation. Regardless

of the means by which learning takes place, we cannot measure learning per se; we can only

measure the changes in attitudes and behavior that occur as a result of learning. Two ways have

dominated learning research over the years. These are operant conditioning, and social learning

theory.

Operant Conditioning: Operant conditioning views learning as a behavioral change brought

about by a function of its consequences. People learn to act in a manner to achieve something
they want, or to avoid somethmg they do not want. The tendency for an individual to repeat such
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behavior, then, is innucnccd by the reinforcement (or lack there of) stemming from the

consequences of behavior. Reinforcement, therefore, strengthens actions and increase the

likelihood that individual will repeal the behaviors. AI; originally proposed by BY Skinner,

operant conditioning focuses on learning from external sources, as opposed to learning that takes

place from within. Skinner and his followers have argued that by creating conscquence8 to

follow certain behaviors, the frequency of that behavior will be altered. That is, individuals will

most likely engage in a ppropriatc behaviors jf they are reinforced for doing so. For example,

suppose you are unsure a bout spending the time to answer the 'Testing Your Understanding'

questions at the end of each chapter. For the first exam, you do; and you score very highly on the

exam, For exam two, however, you did not ha~e the time, slacked off, and did not answer them

at all. Your second grade was significantly lower. Operating conditioning, then, would imJicate

that you will be studying the questions again (the modified behavior), because there was a

positive reward (reinforcement) in doing 50. This same analogy applies to your work. If by

learning, as demonstrated by some proficiency level, you will be taken off probation, then thal

reward will foster a learning endeavor. In operant conditioning, there are four ways in which

behavior can be shaped. These are positive reinforcement, negative reinforcement, punishment,

and e){tinction. PositIve reinforcement provides a pleasant response to an individual's actions. A

raise, promotion, or even praise for a job well-done would encourage the behaviors to continue.

Negative reinforcement involves a reward that is unpleasant." Writing-up" employees who fight

on the job or who take extended lunch breaks would serve as disincentives to not engage in lhose

behaviors. When those behaviors stopped, so too, would the negative reinforcement.

6.3. Appraisal:

An effoctive performance appraisal system can create competitive advantage
by improving employee job performance in two ways: by directing employee behavior toward

organizational goals and monitoring that behavior to ensure that goals are meet(Humall

Resource Mallagement, Lawrellce S. Kleimall, 1997, page 220),

6.3.1. Directing Behavior: A good performance appraisal system reinforces an organization's

strategic business plan by focusing attention on employee progress toward meeting their portion

of the plan. In effect, the appraisal system lets employees know what is expected of them and

54



thus channels their behavior in proper directions(Human Resource Management, Lawrence S.

Kleiman. 1997. page22]).

6.3.2. Monitoring Behavior: A good perfonnance appraisal system gives managers a way to

monitor subordinates' job perfonnances systematically and, hence, measure

adherence to the strategic business plan. Such monitoring enables managers to motivate

workers whose performance is 'on targel' by recognizing and rewarding their good job

performance. Further, managers can use performance appraisals to improve employees

performance, ifullsatisfactory, by identifying and correcting any performance problems

6.3.3. Designing An Appraisal System: Appraisal system development requires more than

mcrely choosing an appropriate rating insltumcnl. The designer of the system must also

determine how it will be develop and administered pag(232). UniSA follows the below listed

steps to develop an effective appraisal system.

Step#l: Gaining Support For The System:

An appraisal system cannot be fully successful unless it has the support of the entire workrorce;

it must be acceptable to appraisers, employees, and upper management. If appraisers do not

approvc the system, they may respond with direct resistanCe or sabotage. I'or instance, if

supervisors are not convinced that the system is practical, and think it is just another time-

consuming, personal paper work requirement having no 'real-world' significanCe, they may not

properly complete the forms. If employeeS do not trust the system or feel It is invalid, morale and

motivation will drop and the possibility of a lawsuit will increase). The org311ization must

develop a system ill which everybody has respect upon it.

Slep#2: Choosing The Appropriate Rating Instrument:

Before choosing the rating instrument the organization must consider many factors. Three ofthe

most important factors - praclicality, cost, and nature of job - are discussed next.

The performance appraisal instrument must be practical if it is to meet the needs of the

organization and should be easier to implemenl without taking several years to develop.
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The cosls of an appraisal system include development costs (e.g., constructing an appraisal

instrument), implementation costs (e.g., training appraisers, developing written guidelines),

utilization costs (e.g., appraiser's time observing, rating, and giving perfOlTIlanCefeedback). All

things being equal, the lower the cost, the more useful the system

The nature of the job being evaluated has an important bearing on the appropriateness of the

various rating forms. For example, Behavior Qbservation Scale (BOS) and Behavior Anchored

Rating Scale(BARS) are require appraisers to'rate employee job hehaviors. As a general rule,

executive, managerial, and professional employees are usually rated based on results; employees

occupying lower"level jobs are most often rated on behavloral or trait-oriented criteria (lluman

Resource Management, Lawrence S. Kleiman, 1997. page236).

University of South Asia, selected result oriented and behavior oriented rating instmments for

teachers, counselors, business development manager, teaching assistance etc. It provides better

access to judge both result oriented and behavior oriented factors at a time. Proctor of the

university is responsible for such appraisal for all employees once in a year.

Format: Appraisal For Performance

6.4, Promotion:

University of South Asia decided that promotion and increment of faculues would be based on

teacher's evaluation process (50% weight age), number of teaching & industrial experiences

(30%weight age), and nwnber of articles per year (20% weight age). University is more concern

about Teacher's Evaluation Process because other two factors are easy to obtain. The University

is interested in detennining the type of educational setting most conducive to higher facliity

evaluations from students - MBA courses, higher-level undergraduate courses, and lower-level

undergraduate courses. Since the faculty's semester work load at this institution is three courses,

after taking random sample of six faculty from business school who had been assigned one

course in each of the three aforementioned types of educational scttings and retrieved their end-

of-semester evaluation fonns.
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The results below arc mean (X-bar) rating on a 5-point scale (l = poor, 5 = outstanding

performance) to ilie question (Sec the Teacher's Evaluation Form). Each ofilie ralings is Irom

classes containing 10- 25 students. These are lisled as follows:

Faculty MBACoarse Advanceduvcl BBACourse Lowor_Lov<IIIIIACou". Mean.

RO' 4,40 4.20 4.30 4,30

MR 4.70 4.00 4.10 4.27

" 4.50 4_30 4.00 4,27

M' 4,40 3_90 4.65 4.]2

KA 4.10 4.00 3_50 3.87

M", 4.55 3.75 3.75 4.01

Tolals 26.65 24.15 24.30

Mean5 4.44 4.03 4.05 X_Double Bar

~ 4.1~

ANOVA (Analysis of Variance):

To identify the individual's teaching abilily, ANOVA has been designed. In a randomized block

dcsign model the total variation in the outcome measurement is the summalion of three

components --- among-group variation (SSA), among-block variation (SSBL), and inherent

random error (SSE),

Total Variation (SST) ----------- ---- ---- - --------,
~':'~I3~oc_~_~aria~:tll (SSDL)-.J

Figure # 5: Partilioningthe totalvarioliollin " randomizedblockdc5lgnmndel

Development:

To develop the ANOYA procedure for the ranqomized block design model we need to define the

terms as follows:
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Xl)= the value in the iL" block for the j'"treatment group.

XI-bar = the mean of all the values in block i.

X,- bar = the mean of all the values for treatment group j.

LL X~= the summation of the values over all blocks and all groups - the grand total.

r = the number of blocks

c = the number of groups

n = the total number of observations (where n = rc)

X-double bar (Overall or grand mean) = LL XI)/I"<:

SST (Sumof SquaresTotal) ~ LL {Xij - X-double bar)2

SST is a measure of the variation among all the observations.

SSA (Sum of Squares Among Groups) = L (Xj.bar - X-double bar)l

where, Xj-bar =L Xij Ir, here Xj = tbe trel!'tmcnt group means

SSBL (Sum ofSquarcs Among Blocks):

1t is measured by the sum of the squared differences between the mean of each block Xi-bar and

the overall or grand mean Xdouble-bar, weighted by the number of groups C.

SSBL = L (Xi-bar - Xdoublc_bar)2 ,here, Xi-har =L Xij Ie (the block means)

SSE = IT {Xij- Xj-har - Xi bar + Xdouble _bar)l

The inherent random variation also called the sum of Squares Error Is measures by the sum of

the squared differences among all the observations after the effect of the particular treatments

and blocks have been accounted for.

MSA (Mean Square/variance among groups) = SSA/C-l

MSBL = variance among blocks =SSBL Ir-l

MSE = SSE I(r -1) (c- 1)= mean square error
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Calculation:

X-double bar"" LL Xij f rc = 75.1118 = 4.17 , here r = 6 and c = 3

SST = LL (Xij - X-double bar)l
~ (4.4 _ 4.17)' + (4.7 --4.17)' + (4.5 - 4.17)' + (4.4 _ 4.17)' + (4.1 - 4.17)' + (4.55 - 4.17)'

+ ( 4.2 -4.17)' + (4.0 _ 4.17)' + (4.3 - 4.17)' + (3.9 - 4.17)' + (4.0 - 4.17)' + (3.75 - 4.17)'

+ ( 4.3 _ 4.17)' + ( 4.1 _ 4.17)' + (4.0 _ 4.17)' + (4.65 - 4.17)' + (3.5 - 4.17)' + ( 3.75 - 4.17)'

SST ~ 1.8762

SSA ~ r L (X _bar - X-double bar)2 = 6 (4.44 -4.11)' + (4.03 - 4.17)' + (4.05 -4.17)'
J

~ 6(O.11169)~0.6414

SSBJ. - C L (Xi-bar -Xdouble-bar)2 ~ 3 I (4.3 -4.17)' + (4.27 -4.17)' + (4.27 -4.17)'

+ ( 4.32 -4.17)' + (3.87 - 4.17)' + (4.01 - 4.17)']

=3 (0.175) = 0.525

SSE ~ II (Xij - Xj-bar- XI bar + Xdouble _bar)2

- (4.4 -4.44 -4.3 + 4.17)' + (4.7 -4.44 -4.27 + 4.17)' + (4.5 -4.44 --4.27 + 4.17)'

+ (4.40 -4.44 -U2 +4.17)' + (4.10 _ 4.44 _3.87 +4.17)' + (4.55 -4.44 --4.01 + 4.17)'

+ (4.2 - 4.03 -4.3 + 4.17)' + (4 -4.03 --4.27 + 4.17)' + (4.3 --4.03 - 4.27 + 4.17)'

+ (3.9 -4.03 --4.32 +4.17)' + (4.0 --4.03 - 3.87 + 4.17)' + (3.75 -4.03 - 4.01 + 4.17)'

+ (4.3 -4.05 --4.3 + 4.17)' + (4.1 --4.05 --4.27 + 4.17)' + (4 _ US --4.27 + 4.17)'

+ (4.65 -4.05 --4.32 + 4.17)' + (3.5 --4.05 -3.87 + 4.17)' + (3.75 _ 4.05 --4.01 + 4.17)' ~ 0.7038

MSA- SSA/C.l=O.641412=0.3207

MSBL~ SSBL/r-l ~ 0.525/5 ~ 0.105
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MSA- SSA/C-' =0.6414/2=0.3207

MSBL- SSBL/r-l=0.525/5=0.105

MSE = SSE/(r -I) (~- 1)= 0.7038/ (5) (2) = 0.07038

Among Tre.tmenll, F = MSA/l\fSE = 0.3207/0.07038 ~ 4.56

Amung Block.•, F = MSBU.\-fSl: ~ 0.10510.07038~ 1.49

Le\'el of C/lnfidcnec - 95% has been comidere<l.

H 'I-' ~I-'=------1-'o 1 2 c
II : Not aU I-' are equal (where j = 1, 2, --- C)
, j

'Relection Crcfcri.

Reject H if.':> F
o u [(e-l),(r-l) (c-l)I

AMONG TREATMENTS

otherwise do not reject" .o

Found that, l' =MSAIMSE ~ 4,56 and F = 4.10 from (S"'II.'tical Quailly Co"tml, D()ugl".•C.
u [2, 10]

MO'llg()'"o'y 1991, Appendix V, A_I2)

Here, F;> F ,Reject "u. There i, an evidence ofa d,lierenco in (he average score ofth. diITc,ctll
u [2, 10]

busmess cou"~,,

AMONG BLOCKS

F = MSBUMSH ~ 0.105/0,07038 ~ 1.49 and F ~
u l(r-l), (r-') (c_l)]

(Slul'.weal Quality ('ontml, Douglus C. MO>l/gome,y1991. Appendix V,A-I 2)

F ~ 3.33 from table
u l5, 10]

Here, F :> F Tllus, do not reject Ho, Tha( means, there is no ev,dence or a d,fference among (he
u [5, 10]

group, 01 facully, Thus,
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CHAPTER 7:

Marketing strategy
7.1. Public Relations:

Public relations (PR) involves a variety of programs designed to promote or protect a company's

image or its individual products. A public can facilitate an organization's ability to achieve its

objectives. Public rclation has often been treated as a marketing stepchild, an afterthought to

more serious promotion planning. But the wise organization takes concrete steps to manage

successful relations with its key publics. Most companies opcratc a public-relations department.

The PR department monitors the attitudes ofthe organization's public and d,sttihutcs

information and communications to build goodwill. When negative publicity happclls, the PR

department act as a troubleshooter. The best PR departments spend time counseling top

management to adopt positive programs and to eliminate questionable practices so that negative

publicity does not arise in the first place. They perform the following five functions (Murkel;ng

Management, Philip Kotler.p 608. Tenth Editioll),
1. Press relations: Presenting news and information about the organization in the most positive

light. Most of the private universities of Bangladesh are presenting news and information this

way.

2. Product publicity: Sponsoring efforts to publicize specific products.

3. Corporate communication: Promoting understanding of the organization through internal and

external communications.

4. Lobbying: Dealing with legislators and government officials to promote or defeat legislation

and regulation.

5. Counseling: Advising management about public issues and company positions and image.

This includes advising in the event of a product mishap.

Establishing the Marketing Objectives:

Marketing Public Relations directly support corporate or product promotion and imagc making.

Thus MRP, like financial public relation and community public relation, serves a special
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constituency, namely the marketing department. Marketing Public Relations can contribute to the

following objectives:

• Build awarencss: MRP can place stories in the media to bring attention to a product, scrvicc,

person, organization, or idea.

• Build crcdibility: MRP can add credibility by communicating lhe message in an editorial

context.

• Stimulate the sales force and dealers: MRP can help boost sales force and dealcrs

enthusiasm. Stories about a new product before it is launched will help the sales force sell it

to rctailers.

Major Tools in Marketing Public Relations:

• Publications: Organizations rely on published materials to reach and influencc their largct

markets. These include annual reports, brochures, artielcs, company newsletters and

magazines, and audiovisual matenals.

• E'.ents: Organizations can draw attention to new products or other company activities by

arranging special events like news conference, seminars, contest and competitions,

anniversaries, and sport and cultural sponsorships that will reach the target publics.

• News: One of the major tasks of public relation professionals Is to find or create favorable

ncws about the organization, its products, and its people. News generation rcquircs skill in

developing a story concept, rcsearchmg it, and vl'Titinga press release. Bul the PR pcrson's

skill must go beyond prcparing news stories. Getting thc media to accept press releasc and

attend press conferences eaUs for marketing and interpersonal skills.

• Speeches: Speeches are another tool for creating product and company publicity, Lee

lacoeca's charismatic talks before large aud.lences helped Chrysler seU its cars. Private

university usually arrange inauguration speech, orientation speech, opening speech for

seminar and other diffcrent types of programs. These activity create image for thc university

and build a relationship with community, business and industry.

• Public-Service Activities: Organizations can build goodwill by contributing money and time

to good causes. Large organizations typically ask executives to support community aifalfs. In

other instances, organizations will donate an amount of money to a specific cause.
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• Identity Media: In a society marked by sensory overload, companies compete for attention.

They need a visual Identity that the public immediately recognizes. The visual identity is

carried by company logos, stationery, brochures, signs, business forms, business cards,

bnildings, uniforms, and dress codes (Marketing Management, Philip Koiler, Page 608,

Tenth Edilion)

Implementing the Plan:

Implementing public relations requires care. Consider placmg stones in the media: A great story

is easy to place, but most stories are less than great and might not get past busy editors. One or

the chief asscts of publications is their personal relationship with media edltors. PR people look

at media editors as a market to satisfy so that these editors wIll continue to use their stories.

Evaluating Results:

Markcting Public Relations' contribution to the bottom line is difficult to measure, because it is

used along with other promotional tools. If it is used before the other tools come into action, its

contribution is easier to evaluate. The three most commonly used measures ofMPR effectiveness

are number of exposures; awareness; comprehension, or attitude change; and contribution to

sales and profits. Sales-and-profit impact is the most satisfactory measure (Marketing

Management, Philip Kotler, Page 608, Tenth Edition). University of South Asia is using tho

following method to find out the contribution margin added by public relation investment as a

semester (4 months) basis. The first semester total student were 42 and anlOllg them 10 were

from coaching centers.

Total sales increase

Estimated sales increase due to PR( 24%)

From corporate communication

Contribution margin on product sales (15%)

Tolal direct cost of the program

Contribution margin added by PR investment

Tk.12,60,000

Tk.3,00000

Tk. 45,000

Tk .. 20,000

Tk. 25,000
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7.2 Theorits of Marketing in Higher Edncation

Higher education has faced criticism from many quarters in recent years. attacking curriculum,

standards, personnel practices, costs, and a sense of unresponsiveness, If viewed from a market

perspective, it might be observed that the production that higher education represents is being

criticized for failing to meet the needs of the consumer, represented by society. The process by

which the producer prepares an offering and interacts with the conswncr is typically referred to

as marketing, and is described in a body 0 f marketing theory. The theoretical perspectives in

marketing literature provide insights that could help institutions in thinking about their market

relationships and responses to current market dynamics.

The general definitions of a market envision a coming together of buyer and seller. For this study

market is the con~truct for the environment in which exchanges occur, Exchanges are defined

broadly, distingnishing them from quid pro quo transactions. The idea of a market requires that

some participating parties have options for their exchanges; hence, it is implicitly competitive.

The concept of a market is not restrictive of who may participate, and exists for non-profit as

well as profit-taking enterprises,

Market relationship refers to the interaction of two parties who have previous or ongoing

exchanges. Marketing is putposeful interaction in the market by those who seek to attract

exchanges. Marketing is seen as activity that is di~tinct !tom selling (Fennell, 1987). In terms of

higher education, Philip Kotler (Kotler & Fox, 1995) offers the following:

Marketing is the analysis, planning, implementation and control of carefully formulated

programs designed to bring about voluntary exchanges of values with target markets to achieve

institutional objectives. Marketing involves designing the institution's offering~ to meellhe target

markets' needs and desires, and using effective pricing, communication, and distribution to

inform, motivate, and service thesc markets (p, 6),

The marketer is one who helps shape and present the market offering. This normally requires

some specialized knowledge of lhe value that is sought in exchanges by others. The role of

marketer is inevitably described as a creative one, Marketmg is conceived as a two-way

communication experience in which the marketer looks to some grouping of consumers to
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manifest a need, which the marketer seeks to fulfill. The marketer is clear about the idea that she

sbould havc a role in iihapingthe product, and that it liiher role by definition.

Higher education exists in a market environment in at least six respects. First, and most apparent,

it serves as a producer of educational productiiand services for its client population of students.

It seeks to market those serviecs to those who would seck edueahonal offerings. Second,

educational institutions seek to attract donations of value. This activity falls less comfortably

within some understandings 0 fa market, and relics upon complex concepts 0 f exchange as a

foundation of marketing. Third, knowledge-based services are provided to grant and contract

[unders. Fourth and fifth, educational institutions seek approval and gcneral support from a

larger community and thc society at large. This outreach falls under more complex pcrspectives,

touching on social and cultural environments and relationships. Finally, higher education

institutions exist in a market relationship with their suppliers and personnel. These interactions

suggest that the theoretical constructs of marketing should bear upon institutions of higher

cducation. Though there may be many differences, the operations oftbe markets in which higher

education participates should bc consistent with market theory.

Some differences are notablc. Higher education has very complex products, and it is not a simple

matter to identify and attribute value-producing activity. The exchanges in which higher

education participates typically involve highly intangible matter. The institution itself is often

motlvatedby real goals that arise from coalitions within, rather than from the employcr or owner.

It competes in the market with other institutions, but lacks a profit motive to proVIdea measure

of success. With regard to the creativity of marketing, higher education generally has not

permitted the professIonal marketer to participate in shaping its practices. The Implications of

these and other differences are examined in the study.

This study begins with a discussion of the general theories of markcting and cxehange theory.

Theones of the linn describe the nature and motives of the producing enterprise. Market

paradigms and theories of competition include a look at the meaning of financial pcrfonnance

and the resource advantage model of competition. Theories of the eonswner explore thc

consumption expcricnce, relationship marketing, humanistic marketing, and postmodern

perspectives. The conclusion draws a few pointed observations from the analysi5.
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7.3. General Thwry

Various approaches have been taken to classify and categorize eonstruds in the flclll of

marketing, such as funellons, properties, activities, and other aspects. The single most pervasive

listing is the marketing mix and its "Four Ps" components: Product, Price, Place, and Promotion

(Waterschoot & Van den Bulte, 1992). The concept of the marketing mix dates to 1953 and

referred to "the mixture of clements useful in pursuing a certain market response" (p. 84).

Writers then started to itemize all those things that affect the marketing mix. The 4P approach,

attributed to Jerome McCarthy in 1960, became the dominant classification, which persists as a

staple of marketing litendure today.

The concept has not been without problems., There has been no agreement on just what this

group represents categorically, and the fourth P, Promotion, ollen has bccn recast as

conununication. The list does correspond to a list of "generic market functiolls" offerell by other

authors: configuration, valuation, facilitation, and symbolization (Waterschool & Van den Bulte,

1992,p. 86). The idea of classifying functions was further developed as:

I. Configuring something valued by the prospective exchange parly.

2. Determining the compensalion and the sacrifices the prospective exchange

party must make in exchange for the offer.

3. Placing the offer at the disposal ofthe prospective exchange party.

4. Bringing the offer to the attention of the prospective party, keeping its attention

on the offer, and influencing normally in a positive way its feeling and

preferences about the offer. This is communicating the offer (p. 89).

This functional taxonomy is helpful in describing the work of marketing. Recognizing that any

item may be executed perfunctorily, it is not difficult to see thai these are generally accepted

necessary conditions for exchanges to occur.

Attempts to define a general theory of marketing began appearing in marketing literature in the

late I960s. Robert Bartcls (1968) advanced a General Theory based upon seven specific theories.

Although found to bc problematic, the effort did provide a baseline for framing a marketing

definition.
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In Bartels's scheme, the theory of social initiative asserts that marketing is what a society docs to

provide the products in needs. The theory of economic separations says there are a variety of

separations between producers and consumers such as time, distance, information, and resources,

whieh are 0 vercome by marketing. The theory 0 fm arket roles, expectations, and interactions

says there is a range of roles society plays in the market interaction, such as manager, employee,

eonswner, competitor, and eommunity_ They all have a variety of expectations of the interaction,

which is, itself, the marketing process. The theory of flows and systems says that elements flow

through a variety or system of interactions in the marketing process. The theory of behavior

cOnstraints says economic factors represent only one of the many constraints in the interaction.

The theory of social change and marketing evolution says system and behavior patlems are not

static, but are continually evolving. The theory of social control of marketing says society exerts

control over the marketing mechanism.

Bartels's Genenl1 Theory is very general. It is fundamentally definitional and provides little

insight to the dynamics and mechanism of marketing. In 1965, Wroe Alderson (1965) advanced

a functionalist theoretical approach to marketing. He examined the marketing process in order to

determine how it works and concluded there are two significant, dynamic functions that interact.

Alderson conceptualized the functions as organized behavior systems operating in heterogeneous

markets. He argued that the marketing process is one that begins with "eonglomerate resources in

their natural state," and concludes with "meaningful assortments in the hands of consumers."

Marketing is the placing of those assortments. Alderson described a theoreticalIy homogeneous

market as one in which there is un-segmented demand for certain types of goods which are the,
same as those offered. In a perfectly heterogeneous market eaeh segment of demand can be

satisfied by a single segment of snpply. The job of marketing is to match Ulese segments.

The principal organized behavior systems are the household and the finn. The household has

power as a system because it offers a surplus to its participants that they would not expect to

enjoy alone. Finns exist as a specialization of production, and have a survival motive, becansc its

members believe they can receive morc for their production within the firm than acting alone.

Households are primarily consuming entities, an1 finns are primarily producing entities.

The assortments desired by each household differ and collectively represent a heterogeneous

market. Finns compete for differential advantage in obtaining the patronage of households,
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whieh leads to innovation in marketing (improvement in creation of assortments l'or the

heterogeneous demand). To meet heterogcneous demand, heterogeneous supply occurs when

new finns enter the field, which they do because they expect some differential advantage that

would give them an "ecological niche." Com~etitors move 10neutmlizc this advantage through

activities, which are intendcd to enhance value.to their own advantage.

Alderson's represcntation of market functioning can be seen easily to embrace the education

services activities of higher education. First, the household generally remains the organized

behavior system that seeks the education products for its members. The demand is very

heterogeneous, as families seek a broad rangc of education products. The firm, as cmbodied in

the educational institution, develops core products for specific segments of the markct of

households. Offerings and programs are broadened to providc more scrvices and serve a broader

range of the heterogeneous dcmand. The role of the market is to bring together these services

with that demand, placing, as it were, the appropriate assortment of education products in the

hands of thc consumer, A partIcular segment of demand may go unfilled or poorly filled, and

existing institutions may elect not to innovate to servc it. The market mechanIsm thus CreatC5thc

opportunity for new institutions to scck diffcrential advantage by serving that demand, or serving

a demand more satisfactorily than existing institutions. Existing instllldions might then move to

neutralize that advantage. In cases in which they would compete directly for the patronage of

some segment of the same households, they would attempt to create greater value for the

eonsumer.

These foundational efforts to describe marketing as a process and to articulate the functional

components of the market serve to lay the ground for understanding higher education as a market

entity. A much more fundamental c onccpt, however, is the role 0 f exchange as the root 0 f a

market transaction.

7.4. Exchange as a market event

The idea of exchange as the roundation or marketing has been a central theme for many scholars.

Some have felt that only certain types of exchanges transactions involving money or items of

clear value are appropriate concerns for tl)arketers. Others see a much broader range of
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exchanges as falling withm the market domain and the discipline of marketing as the sludy of

exchanges (Bagozzi, 1979).

A broader view 0 f exchangc recognizes the importance 0 fi nlerests. Litcrature 0 n n egoliallOl1,
places particular emphasis on the ideas of creating and claiming value around interests (I'isller &

Ury, 1991; Lax & Sebenius, 1986). Two parties may consider exchange of parlicular goods for

money. However, cach party typically has other interests at stake in the transaction, and can

create value by scrving the other party's interests, thereby expanding the scope of an agreement.

For instanec, a vendor has an interest in a continuing relationship, and a purchaser has all inleresl

in personalized attention. The vendor may be willing to accept less money in rctlU11for a promise

of a future satisfactory exchange if the present one is completed successfully_ These inlerests can

be understood very broadly, to the point of including psychological and emotional rewards, as

well as tangible retuTll.'iand behaviors.

Exchanges can be calcgorized according to their structure and participanls (Bagolzi, 1975). In

restricted exchanges, commonly seen as transactions, there is a direct quid pro quo. This type of

exchange, in which two aclors give to and receive from each other, is widely rccognizcd as a

domain for markelers, In generalized exchange at least three actors are involved, and each does

not benefit directly from the actor to whom she provided value. Rather, they enjoy a colleclive

benefit, or receive benefit directly from a party other than that to whom they gave valiJe.

Complex exchanges recognize some direct exchanges between parties while each receives a

general benefit. Almost all of the exchanges for higher edncation can be considered complex and

generalized.

The generalized and complex lypes of exchange inelude such highly organized interactions as

the marketing channel and public welfare. The marketing ehannel thrives on complicated

exchanges and intcractivc behaviors to exert influence lhroughont a wcb of snpplicrs and scrvicc

providers. Putting asidc thc qucstion of its role as a market participant, pnblic welfare represents

a complex exchange among the general public, the government, and welfarc rccipients, RctuTll.'i

for the general public include a sensc of security for minimal economic nccds and prevention of

the negative social and economic consequences of a population that cannot meet minimum,
economic needs.
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The content of exchanges may be utilitarian, symbolic, and mixed (Bagozzi, 1975). In symbolic

cxchanges the object of exchange has more meaning for the consumer than any utilitarian value

it might hold. In fact, most exchanges are not direct economic interactions, but "arc probably

characterized by the transfer of bundles of physical, psychic, and social entitles" (Bagozzi,

1979).

A broad understanding of the significance 01"exchange theory and the mallcr "r exchange is

critical for higher education. The abstract nature of the education experience, the enormous

symbolic value of higher education experiences, the lack of apparent tangible benefit for

charitable giving, and the complicated relationship with community settings and sociely at large

go well beyond the fundamental economic exchange.

Exchanges that are fundamental to higher education rclatc to six different constituencies and take

place with as many dilTercnt purposcs for the institution. Three involve the institution in the role

of producer, providing value primarily in return for monetary resources. Onc places the

institution in the role of consumer, exchanging money for production resources. And one blurs

the producer/consumer distinction. The most evident is the exchange interaction with the student.

Other exchanges exist with rescareh and contract funders, with donor patrons, with suppliers and

personnel, and with the community and society at large. It is important to recognize the range of

interests that constitute valUe in these exchanges.

The exchange with the student is typically the most visible and fundamental to the institution, in

that it represents the core product valuc the institution ostensibly cxists to crcate. As a restricted,

utilitarian economic exchange, the instilution agrees to providc an education expericnce of a

defined sort, along with some level of supporting services for a stated price, However, what each

party actually receives in the exchange goes well beyond this bare interaction.

The returns for the student in this exchange arc complex. Not only does she receive an education

cxpcrience, but evcrything associated with it has tremendous meaning. The field of study,

degree, and imprimatur of the institution all havc assigned symbolic meanings and values in the

culture at large, in the culturc in which the student wi1l abide in her work lifc, and in the CUltUfC

in which she abides in her personal world of family and friends. The fact that she is pursuing
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higher education at all carries its own cultural value, as well. All of these symbolic values will

have implications for her opportunities and potential capacities in her future.

For the institution, in addition to the tuition and fees, the student, herself, also constitutes a

"physical, psychic, and social entity." Some of the properties of the mdividual student may be

very desirable to the institution for lts own purposes. A strong athlete or musician may win

school recognition, which can improve its reputation and market position. A member oj"an ethnic

minority may make important cultural contributions to the edneation experienec of other,
students, as might a strong scholar or student leader, adding benefit and valuc to the core product

of the institution.

The exchange takes on complex aspects when the generalized benefit of the collective

contributions of all students is considered. By giving money to the institution, a student receives

benefit from other students who are a third party in the exchange, and a generalized benefit in the

education environment that is created by the specific students selected by the institution. It is

notable that, although the institution may intend for the student contribution to occur hy design,

it is not the institution that is adding lhe value directly. TIle student is recast in the role of

resource; in fact, the institution selects these resourees in that it selects some students and not

others, and all students do not pay the same tuition and fees.

A second exchange that involves the core work oftlle institution occurs with grants and contract

funders. Of all exchanges for income, this appears to be lhe most direct and economic, but it can

be deceptive. The grant funder solicits proposals to perform research or develop new practices

which the ftlnder believes should be done, selects from among competing offers, and awards the

grant to particular individuals and institutions. In return, the institution, through its personnel,

perfol1lJsthe service. Even if the grant is awarded to an individual, the institution is involved ifit

is part of her professional activity with the institution. The grant funder receives the service

pert"onnancein direct return, but may also benefit from the creation of a resource dependency at

the institution, special attention to its issues by the institution and the personnel involved, and,

somc would contend, the possibihty of influence upon the ideological independence of the

institution.
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For its part, thc instltution primarily receives funds to support the activity of thc grant In

actuality, the grant eXIsts more often as a partnership bctwcen the grant funder and the

institution, The mstitution may desire to pursue a particular research interest or to develop

certain changes in practices for its own rcasons, and undertakes agreement with the grant funder

that meets both its own interests and those of the funder. Broadcr benefits accrue to the

institntion, because the grant provides the support needed to specialize some aspects of its

enterprise, providing the benefits of specialization to other institutional efforts. The grant may

employ, for example, a specialist scholar. That expertise, while primarily directed toward serving

thc grant, will also be available to colleagues, students, and othcrs, and will affect the internal

structuresof the program, department, and institution, itself.

Thc successful acquisition and completion of a particular grant by a particular institution oftcn

has symbolic significance, as ascribed by the higher education and grants making community.

Through the grant the institution acquires recognition as a location whcre particular knowledge

resources rcsidc. That replltation has value to thc institution in leveraging its appeal to studcnts

and potential faculty. It is also critically important in leveraging additional awards from the same

and other funders.

Differing slightly from grants, contracts are let for institutions to perfonn dcfined services using

its particular resources. Such activities may include specialized in-scrvice training programs,

educational or cultural presentations, confcrcnccs and workshops, or preparation of special

intellectual property. Thcse are sometimes treated similarly to grants by the institution, and they

have many common aspects. The by-products of thc exchange are equally complcx, and serve
multiple interests for both the institution and the funder.

The institution cntcrs into a generalized exchange relationship with thc local community, one in

which both parties may be considered producers and conswners. The community accommodates

the institution, its disruptions, and its prcssure on services, and provides political support and

community services, while the institution provides knowledge based services, convenient access

to learning, cultural amenities, economic stimulus, and social prestige.

Thc institution also enters into an exchange with the segments of society represented by its

control authority and manifest in its student pool. In this case the institution provides education
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servIces of a defined nature in return for various resources, particularly monetary. Slate

institutions are involved highly in this excnange, and denominational schools have similar

lIITlII1gementsto varying degrees. For independcnt institulions there is less differcllti"tioll Ii'om

the exchanges with donors, The school provides a particular kind of education expericnce in

return for resources and other forms of support, such as preferential social and professlonal

aceeslifor graduates.

The institution has a less apparent exchange with those who donate money, becaulie the benefit

to the donor is less visible. Value for the consumer, or donor, is clearly detenmned by individual

needs, and in many cases, matter of high value to one may be of less value to another. Given that

there may be tax advantages to giving, the net perceived cost to the donor is likely to be

something less than the face value of the donation. Both the symbolic and utility values of the

donation alliomay be less for the donor than they arc for the institution.

In return fur largess, the donor receives acclaim for her altruism, both by the institution and by

society at large. This may be very fulfilling personally to lhe donor, but in many cases it also

opens up important social and economic opportunities. The institution may grant special

privileges within its own purview, while recognition as a donor is required for an invitation to sit

on many boards of directors, which can then lead to certain powers and other advantages, both

social and economic. Thus, these opportunitieli include those that are not directly provided by the

institution, as well as those Ihat are, again emphasizing the complex nature of the exchange.

The exchange relationships the institution maintains wilh its supplierli and persollilel mark itli

role as consumer, and its position at thc cnd of the marketing channeL Thili relationship differs

littlc from that of large scale servicc industries with their suppliers and pcrsonnel, although Ute

specific arrangemcnts with faculty may have few parallels beyond the academy. For thc most

part, these supplier and personnel exchanges are bargaincd interactions with all parties

attempting to maximize their returns. Thelieexchanges are also subject to agrecmcnts involving

non-economic faelors and contingencies.

Higher education is clearly involved in the market through its variouli cxchanges with a variety

of constituencies. Those exehangeli are highly complex and involve substantial benefits mixing

utilitarian and symbolic values. Interactions between institutions and their constituencies
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resemble profit sector exchanges in some ways, but rely upon different sets of value and costs.

Thcsc differences arc inherent in the different motives of the entcrprise itself, as suggested by

theories oflhe firm.

7.5. Theories of the firm

The market cxists as organized behavior systcms seeking exchanges to satisfy needs. The

consumerpart ofthc system is assumed to be motivated by consumption nccds, but it is less clear

what might constitute a production need. Production, in fact, can be more realistically conceived

as a mcans, rather than a goal. What is the inecntive to prodllce?

The motives and purposes of the firm arc important factors in its market behavior, and various

models have been advanced to understand firm motivations (Anderson, 1982). Thc schematic

approach of the ncoclassic model vests all decision-making in the single owner-entrepreneur,

whose intent is to maximize the dollar amount of profit. The markct value model bases busincss

decisions on how they will affeet the market value of the enterprise Itself. Thc agency costs

model recognizes the corporate structure, where managers act as agents of the owners, but may

have conflicting interests. A behavioral model sees the firm as composed of coalitions of

individuals who often have competing interests, making overall maximization or goal

performance impossible. In the resource dcpendence model, the firm focuses on maintaining its

resources and support from external coalitions. Anderson's constituency based theory draws

upon the bchavioral and resource dependcnce models, and focuses upon internal coalitions and

thcir relationship to external constituencies.

When applying marketing theory to public enterprises, the lack of a profit motive complicates
,

the discussion. Profit motive in higher educa\ion is substantially limited to some small, highly

specialized schools and proprietary institutions, which may be led by pnvate entreprencurs. It is

very rare that a traditional institution might change ownership or be publicly traded, as could

occur for most for-profit firms. While some decisions might reflect concern for the value of the

institution, they are more likely to reflcct public relations considemlions. The concern is for

appeal to students, donors, and the supporting public, and not for those who might acquire its

assets. Colleges and universities are directed by boards of trustees, who represent the community

and the primary funders. The board does not represent a defined body of shareholders concerned

74



with maximizing profits, but is normally concerned with maintaining resources and their

efficient use in pursuit of major goals. The president, as the board's agent, is expected to manage

the instItution toward board goals. There arc some costs to rcsOUN:esinvolved in tlJis agen.ey,bul

!hey are no! costs to profits and returns to shareholders. As descriptive modcls for Insti!u!ional

motives, Ihe neoclassic, market value, and agency eos!s approaches rcly too greaUy upon profi!

as a primary measure ofinstilUlional values.

7.5.1. Market I'nvironment and the Entrepreneur.

The neoclassic models sec !he market environment primarily as affecting the firm, and minimize

!he possible impact of the firm on the environment. II is now clear !hatthc firm that seeks to gain
advantage has the capacity to alter the environment for all firms (Savitt, 1987). Where the

neoclassic model saw the market environment tending toward equilibrium, !hc role of the

entrepreneur can be seen as purposefully disrupting equilibrating forces by creating new

alternatives for consumers and constraining the opportunities for competitors.

The entrepreneur seeks to alter the environment, simultaneously disrupting established patterns

in producer and consumer behavior, while building strong connections with consumers for her

own production. Environment altering strategies include maximizing consumer access and time

directed a t selecting and consuming the enlreprenenr's products, w bile minimizing access and

time directed at selecting and consuming competitors' products. The entrepreneur may also

attempt to inhibit access by other market participants to certain tangible and intangible resources

while maximIzing her own access. Retail producers follow these strategies in their competition

for shelf space and advertising space, and, in their promotions for repeat sales. Financial

institutions provide inducements for consumers to entrust them with all their financial affairs,

and they assess fees or penalties for choosing to go elsewhere.

In higher education, a variety of competitive strategies are often used, if less visibly. Institutions

and faculties act politically through professional and accrediting bodies to ensure tlmt all

institutions insist that students face certain education experiences that they might otherwise

avoid. Institutions frequently rely on coordinating boards to limit or define competing programs

at o!her institutions. There are typically many restrictions on transfer of credit from other

institutions. Branch campuses are developed in population centers not conveniently served by
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competing schools. Donors are given special incentives for regular, repeat donation, and they are

encouraged to enter into planned giving, thus pre-emptively tying up funds that 0 thers might

solicit. These and similar strategies seck to modify the compctitive environment in favor of the

institutions seeking advantage. What the successful institutions achicve is a resour~e advmltage.,

7,5.2.I<'inancial Performance in Higber Education

The firm described in the resource dependence and constituency based models produces \0

survive. To the extent that it may be unable to attract sufficient consumers to its product in the

future, the firm competes in order to survive. Survival alone, however, is insufficiCll\ for

understanding compctitive success.

A particularly valuable competitive measure is the firm's financial perfonmmce. Markct position

and effectiveness are not directly observable, but must be inferred from other indicators (Hunt &

Morgan, 1996).ln a profit-motivated enterprise, financial performance provides a clear feedback

cOUllllunicationregarding its abihty to compete efficiently and effectively for consumer

preferences. Higher education lacks the profit motive, and a similar aggregate indicator is

difficult to find.

Financial performance can be indicated by a variety of measures, including profits and retum on

investment, but these can be expected "to vary somewhat from firm to fim], industry to industry,

and eoumry to country" (Hunt & Morgan, 1995). The flcxibility to define financial performance

according to an industry criterion is a critical distinction for higher education. institlltions may

measure the accumulatIon of particular funds against prior years and other institutions, such as

levels of tuitIOn,grant, or donor income and state funding. But these do not express financial

performance in gencral. In fact, finanCialperformance in higher education finds a vcry different

expression from thaI in profit industry.

Clearly, institutions of higher education do compete anlong themselves and with other entities in

the six exchanges or markets Identified. They do take strategic action, and there arc expectations

for what should accrue from successfully competing. If a given institution were asked what

possible gains it sought from an improved market position, it would be unlikely to cite greater

surplus income for improved compensation to executives and lower draw on state funding and

foundation revenues.
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In fact, the list might include bettcr salaries, better facilities and equipment, more stafT,more

services, new programs, reduced faculty workloads, smaller classes, and more scholarship or

tuition-reduction support for sludents. Depending on tbe institution, its control and its mission

class, a desire for more students is likely to be focused, as in bclter prepared studollts or more

students for particular programs. For the most part, these gains that arc to be realized from a

better market position are evidently targeted toward further development of Ihe resource base

itself.

This observation suggests that, in a manner exactly opposite that of for-profit industry, financial

performance in higher education is really expressed by the institution's capacity to invest money

rather than extract it. The capacily to invest money is an indirect indicator of the capacity to

competitively attract inveslment through its exchanges, just as profit performance indirectly

indicates the ability of a firm t 0 competitively attract favorable market exchanges. Given the

desired benefits of sueccssfnl competition, above, the financial success of the institution is most

appropriately expressed by its capacity to invest in resources to produce a unit of value for the,
consumer. The capacity to invest might be ,measured by such factors as aggregate income

streams, net resource value above costs, or some formnla that might capture resource value.

Smaller classes, lower faculty workloads, better facilities, more staff, b elter salaries to attract

better faculty, and more services represent increased investment in resources allocated for the

benefit of each student, presumably to improve the educatIon experience. Increased funding for

prestigIOUSopportunities for donors, greater expertise at the service of grants and contracts, and

more clinics and cultural services for the community represent the increased allocation of

resources, enabled by greatcr funding, realized from successful competitive behavior. What is

more, this approach 011 the part of the institution becomes self-fulfilling because it further

enhances its comparative resource advantage.

A sludy of correlation between national rankings of institutions and their resource capacity as

related to some appropriate unit of production should be infonnative. Recent rankings of Ph.D.

programs illustrate the point (U.S, News & World Report, 1998, pp. 87-94). Recurrenl names in

the top five graduate schools for each of twelve humanities and sciences fields arc institutions

recognized to have tremendous resources, fmaneial and otherwise. These include Harvard,

Stanford, Ya1c, and Cornell Universities, and the University of California - Berkeley, among
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others. The basis for these rankings is reputation within discipline "for scholarship, carricalarn,

and the quality of faculty and graduate students" ( p. 189). Two of Ulese enleria are clearly

resources_ cumculum and faculty _ and the other two _ scholarship and studenls _ are outcomes

theoretically indlcallve of the quality of resources. The fact that the survey is reputational

implicitly recogniles the power of the reputation resource. Therc seems little question that the

top ranked institutions have the capacity to invest heavily in these resources.

7.5.3. Resource Advantage Theory

Resouree advantage theory rejects almost all of the fundamental asswnplions of the neoclassic

model (Hunt & Morgan, 1995). Demand is heterogeneolJs, highly segmented, and constantly

evolving. Neither consumers nor producers have perfect information, and what infomlalion they

can acquire i s 0 flcn costly i n time or money. The self-interest producers and c onslJmersmay

have i n maximizing their exchanges i s constrained b y a variety 0 fpersonal, social, and legal

influences. The resources employed by the producing finn are both tangible and intangible, and

include such important factors as core competencies and other capacities of a higher order that

are not widely distributed. These resources make each finn unique to some degree, giving it Ule

potential to hold a comparative advantage over other producers in the market. The role of

management is to implement strategies that yield a position of competitive advantage. This is

done by neutralizing advantaged producers through imitation, substitution, ilUlOvation,or

aequisillon of unique resources.

The resource advantage theory of competition operationalizes success as "superior financial

perfonnance" (Hunt & Morgan, 1995). This is to be measured against some referent which

"might be the finn's own perfonnanee in a previous time"period or that of a set of rival firms, an

industry average, or a stock market average" (Hunt & Morgan, 1996). While neoclassic theory

saw net profits as accidental departures from perfect competition and, therefore, somewhat

suspect, the resource advantage theory sees superior financial perfonnance as the primary

objective in finn behavior. As indicated above, financial perfonnance in higher education must

be measured differently from for-profit enterprises.
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The resource advantage model recognizes that each finn is a unique entity, a product of its

history, It has a unique mix of resources it has acquired or developed at its disposal, and the hasis

for a finn's compelitivc position is its mix ofresources.

A comparative advantage in resources exists when a firm's rcsource assOitment (e.g" its

competencies) enables it to produce a market offering that, relative to extanl offerings by
,

competitors, (1) is perceived by some market :;egments to have superior value <mu/or (2) can he

produced at lower costs (Hunt & Morgan, 1995).

The emphasis on uniquc resources as the primary basis of competitive advantage is particularly

apt for higher education. In the market for students, for example, multiple inslitutions may offer

highly comparable programs, but the education experience among instillilions will vary grcatly.

The differences will range from such tangible issues as cost, location, facilities, and time of

offering, to such intangible factors as faculty cxpertise and demeanor and the mix of studcnts

sharing and contributing to the experience.

Institutions compctc in several ways. As with other knowlcdge industries, advantages exist with

unique personnel resources. If one individual is reasonably unique, she is capable of committing

her services wholly, responsibly to one position, and institutions will compele among themselvcs

for this limited resource. Other institutions may attempt to acquire equivalent or superior faculty

resources. They may imlOvate, perhaps by team teaching or by developing the capacities of

existing faculty. Or they may find a new resource that offers superior perfonnance, such as might

be found by applying technology in thc place of somc faculty capacitics. Resource advantage

theory observes that different assortments of resources may be equally effective in producing the

same value for some consumers, suggesting that m any institutions c an 0 [fer equally e ffcctivc

cducation expcricnces in a given field, though they may differ in the parlicular mix of resources

employed,

The same rcsources may not provide the same advantage to different institutions, however,

because the resources may be interconnected wilh other resources at the same institution. The

effectiveness of a given faculty member may ditTer between two institutions because thc

profcssional environment, collegial interactions, and the influences upon the faculty member will

differ. The most difficult resources for other finns to acquire arc the complex resourccs that are

79



highly interconnected, or thosc tacit resources that are created in place. These qualities arc

common to knowledge resources in higher education,

The resource advantage model accounts for loss of advantage through internal and external

factors (Hunt &Morgan, 1995). Internally, a finn can fail to invest in its unique resources, fail to
,

understand what advantages particular resoun;es contribute, or fail to adapt as the competitive

envirorunent changes. These dangers are particularly notable for higher educatiun, and avoiding

them is not simple.

External factors in los5 of advantage include actions of consumers, govcrnment or competitors.

Changes in consumer taste may tum resource investments into liabilities, government regulation

or changes in law c an neutralize resources that h ave yielded advantage, and competitors may

acquire superior resources. Consumer taste has shifted in higher education, as is evident in

foreign language programs. Laws and regulations have ramped up particular program

requirements to the point some institutions could no longcr compete for those consumers.

Competitors are ever seeking opportunities to serve more students morc conveniently.

Comparable actions affee! competitive advantage with other constituencies, as well.

The resource advantage model primarily focuses on the finn and its capacity to compete in the

market. What firms compete for are exchanges with consumers. Models of consumer motivation

and interaction with the market reveal mnch regarding the resources that will contribute to the

advantage.

7.6. Theories of the Consumer

The question of who thc consumer is for higher education is complex. Thc education experience

is undertaken by the student, who is usually considered the consumer, but it may not be the

student who selects the experience or the institution, and it may not be the sludent who pays for

it. Ifsoeiety's needs arc considered, the studenl may be only one of the actual beneficiaries of the

education product. Parents and family represent another possible consumer, particularly as

purchaser. They often constrain the chOIceof institution and substantially underwrite its costs,

and current policy considers higher education expenses explicitly to be a family obligation. The

family is not general1y a significant beneficiary of the student's education, except sharing in,
whatever symbolic value it may provide. For state institutions, society at large substantially
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underwrites much of the cost of the education expenence and might be considered the consumer.,
Its interest is more gcnera!i7.ed,but more utilitarian in that it wants an educated citu,cnry mid an

educatedworkforee of a certain magnitude and level of preparation.

The neoclassic view of the market relies on the ideal that mutual and open exchange will meet

society's interests in providing the products it needs. The model hails the sovereignty of the

consumer in determining what is produced andwhat it should cost. In fact, consumers participate

in a wcb of transaction syslems, including such elements as private exchanges, undergronnd

markets, and the open market (Firat, DholaJda, & Bagozzi, 1987). Within the open markel,

consumers are part of multiple markets, and arc thought to be free to enler and leave them at will.

In the neoclassic vicw, this gives them the voice and vote of lhe pocketbook regarding

consuming needs. In reality, barriers exist of various kinds. Consumers may not have the

economic resources to enter a market, access to distribution, ability to acquire complete

information, the problem-solving capacity to compare and figure out the offerings, or time to

shop, transact, and consume, In a market economy the intcrests of the consumcr arc thoughlto be

articulated directly through the market interaction, which means that consumers with the most

monetary resources have the most effcctive voices in the market environment. Production is most

likely to be directed toward serving their needs for consumption, because they have the greatest

capacity for exchanges due to their greater resources to exchange for value,

It is importanl to observe and allow for alternative communication and mccntivcs to elicit

responses from the market. Those with fewest monetary resources also have needs for

consumption, some of which can be met in non-market exchanges through social nctworks. In

other situations they may resort to using political channels ndher than market interaction to

commllllicate needs, resulting in various forms of govermnent interaction in the market.

Rcgulation may be used to modifYsome consumer barriers, for instance, or public agencies may

be created to provide products in a way and at a price that the market does not, as in the case of

public education at all levels. Such resolution~ require that the consumer develop other forms of

power than monetary, and assume a posture that is sometimes adversarial to the market and its

participants.

In higher education, as with some other complex industries, comnlUnication through the market

can be slow and highly ambiguous. In the market for student enrollments, lhe consumer and the
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product arc not clearly identifiable. If the consumer is specified as the individual student, and if

the student had open choice to select the speeific education experiences she desired, degree

programs undoubtedly would look quite different. Parents and society, as consumers, usually

articulate much broadcr preferences. They want meaningful degrees, an assortment of skills, and

distinguished achievement.

The market for students is highly segmented, suggesting that consumers arc communicating their

preferences, There arc segments for a great many indIvidual programs and degrees, for a wide

range of institution sizes and types, and for levels of selectivity and prestige conferred upon

graduates. American higher education is considered the most diverse in the world. This array of

choices has occurred through entrepreneurial entry and identification of niche demand, and

through consumer choices expressed through the market. Where consumers have lacked acecss

to desired programs because of cost or other barriers, they have moved politically to have those

programs implemented at some public cost, or passed laws requiring removal of particular

barriers, such as prejudicial admissions and disability barriers.

Grant and contract funders engage in elaborate eommulllcation proccsses with institutions to

artieulatc their i nterosts, and their awarding behavior clearly communicates their expectations

regarding thc nature and qualities of services desired. Similarly, donors are expressive directly

regarding their interests, and institutions that fail to listen are unlikely to do well with them.

Society is concerned for the number and qualifications of graduates, but the interaction with the

community is morc complex. Both parties assumc both roles of producer and consumcr, and

often the community is unaware of this nature of relationship with an institution, or the idea that

it may be participating in a market exchange. The institution must work harder to determine the

value aspects of its offering in the exchange, because the community is less adept at revealing

them.

The shaping of an offering on the part of the producer requires understanding of consumer needs,

so that appropriate value may be offered. This calls upon the producer to consider the

implications of the offenng for the experience of the consumer.
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7.6.1. The Experience of Consuming

One approach to the consumer is to examine the experience of consuming, rather than simply the

decision to purchase (Holbrook, 1987). The idea of separating the concept of purchase dedsion

fromthe act 0 fconsuming h as Iess r c1evance,perhaps, for retail oriented marketers, but i tis

significant for service marketing and Instructive in considering the consumer in higher education.

Consumers are primarily engaged in consuming behavior rather lhan buying behavior, and

consuming is not a decision or brand choice activity. The behavior 0 f eonsnming focuscs 0 n

intangible factors rather than tangible ones, and represents investment of time, effort, and ability,

as opposed to money. There are also complex emotional components in the experience of

consumlllg. Finally, whereas decIsion bchavior regarding product choice is conveniently

bounded in timc, the consuming behavior may not be, The product may have a durability

property that is conceptually infinite,

For higher education this focus upon the consuming experience suggests several observations.

The decision experience for the traditional student, including campus visits and other preparatory

activities, may extend over the space of a year, but the consuming expericnce is substantially

longer and morc intensive. The invcstmcnt involved for the consumer is monetary, to be sure, but

higher education is consummately experiential. The consuming expericncc may be attached to

objects and activities, which are tangible and directly observable phenomena, but the objective of

the experience is quite intangible and barely 'measurable in many of its important dimensions.

The real consuming activity is the cngagement of some cognitive and affective change, The

durability factor also suggests that the consuming behavior that is, the use of thc specific

cdncation experience does not cnd with conferral of the diploma, It extends to some degree

throughout one's entirc life.

The consuming experience for grant and contract funders is more structurally bounded, but the

experience for donors does extcnd beyond the decision to bestow. Donors receive recognition

and certain benefits. many of them intangible, from their beneficence, and successful appeals to

donors arc known to give particular attention to donor experiences.
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Real concerns for the consuming experience imply thorough knowledge and unden;tanding of the

consumer as an individual. This does not occpr without effort by the tim], and it suggests the

importance of the relationship itself between the producer and consumer.

7.6.2. Relationship Marketing

It is generally a given in marketing that it costs more to attract a new customer (hall to keep a

returning one. This has placed new emphasis on the nature of the relationship between producer

and consumer. The result is the concept of relationship marketing, which allows the produccr to

engender repeated exchangcs with the same consumer by establishing a relationship of trust and

communication, and to understand better how to shape the offering to SUItconsumer needs.

The goal of relationship marketing is to maintain consumer satisfaction over time. This can be

defined as consumer-perceived value, which is the ratio between benefit and sacrifices as

perceived by the consumer (Ravald & Gronroos, 1996). Total costs to the consumer may include

indirect costs for such concerns as delayed delivery and distance to service, and psychological

costs, which can inelude purchasing effort and aggravation, unsatisfactory interactions with the

produccr, and worry over producer commitment or bchavior.

In some versions of the relationship marketing concept, the marketing focus is entirely on the

relationship and not on the product (Gronmos, 1996). A finn would not find competing on the

core business alone to be sufficient, and must compete on the total offering, of which the product

itself is but one element. All elements of the offering are examined for their value-producing

aspects, and those which do not proVIde consumer value are eliminated. Fmns dcvelop strategies

to bring to bear those resources that maintain a continuing satisfactory relationship with the

individual consumer.

A strong relationship WIth the consumer allows the producers to shape the benefits to meet

consumer need, increasing the net value. SOllie producers will attempt to add value in oruer to

increase price, which will nol increase net value, or ratio of benefit to total cost. Consumers,

however, prefer no price increase to increased' benefits. That is particularly understandable when

the value added is unrelated to consumer need, effectively yielding a lower net value to the

consumer.
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Higher education fils thc profile of producers who can bencfit from thc relationship marketing

approach (Tomer, 1998). It has the ability to make long-term commitment8 to students, donors,

grant funders, and communitics. It seeks hannonious, non_opportunistic relationships, and it is a

high servicc provider mther than primarily depcndent upon transactions.

A relationship marketing approach focuses upon elose study and interaction with thc consumer

ovcr time in ordcr to tailor the value in offerings to suit consumer need. liistitutions that use slich

an approach to students, for example, should exhibit reduced cxit transfers, greater completion

ratcs, and increased long tcrm student commitment. A relationship marketing approach to those

communities or social groups from whom students are drawn primarily would seek to hone the

education prodllct offerings to meet their needs as a constitllency. A relationship marketing

approach to the community should serve to enhance the local environment in which the

institution operates by helping it bccome more responsive to community nceds. It is clearly

advantagcous to maintain strong relationships that lead to rcpcated exchangcs with donors and

grant and contract funders. As a consumer, the institution is subject to relationships with

suppliers, and welcomes relationships that allow it to shape the offerings more to its particular

needs. The latter relationship typically is mor9 highly structured, particularly in state institutions,

but it does not prcclude ongoing relationships'Withsuppliers that are mutually bcneficial,

The fle:"bility for students/consumers to select a1temativcinstitutions/producers has increased in

recent years because of program standardization and variation in the pool of target studcnts. In

effect, each term's cnrollment represents a return purchase by, or cxehange with, the student. Thc

core product, when conceived as specific courses of instruction, has been made entirely modular

and the modules, under pressure from a number of sourees, practically have been made

interchangeable. Students may transport easily course credits from one institution to another to

fulfill common requirements. It is true that degree programs do exact some pcnalties for moving

around, and the e10ser to the degree, the more difficult to move, but student mobility has

increased, nevertheless.

In terms of relationship marketing, institutions concerned about the retention issue would acquirc

deep knowledge regarding consumer needs through investment in an interactive relationship with

the target student/consumer and her socio-cultural context. They would then examine the total

offering of the education experience for its composition of consumer-perceived value. Benefit
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clements would be enhanced as possib1c,and sacrifice elements would be minimized. Sluuents

often encounter unanticipated or indirect costs, and experience many psychological costs above

and beyond the academic coursework. They frequently run afoul bureaucratic systems and

unhelpful staff, for instance. A relationship marketing approach to the source cultures of students

rcgarding tuition and fcc increases in recent years might have mitigated the image of higher

education as greedy and insensitive. The approachwould have tried to find ways of a(lding value

that would improve the net consumer-perceived value to the student and her family, and of better

communicating the constraints upon the institution,

7,7, Concluding Observations.

The picture of higher education that emerges Ihrough the marketing lens is complex and

problematic. Four large areas of discussion are suggested: the complexity of the higher education

product, the complicated social construction of higher education institutions, the operation of

financial performance in higher education, and an approach to the market that seeks consumers

for an existing offer.

(a) The products of higher education are very probleInatic.

In a general sense, higher education produces education experiences for its students, and stndents

with certain educational preparation for the larger society. In a specific sense. the producer is

ambiguous. The studcnt is simultaneously a consumer of the education experience, a resource for

the product provided to society and for the development of other students, and a producer of her

own learning. In a literal sense, higher education produces courses of instruction for students. All

other experiences, including all support services, are additions of value intended to eIllance the

consumer's ability to acquire the value of (he courses of instruction. Assessment of the value of

the education product, and of the resources that contribute to the value, is therefore very

complicated.

(b) As an organized behavior system, higher education IS particularly complex, which

complicates its market response.

An institution's mission goals may be defined by control authorities, but its operating goals are

more often detennined by intemal coalitions that are highly organized. These coalitions attend to
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different constituencies, and the ability of these coalitions to collaborate in shaping market

offerings is limited. Further, the time frame for responsiveness is also protracted, when compared

to profit-oriented enterprises.

Throughout most of higher education, the coalition most influential in shaping the education

offering, the faculty, maintains very limited relationships with the target market consumers, and

is unreceptive to guidance from any who do maintain close relationships. This is not to say that

no relationship exists, nor that none is attempted. Faculty look to the professions to provide the

criteria for the education offering and consider the profession to be the constitucncy thcy scrvc. It

is one constituency to be served by the program, a component of the society constituency, but thc

interests of the student, who controls the actual resource flow more dircctly, oflon are not taken

seriously. Further, the authority of faculty is institutionalized in a powerful shared governance

structure, which serves very well to isolate decisions about the education offering from infllJence

of investment appeal. Much of this can be attributed to short tenn self interest, but much is also

the result of profound convictions about the appropriate nature of the education cxpcricncc. In

higher education, as in other business, sober judgments must be made about the shape of the

offering in terms of the strategic positioning of the institution and the appropriate fit of its core

competencies and unique resources. The education offering shonld not easily shift to whatever is

currently hot (Kotler & Fox, 1995).

The independence of the faculty and the complex nature of their work also makes it very difficult

to add value through changes in practices, and, often requires significant investment ofresourecs.

Where change implementation in the core product in other industries may be a matter of weeks

or months, in higher education i t sometimes c an be generational. For-profit industry also can

Invest heavily in retooling, retraining, restructuring, or new facilities when it sees that there will

be at least compensatory return. The lack of comparable evident connections makes it luore

difficult to commit the kinds ofrcsollTCe allocation needed for change in higher education.

(c) Thc operation of financial performance and its interconnection with resources IS a

fundamental idea in higher education, and it must be thoroughly understood.

This study has proposed that competitive standing be measurCd by financial perfonnanee as

capacity to invest in resources. Where profit-motivated firms examine the monctary value that
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can be extracted from the enterprise, this proposition focuses on how much can be invested.

What remains unclear is an understanding of limits and how capacity to invest relates to

competitive advantage.

The profit from an organization is limited by its ability to attract favorable exchangcs and return

on investment. In order to achieve the highest profit, defined as income in excess of production

costs, investment in resources is limited to the threshold that will support a market offering that

can generate optimally productive exchanges. The most successful competitors will be those who

can extract the most profit as income in excess of resources and production costs. In other "ords,

superior financial performance.

If financial performance is measured by capacity to invest in resources, there is no theoretical

limit on how much can be invested. However, it must attract the investment to allocate to those

resources, and that represents the limiting factor and the motivation for competition. The

institution must shape a market offering that attracts investment, which comes from tuitions and

fees, grants and contracts, donors, state funding, and other activities. These funding authorities

are the consumers, and they provide investment at the level they bclicve the institution is

providing a product tbat suits their value needs. In other words, the open market does operate on

the basis of a traditional exchange of values. The difference from for-profit enterprises is that,

because profit is not an objective, there is no reason to extract value in excess of costs, and all

revenue is considered invested.

Recent reductions of investment by state funders suggest that the value of the product provided

by higher education institutions has less value to the society at large than the costs, as

represented by its investment. It may continue to have valUe for the individual student or grants

funders, but the value offering to society at large is insufficient to continue to attract the same

level of investment. The judgment may concern directly the education product, but it also may

apply to reputation and other value components.

The operation of this interaction can help analyze policy. For example, calls to raise admissions

standards have complex implications. More'stringent admissions standards would reduce the

number of students entering, although perhaps nol the number completing, reducing the draw on

resources allocated to serve students not completing. Reduction in entering students also reduces
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investment of tUitions by those studenls. The institution has two options, to accept eontradi"n

and reduce its investment in reSOllfees,or to compete more aggressively for the smaller pool of

more highly qualified students. In order to compete for tuition investment by those students, who

have already developed orientalions toward other produeersJillstitutlon~, the institution must

enhance the value of its offering, and realign resource allocation to support it instead of SlUdents

who are undetprepared. A thorough understanding of the target consumer is required, in order to

add desirable value, which suggests the importance or a relationship marketing approach. Then,

the institution must behave entrepreneurially and disrupt any present equilibrium and e~tablishcd

patterns of markel behavior while creating new bonds with qualified students. As noted above,

these actions are not simple matters in higher education institutlOns.
,

(d) There is a proactive role that institutions can take, which is not explicitly considered jn

discussion or these theories.

The emphasis in this study has been on understanding consumer needs and adaptmg to them, but

it is possible to seek oul consumers who need an existing product. Kotler and Fox (1995) provide

an explicit guide for doing this. An expansion of this is 10 consider the responsibility each

institution may have to proselytize for its mission, and for the values of higher education.

Institulions individually and collectively might pursue asocial marketing approach (KoUer &

Roberto, 1989). Social marketing is the practice of using marketing techniques to persuade

people to undertake some socially constructive change. The objectives may inelude simply

providing public information and public education, persuading the maximum number of people

10take a specific action, inducing people to change behavior for their own good, or attempting to

alter deeply fclt beliefs and values (pp. 18,19). Instilulional missions embody certain

commitments and principles concerning higher education itself, and to the extent that institutions

believe in their missions, it is appropriate to persuade others of the value of Utalbelier (Many

consider inducing others to share the belief would violate principles of intellectual freedom).

Higher education might serve long-Ienn interests if it can successfully persuade the largest

number of people 10value, seek, and support certain kinds of higher education experiences,

(e) A conscious market approach for higher education institutions raises a several other queslions

worthy of consideration,
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If an institution is in a markct relationship with the community, therc are implications for

institutional behavior with regard to competition. The institution provides a market offering to

the community in the form of services, amenities, and prestige, among other things, in return [or

accommodation and support. How aggressively should the institution compete with altcrnative

providers of value products that meet some of the same needs for the community"!Should an

institution seek to create and maintain a community dependency in order to incrcase the potential

cost to the community of a lack of agreement on matters of conecrn to the institution?

The focus of this discussion has been on the traditional student, .for whom a broad range of

desirable values can be offered. There is some evidenec that older students carry a different

market orientation. First, those with elear education objectives have a much narrOWerrange of

value needs. Second, they more likely will have personal resources to invest, but they will be

more demanding regarding the offering, and more critical of its value in rdation to their

investment. Third, the exchange will tend to be more restricted, and there will be less supporting

investment from community and society to fuifilllhe needs of older students. The benefit is seen

as being greater specifically for the student than for society at large. For these reasons, appeals

for exchanges with this constituency may require a very close understanding of its specific value

needs.

These are a few of the observations and questions that can be drawn [rom an examination of

higher edueallon through the theoretical perspectives of marketing. It is reasonable to conclude

that institutions might fmd ways to improve internal practices and market interactions by

examining their own markets and internal operations through these pen;pectives.

7.8. Summary

This study has argued that higher education exists in a market enviromnent in at least six

respects. It servcs students, it seeks to aUractdonations, it serves grant and contmct fundcrs, it

seeks approval and general support from the community, fiscal and general support from society.

and it conducts exchanges with suppliers and pcrsonnel. These interactions clearly place higher

education institutions in a variety of markets.

This study lookcd at general theories of marketing and exchange theory, and described the nature

of the exchanges with these six constituencies, Theories of the finn were cxplored, concluding
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that higher education is best described as a constitucney based, resourcc dependent, social

organization. In considering market paradigms, the basis of competition in higher education was

described by the resource advantage model, which specifies the objective as supetior financial

performance. This study argued that financial performance in highcr education is indieatcd by an

institution's capacity to invcst in resources, rather than profit-producing ability. In examining

theories of the consumer, this study argued that a relationship marketmg approach to the

consumer would yield the best information upon which to shape the market offer and to

engender rcpeat exchanges. Thc concluding observations noted particular concern for the

anlbiguity of the matter produced by higher education, the functioning of financml pcrJormance

operationahzcd as capacity to invcst cnabled by capacity to attract investment, the implications

of deeply invested internal coalitions for market response in higher education, the possibility of

an approach that seeks consumers for an existing offer and the use of a social marketing

approach, and questions concerning competitive posture in the community and distinctive

aspects ofthc market for non-traditional students.

Further scholarship might pursuc a number of propositions and implicatIons suggested here,

Thorough analysis of matters of value offered by higher education for the purpose of parsing the

value components would be extremely helpful in determining resource investment. Kotler

(Kotler & Fox, 1995) provides some help in his applied approach to marketing higher education

but primarily focuses on one constituency, The concept of financial performance as capacity to

invest in resources would benefit greatly from some empirical support. Further elaboration of the
,

constituencies served by higher education ins(itutions, and their interaction with various internal

coalitions would help devise better processes for shaping market offerings. The complexity of

thc situation is suggested by the idca that thc education offering directly servcs multiple

constituencies, at lea,t including the student and the profession. A fuller explication of the

interaction with the community seems warranted, because the mattcrs of exchange should be

more thoughtfully considered by both parties. Qualitative researchers should examine institutions

that are using social marketing approaches to asscss effectiveness and capture best practice.

Institutions of higher education face incrcasing pressures from many sources. The value of the

education producl i, being questioned, and investment by society is being reduced to the level

that accords to consumer-perceived value. It may be that thc consumer is tiring of accepting an
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offering from tra<.htional institutions that no longer carries the perceived value that merits the

investment 11may be a problem with the core product, or it may concern other values or the

absence of other values associated with it. It may be also that higher educatIOn has failed to

persuade the culture of its own value as it understands itself. Meanwhile, entrepreneurs allempt

to segment the market with carefully developed offerings, and leapfrog the traditional

institutions' advantage of taeit and interconnected resollrces by investing in technology. To

under:stand and respond in order to survive the gaining competition, a market orientation will be

critical for institutions of higher education.
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CHAPTER 8:

Quality of Research & Education Strategy

8,1. National system for quality education:

The team of national system for quality assessment, for both education and research should be

deployed in Bangladesh. This team may concern to the certain general requirements for the

quality assurance process such as:

the quality assessment reviews are periodic

the quality reports are public

the recommendation in quality reports arc to be implemented.

For the assessment of an education program, a faculty can compile a self-evaluation report,

which is a performance report On the contents, management and academic level of the program.

A review commiltee of independent exterrial experts can visit the faculty to gain in-situ

information abol.lt the program and the management processes. The committee reviews staff and

students; it also can evaluate the level of exams and final thesis of the stl.ldents. The report must

be produced by the committee present the findings of the committee, its opinion abol.lt the

education program and recommendations to improve certain parts of the program. This

procedure of external quality assessment of study programs could be monitored by the

Inspectorate of Higher Education, which could be established by the Ministry of Education,

Culture and Science. The Inspectorate should advise the Ministry on the follow-up of the

assessment and should visit the institutions after the certain period of the assessment, in order to

investigate which activities have been taken in response to the assessment.

The ql.laHtyof research can be assessed on a discipline-by-discipline basis at research program

level. A review should be conducted in each discipline, which involves the collection ofa large

amount offactual information about a particular research program, such as its mission and goals,

key publications over the past five years, research capacity per program, etc. The report

produced by this committee presents the findings of the committee, its opinion about the research

program, recommendations to improve the program, and indicators for the level of the programs
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in terms of scientific quality, productivity, scientific relevance and feasibi lity. For c~ch critcnol1

the indicator may range from 1 to 5. A score of 5 represents 'excellent', 4 denotes 'good', 3

'satisfactory', 2 'poor' and 1 very poor.

(WWV>'.cssex.ac,uk/gucstlaualletherland~DocwnentsfTUD%20-%200uality%20MAN, Nov

12,98)

8.2 Internal system for education quality management

The main clements of every university's internal quality management system for educatlon arc
listed below:

Tnternational accredltation.
Program Diredor.
Education qlIality management advisory commillee.
Yearly quality reports,
Evaluation tools.

8.2.1 International Accreditation:

To achieve quality in an international dimensi~n, and to be recognized internationally as a top-

level technical or business school, a national quality assessment is not enough for any university;

the quality of the university should be measured relative to international standards. Therefore,

every private university ofBangladcsh should have a plan to evaluate the education, researcb and

management performance of all faculties periodically by the internationally qualified and

authoritative body. American Accreditation Board for Engineering and Technology ABET), this

is the organization that is responsible for university engineering program evaluation and

accreditation in the USA, It is important to realize that accreditation is 110tequivalent to a

genuine quality assessment procedure. ABET accreditation is a system whIch assures that

graduates ofan accredited program are prepared adequately to enter and continue the practice of

engineering. ABET issues a statement called 'substantial equivalence', including that the

program meets a minimum set of criteria.

(www.essex.ac.uklgucstlauanetheriands/DocumentsrrUD%20-%200uality%20MAN, Nov

12,98)
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8.2.2 Program Director:
A clear allocation of responsibilities s crucial to the organization of qualily managemcnt

procedures. Careful planning and through assessment need to be accompanied by effectivc

mcasures, such as improvements, correction of shortcomings and promotion of exeellenec. This

is an important rcason 10 n eed an 'edueation program director' in every private university 0 f

Bangladesh. His or her most important task should be monitor the cohcrence and eDkicncy of

the edueation program(s); coherence in strueture and coherence in content. When necessary, the

program director is allthorized to intervene in the organization of the study program in order to

remedy bottle-necks, He or she is the advisor to the dean on the permanent improvement of the

quality of the eUrDClllaand educational organization, and is responsible for the implementation

of the improvemcnts. To be able to cxecute these tasks, a program diredor should be an

authoritative professor or an authoritative specialist on education and teaching, wbo largcly

operates on the basis of his expertise m the field of the study and as a teacher. The existence of

an education program director should be mandatory for all private universities of Bangladesh ill

order to maintain quality education.
(www.esscx.ac.uklguestlauanethcrlands/Oocuments/TUD%20-%2OQualitv%20MAN,Nov

12,98)

8,2.3 Education Quality Management Advis0'1' Committee:

The private universities of Bangladesh should establish the Education Quality Management

Advisory Committee as a university-wide permanent commillee for advising the Board on

matters related to quality assuranec in education. The main task of the eommittce, which consists

of professors, students and external members, to be monitor the initiatives taken by the faculties

to maintain and improve internal education quality assurance mechanisms, It aims at a,
managerial embedding of internal quality assurance procedures and at a close linkage bctween

internal and external quality 9.>suranceand feedback mechanisms. To do this, the committee

needs to seek an opcn and strong interaction with the faculty organizations. The committee may

advocates a long-term inductive approach, through bottom-up information gathering and

aggregation rather than a top-down defining approach. Thc committee should work on the

development of a basic sel of quality standards and proeedurcs on faculty quality management

systems, by building a consistent image of thc quality assurance systems at the faculties. The
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committee also can suggest to all facullies to prepare 'education policy plan'. This plan presents

a detailed overview of what the faculties have donc to implement recommenl1atiolls of the

extcrnal assessment committees, what they plan to do in the future and what educational

improvements they hope to achieve. The plan will be a useful instrumeut in defining goals,

policy, targets and projects for the faculties. Also, university can have separate committee

assessing the internal quality for postgraduate professional courses and for advanced design

programs (wwv.'.essex.ac.uklguesVauanctherlands/DoeumcntsffUD%20-%200nality%20MAN,

Nov 12,98)

8.2.4 Yearly Quality Report:

Pnvate university should introduce the concept of yearly quality report, in which each faculty

may have the opportunity to present a state-of-the-art picture on its education and researeh

programs. Thesc reports should be based upon the recommendations of the external asscsSUlent

committee and the education policy plans. Every two years these reports will be assessed by an

external group of experts, whieh consists of representatives from the academia, industry,

business and government. The yearly report quality report will be an important item for the

yearly managerial consultations between the Board and the deans of the faculties,

8.2.5 Evaluation Tools:

Quality management fully relies on thc timely supply of good information. This aspect is even

critical for the organization of internal quality management. Faculties need more direct

informatIOn On thc quality of their courses and teachers. To response this, concepl of course

evaluation should be introduced. In this concept the students are asked, by means of a standard

qucstiollllaire, what they think about various aspects of a course in which they havc participated.

This ecntral system of course cvaluation s~pplemenls several evaluation mslruments which

should develop by individual faculties. Two of these instruments are worth 10mention.

Direct student feedback on each course, by means of a designated group or students to

observe both teacher and class during the course and to report back their findings to thc

teacher.
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Publication of a series of booklets, which are produced annually by students and which

contain the students' opinion about some aspects of a limited number of courses offered hy

the university.

Continuous quality management is essential for improvement of the quality arid fur the

promotion of the idea. In this respect, the program director and the education management

advisory committee can play crucial roles.

8.3 Internal System for Research Quality Management

This is partly due to the fact that the research programs are assessed by external committees in

detail and that various aspects of the program are scored from 1 to 5. These statistics give us

already a clear indication whether the university is on the right track to achieve their mission.

Also, university can systematically request each faculty to submit a report six months after an

external quality assessment has taken place, in which the faculty should indicate how the

recommendations w ill be acted upon andwhich consequences will be given to the individual

research groups. The report which could be requested when the assessment results were

considered to be relatively poor.
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CHAPTER 9

ISO 9000 in Training and Higher Education:

9.1. ISO and its definition:

The International Organization for Standardization (ISO) was founded in 1946 in Geneva,

Switzerland, where it is still based. Its mandate is to promole the development of international

standards to facilitate the exchange of goods and services worldwide. ISO is composed of more

than 90 member countries.

There are various reasons for implementing a quality system that eonfonns to an ISO standard.

The primary reason is that customers or marketing arc suggesting or demanding compliance to a

quality system. Other reasons are needed improvement in processes or system and a desire for

global deployment of products and serviccs. Internal benefits that can be received from

developing and implementing a well-documented quality systcm can far outweigh the external

pressures. Most organizatiollShave found lhat the sYlitemhas led to

(a) Fewer on-sitc audits by customers.

(b) Increasedmarket share.

(c) Improved quality, both internally and externally (fewer complaints).

(d) Inlproved product and services quality levels from suppliers.

(e) Creates awareness of quality by employees.

(I) A documented fonnal system.
(g) Reduced operating costs. (Tu/al Qualily Managemen/, DR. 8es/erfield, 2""Editioll, pp 235

-236)

There are prevailing ideas, like: "Education is not a product". "ISO 9000 is for industries, not

relevant to education". "Education is not b,usiness, then why do we need ISO 9000?" But

experiencc, CUTrentsituation and examples show that academic institutes are facing compctitiollS

and uncertainty all over the world. That's why, many universities aronnd the world proved that

ISO 9000 is also for cducation, and they achieved compctitivc gains through ISO 9000

certification, Analogy can be drawn between a manufacturing system and an educational
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institute, in order to facilitate ISO 9000 QMS implementation. Student.s fJOI','through Jiffercnl

stages of development, similar to products flow through different work stations,

In many other cases, students have been termed as raw materials (input), product-in-proce"s

(while going through four years ofleaming) and finished product (output),

When the students appear for admission examination (test or interview), it is similar to mcurning

material inspection ofISO 9000 (Clause # 8.3). Uthe students ql.lalify, they are allowed to enroll,

similar to the raw materials' acceptance if they pass the incoming inspection. That means, more

than 12 clause are applicable to university for ISO 9000 certification. Recently, it has found that,
all twenty clements can be interpreted for uru-versity (ISO 9000 is not for ProductIOn Illdustries

Gnly: Configuration Requirements For Hospitals. Ulliversities. Computer Software

Development. Food (HAeCP). other Standards alld for Integrated InformatIOn Technology, Dr.

M. Ahsan Akhtar Hasin, ]"" International Conference and 7'" Annual Paper Meet, 15"

February,2002.IEB Chillagong Center, Chlllagong, pp 26 -27)

9,2. The Interrelationships between Quality Assurauce and ISO 9000:

To understand the potential impact of ISO 9000 on higher education, it is first necessary to focus

on thc interrelationship that cxists between quality a5suranee (QA) and ISO 9000. The approach

that manufacturing organizations have taken to achieve the quality edge has traditionally been

QA. Over the past tcn years, QA in the United States has evolved into total qualily. Increasingly,

training and education organizations are looking to use the same route to capture markels, Total

quality involves a systematic approach to identifying market needs and honing working methods

to meet those needs. Organizations can develop and implement their own QA and totul quality

management (TQM) programs, but many prefer to adapt a recognized standard and to seek

external approval for their system. Tn the UK, BS 5750 is the standard for QA and total quality

system. Internationally, BS 5750 is known as ISO 9000. The two standards are identical, excepl

1Il name.
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Many training and education organizations in Europe have begun to explore how they can adopt

this standard; a few atlained the coveted British Standards Institute (BSI) "kite-

mark'(eertificalion symbol) . Freeman, Richard (1992). Quality Assurance in Training and

EducatIOn. London: Kogan Page LI/ni/ed, p.IO.

The main reason why so few organizations have achieved certification lS the fae! that LIS

5750/IS09000 was initially designed for manufacturing industries. lis language ami approach are

alien to training and education. However, its underlying principles, which concentrate on

meeting customer needs, are fully applicable in the new training and education marketplace of

the global village. Somehow, then, ISO 9000 must be made applicable to training and education.

The ISO 9000 standards can be adapted for the benefit of teachers and students, without
,

compromising the professional standards whi~h teachers have developcd over many years, Many

of the consultants OilISO 9000 and TQM, whose backgrounds arc in industry, are inadvertently

persuading traillers and educators 10apply the standard in a matUlerwhich is ddrimcntal to good

teaching and, hence, to students. (Freeman, Richard (1992), Quality Assurance in Training and

Education. London: Kogan Page Limited. p.IO).

ISO 9000 certification could become a requirement for any ulllversity wanting to do busincss in

the international marketplace, cven though at this time that notion scems to bc a bit of a stretch.

While the strains of this stretching of BS 5750lISO 9000 show all too clearly, it remains a very

general set of principles for good management. As such, applying the principles to the

tcaching/learning process is often difficult. For example, the product of teaching is both the

quality of what thc student experiences (the teaching) and the outcome (what has been learned).

It is easy to monitor the outcome, but vcry difficult for a quality measurement system to monitor

the process. Of the fivc standards contained in ISO 9000, all have dired application. Sink,

Scoll(I99I). "The Role of Measurement in World Class Quality." Industrial Engineering. Jane

1991.

9.3. Getting a Feel for ISO 9000 Integration

The five separate standards in the ISO 9000 series are not easy to rclatc to training and higher

education. Indeed, some have almost no application in teaching and learning. The following are
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Ihe ISO 9000 module" that are or particular importance to training and education ( Freem"n,

Richord /992. QUI/lily A,'.l'Urancr in Trainin{i and Edum/ion. London. KOKan PaK" Limiled 1'1'

12-1J). Four oul of live standard have been des~ribed briefly as lollows:

9.4 Qu,lIity Man'lgement ~~~tem

9.4.1 Documented Quality System

9.4.2 Document Control System

9.4.3 Records Control System

9.5 Management Respon.ibility

9.5.1 Management Respnnsibility
,

• Communicate the lmportanee of meeting requirement~
• Establi~h the quality policy
• Establish qualit~ objectives
• Conduct management review meeting
• Provide adequate re~ourees

9.5.2 Customer Foeus

• Undcrstand and meet eustomcr(stlldent) requirements.
• Enhance cu~tomcr satisfaction

9.5.3 Quality Policy

• Appropriate to the purpose orthc organization
• Inclllde~ a commitment to meet rcquirement~ mld improve quality system
• Helps establish mld review quality objectives
• Is communicated and understood through the organization
• [s reviewed and evolvcs to remain suitahle

9.5.4 Planning

• Establish Quality Objectives

• Ohjectives are estahlished for all relevant fllnctions and levels.
• Plan and develop processes needed to create products mld deliver service.
• Plan these processes as part ofth", quality management system. (The SliIndard I!lus/ro/ions,

ISO 9001, Year 20IJUtdilion. Fdwld R. Be<lumon/,page-4)
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• Responsibility. Authority lind Communicativn

• Responsibility and authority is defined fvr people whose work affects produd and sen'ice
quahty,

• ThIS re~ponsibility and authority is communicated within the organi/.ation.
,

Here. organ-gram and job It'sponsibilitles must ~e clearly identiflcd.

9.5.5 Management Review

Thc final managcment role is the quality review. which i>;!i.Lrtheremphasized by the sdt~

adjusting nature of total quality systems. The manllgement review i, the engine tvr that process.

At iL, simplest. the review need8 to decide:

What information is needed to be ,ui1,ciently cerl<lin th"t the quality policy is being
implemented?

What information is needed to decide whether the puliey needs amcndment?

How frequently these data need to be collected?

Two types of d"ta arc important to assess the overall health of the university system. The>;earc:

Operational data: Course completion rales. award~ rales, absentee rates. repeat business rate~.
Total 9uality system data: Percentage of audil, completed on lime.

The management rcview shuuld contain a sensible balance between the two. Enongh data should

be provided to assure management thai nothing critical could b" going wrong. bulllO more.

9.6 Resource Management

9.6.1 Provide Rcsource~

• To implement and maintain the quality management system
• To continually improve elTectiveness of the quality management system
• To enhance studcnt satisfaction by meeling student requirement.

'1.6.2 Provide Competent People

This is another section whcre twining and education do not dillh from manulaeturing or scrvice,

ISO 9000 requires that for tho~e "clivil ie,I'Ihal affeel quulily. only properly trai ned staff be used,
,

This probably includes all staff, because traini!lg and education are vnly delil'crable by skilled
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~\<III Therefore, fnr staU in each area or function deemed critical. a proceJurc must be

e~tablished to;

• IdentilY tile trainin[; needs of the staff

• Provide the training

• Keep rceord~ oflhe training

This doe8 not mean that extensive skills teMs will nced to be con<.1udcd. In training and

education, most johs arc "'ell dclined. with clearly e~lablished standards or minimum

qualifications. Fnr cxamplc, a college may require thal all lecturers have:

• A first degree or profession~l qualification in their ~ubjeet~

• A further education teaching ~crtifjcate

If this is what is requircd for the job or le~turcr. thcn records for eacb lecturer mlLstshow thnl hc

or she ba~ ~umcicm qualificall<m~ to mcet the requiremenl~.

9.6.3 Infrastructure

Infrastructure ill higher educatioll should include:

• Building, workspace. classrooms. auditorium. library. computer lab, science labs etc.
• Process equipment, including hardware and soft"'are
• Supporting services. su~h as lran&pOI1or communicatioll, as needed to confoml to product

requirements.

9.6.4 Work Environment

Determine and mange the work environment needcd to meet product requiremenl~ or Univer~ily
Grant Commis~ion (UGC) requiremcnts.

9.7 Plnnning Production Procc~sc~

• PI,m and develop processes needed to create products and deliver service.
• Plan thesc proces~es a~ part of the quality management ~y~[em.
• Verificatioll, validation. mOnitoring, inspection. and tesl activi[ie8.
• Acceptance criteria
• Records "I' conformity
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9.7.1 Customer Relationship Processes.

Review Produd (I'rogr~ms) Requirements.

• Program requirements are defined.
• Contract or order changes are undcrstood and resolved.
• The institution has thc ability to meet the requirclllcnts.

Establish Custolller (Student) Communication.

Establish effective commlinieatiolJs with the customer regarding:

• Product (Program) information.
• Inquines, eontrucls, order handling. cle.
• Student Il.-cdbackand eomplaints_

9.7.2 Design Control System

In training and higher education. the design process is eomse planning. including the prepianning

necessary for teaching the course. All trainers and tea~hers would openly declare their rer~"nal

commitment to promising a yuality service. N""here is that assurance more imp<)]1ant than in

the design stage. Jr an organization plan~ the wrong course or develops the wrong course eoment.

whatever the quality of the dehvery, the course will still be \Hong. The main pUl'pose or the

design system" to take the idenlilied needs of the identilicd eustoiller and develop a way or

meeting them. Anything, which will be u~d to meet the customer's needs and must be designcd

is covered by thi~ ~ection. This could incillde:

• Curricllilim plans

• Course plans

• Jlandoub

• Learning matcrials

• Assessment materials

• Work placements
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ISO 9000 identilie~ live aspects "I" design control:

• Design and development planning - deciding who does what in the design ~y~lcll1

• Design inpul - making sure thc de,jgners know whatlhe cuslumer wants

• Design oulput- being clear ahout the final form the plans shuuld take

• Design verification - checking that the design solution is acceptable to the customer

• Design change, --- having a system 10ensure that any changes 10the design are approved by

tbe appropriate people

9.7.3 Purchasing S)'stem

Assume thal pal'l-time instructors arc considered "staff' rather lh,m "suppliers", only 0 smoll

range of items are covered in this module.

• Learning materials

• Consultants

• External examiner~ and assessors

• Awarding body services

1'01'each of the above, the organization needs 10coo~ider:

• The slandard of performance required

• rhe selection prvce,s

• The records the supplier (organimtion) is to keep

The re~u1ting list of approved supplier~

9.7.4 Process Control

The key to this module is 10view the "teaching and learning process" from the customer' s point

vf view. To apply this section to training ~ml education. what constilules process mustlirsl be

identified. The hcal'l of process is everylhing normally referred to as teaching, training, and

assessment. This comprises a wide fange ofadivities, including:

• '] caching (the presentation of material)

• Tutoring (as~isting individllalstudents with leal1ling difllcliities)

• Feedback to the sludenl

• Mvnitoring student progress
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• Adjusting the col1rsc to individlllil progress and needs (or moving the student 011 to ~ome

other course)

• Assessment of the student

• Maintaining suitable records "fprogress

In other words. anything which teacher:<.arc cxpected to do during the teaching process and

which is critical 10quality is covered by process control. In this context. a process control lisl for

training and education would have to cover:

• Standard for staff seledion, C.g" the required 'lualifiemions

• How the continuing relevance of staffskilb is monitored

• How staff development needs arc met

Additionally, il must be delermined which of the following prognllll> need control:

• Teaching methods

• Tutoring methods

• I-low leedb<lck is given to students

• How student progress is monitored

• How checks me made to ensure thaI student needs are slill being met

• How students arc as~essed

• Which student records are kepI

9.7.S Validate Special Prucesses

Identify all "special processes" - where ddiciencie~ become apparent only <Illerdelivery or use.
In the university environment, this sub clause is not suitably applicable.

9.7,6 Identify Product Throughont Production

This sub clause is related with student identi fiC<ltionnumber throogh the entire edLicalion<ll

process, !fproper identification is designed, in any slage (such as Freshman, Sophomore. Junior,

and Senior) of education ~tlldent (produel) will be easily identified.
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• 9.7.7 Protect Customer-Owned Pro pert)'

The two general arcas where this may apply arc the ~upply of mutcri,l!> ",,,1 IIII' supply "I"

equipment. But in university settings, it could be any credential of studenls ,ueh a~ lileil'

certificates, mark sheels, financial authorization ell'. Basically. the follo".;ng la,h llIay apply:

• En~uring that the correct items have been supplied on lime ami in usable condition

• Storing and retrieving items safely

• Reporting lost ur damaged good~

9.8 Mcuure, Understand nnd Improve.

9.8.1 Monitur and Measure

• Measure Customer (Student) Satisfaction.
• Conduct Intern"l Audits and measure the improvement.
• Monitor and Measure Quality Management Processes.

9.8.2 Internal Audit System

The quality policy and the procedures ean be well prepared, but this does not guarantec tilat they

will be followed. Auditing is the me<lnSby whieh the organization verifies th<lt the procedures

have bccn implemented. Regular chccks (audits) are made in a sredlie and sy~temalie manner to

identify whcther or not adherence to the procedures exist.;. This inevitably inv()l~es thc

potcntially threatening process of intervie",ing the people doing the work, \vho ean easily assume

that they are being inspccted. Huwever, this is not the case at all. This impres~ion has tu be

regularly dispelled by reminding everyone involved that it is the procedure that is heing audited,

not the person.

'1he entire management review system and the sel[~improvement naturc oftOial quality systcms

demand thatlhe systcm be continually checked to determine whcther it is performing according

to plan. This checking process is called audiling. because the methods it uses <Irevery gimilar to

lhll~e in financial auditing.
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••

9.8.3 Monitoring and Measuring Products

• RCl3in evidence the students meets the acceptance criteria of admission, Ill;nimum score i'l[
letler grade.

• Retain evidence of gnuJualion requirement>, Dean"s Lisl etc.
• Identify and mainlain monitoring and measurement status such <I~~ludclll~' acat.lcmic status-

FTe~hman, Sophomore, Junior, Senior.
• Complete all te~ling and verifi~alion before releasing the degree to students.
• Record who authorized release of the degree (0 student.

'1.8.4 Handlin:;: Nonconforming Product

This is a rather dillicult area to define in ISO 9000 terms, except if sluuenb are cla~sincd ns

"pmducts", in whi~h ~a~c students who huve fililed tests and assessments \\'ould be included.

Other items could include:

• Damaged or out-date books

• Tea~hing material that does not conform to the syllabus,
• In~orrect asscssmcnt items such as obsoletc grading syst~m,

• Gratluation unsuccessful pereentagc (with in five years education periotl)

ISO 9000 requires that the university lake thc appropriate steps to ensure that such items arc nol

usetl fur leaching, such as marking lhem oul of dalc.

9.8.5 D'ita Analysis

This sub clause is related with the followings:

• Students satisfaction data
• Product confonl1l1nee data that mcans graduating studcnts conformance data according to

degrcc requirements.
• Product (Studcnt) trend data such as graduation trend of dinerent program~.
• Improvement action such a~ thing to do.

9.8.6 COlTI'etivc lind I'rcnnlive Action

The corrective action process is the means through which a non-compliance is correcled. ISO

9000 requires a quality system to have a systematic method lor cort"C<:tiveaction. Because there



is no guarantee that the eorrectiv~ action will have been taken at the end of tlw agreed upon

period, the quality ~ystem must have a mean~ of acting on failure to implement currcdil'e action.

This would normally involve the auditor reporting the omission to ~omeone at a higher level In

the management chain. Corrective actions may be warrantcd in following cnses:

• Service/process nonconformity if observed or detected

• Non-conformity detected during audits, proce,s reviews, monitoring adivities, dc.

• On eustom~r (student) complaints

• Any other cllndilion

9.8,7 Continual Improvement

In higher education, cllnlinuous impwvement can be m~a,ured on the following j;ldors:

• Student satisfaction surv~y
• Student graduation rate within 5 years period
• Student characteristics and trends
• Academic proce~s eharaeteri~tics and trends
• Students' feedback and students' complaints,
• Noncontorming product and its contwlling and recording mechanism.
• UGC's yearly ranking sy~tem and impl'Ovement-suggcstions.

9.9 ISO 9000 QA approach:

The ISO 9000 QA appl'Oach to management is very similar to the dueumented method, but three

es~ential extras are added. (Spizizen, (iray (1')')2). "The ISO 9000 S{(llJd(lrd". Crmling" lev<,1

PI"yinj; Field F,r Inlernulional QU(llily"'. i\.'mional l'roduclivily Review. 1'1'.331-3-16, Summer

j 992).

_ A method to monitor how adherence to the ~ystcm

_ A method t'lr correcting l1li~la"es

_ A method for changing the system ifit has beeomc obsolete

This error-correcting aspect of ISO 9000 is very important. Mistakes and failures ",illllccur. und

the ISO 9000 bused quality syskm rceognizes that possibility and prepares for it. rhrec causes of

failurc arc recognized:
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- Hnman error

_ Failurc of input materials su~h as quality of ~tndents.

_Oh~olescence nfthe exisling method.

The quality system carefully distinguishes among these causes. In the liesl ~asc. the 1'1"1'01' 0'

omission is corrected; in the se~ond, the material lTIethod is amended. ISO i~. lilerdol'e. both a

sell~correeting and a learning system. It changes to relleet changing need~. It is known as a QA

rather than a traditional quality control type sys(~m.

9.10 Implementation of ISO 9000 in Higher Education;

').10.1 ~cnior Management Commitmenl:

rhe most important step in implementing a quality ~ystem that will meet or ex~eed an lSO \1000

standard is tn acquire the full support of upper management. The chief exe~ulive "fli~er (CEO)

must be willing to commit the resources necessary to achieve certification.

9.10.2 Appoint the Manag~ment ReRl'esentativ~:

This person is responsible for coordinating (he implementation and main!enan~e of (he quality

system and is the contact pcrwn (or all parties inv()iv~d in the pl'Oeess both internal nnd extemaL

It is important to note thaI the quality manager dose nol have to be the representative. 'lhe

implementation of Ih~ quality system should involve everyone in the organization. The standard

requires the management representative be a person who is able to ensure that (he quality system

is efTc~tively implemented and maintained irrespective of other responsibil itles.

9.10.3 Awareness;

The process is going to affect every member of tbe organization as well as require their inpnt. II

stands to reason th<ltevery one should und~rs(and the quality system, They shonld know how it

"ill afleet day-to-d<lYoperations and the potenti<li b~nclits.

9.10.4 Appoint an Implementation T~<Im:

After everyone ha~ been intormed of th~ organization's intentions to develop the quality sy~telTl,

an implementation learn should be assembled. This team shonld be drawn from all le\'cls and

area..\of the organilation.
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9.10.5 Training:

The implementation team, supervi,ors, and internal al.ldi( team shol.lld be trained. This a~ti\'i(y

can be accomplished by sending (e"m leaders for tr"ining and having them tmin the other !Cam

members or by bringing the lraining in-hOI.l,e for all team members thnll.lgh "one or two-duy

~emlllar.

9.10.6 Time Schedule:

This activily develops a lime schedule for the implementation and regislration of the ,ystem.

Thi>; lime frame will vary, depending on the size and lype of llrgani7.ation and the extenl of its

existing guality system. Most urganizations c,!n complete lhe entire process in less lhan 1.5

ycars.

9.10.7 Select Element Owners:

The implementation team ,deeb owners for cach of the sy~tem elements. M"ny o(.t!lese owner;;

will bc members of the implemenlation team. Owners may be assigned more lhall one element.

Each owner has the option of selecting a team 10assist in the pru~e,,_

9.10.8 Rc\'iew (ne Prcsent S)~(em:

Perform a review of the present quality system. Copies of all the quality mmlUals, procedures.

work instmctions, and fornls presently in usc are obtaincd. These doeuments are sorted inlo the

system elemenls 10 determine whal is available and what is needed to complele lhe syslem. This

activity is a g"p analysis and can be performed by [he element Owner, and [heir team, or hy 'Ul

external consultant.

9.10.9 Write the Document:

Prepare written qualily policy and procedure manuals - they cm] be combined inlo one

document. Write appropriate work instruclions to maintain the quality of specific functiolls. I his

process should involve every employee, because thc bcsl pcrson to write a work instruction is the

one who performs lhe job on a regular basis.

9.10.10 Install the New Svstem:

lntcgrate the polkie~, and work instructions into the day-to.day workings of the organization and

documenl whm is being donc. h is not necc,sary lor "II elements In be implemented at (he Silme

time.
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9.10.11 Internal Audit:

Conduc! an internal alldit of the quality system. This step i8necessary to en'uw that the system i~

working erfeetively and to provide managemenl with information for the comprehensive

managemem review. Minor corre~tions to the ~y~tem are made as they occur.

9,10.12 Management Review:

Conduct a management review. The management review is used to determine the efi"cctiveness

of the system in achieving the staled quality goab. The system is revi~ed a~ needed.

9.10.13 I're-asse8~mcnt:

This step is optional. If a good job has heen done on the previous steps. pre-a~sessment is not

ne""s~ary .

9.10.14 Rcgi,tmtion:

This ~tep requires three parts: choosing u registrar. submitting an appli<:ation, and conducting tbe

registrar' ~ system audit. Con8idcrations in cho()~ing a registrar include cost. kad time. your

customer' ~accept(ll1ce of the registrar, the registwr' s accreditation, and familiarity ,~ith yuur

industry. The application for registration should also include ~llpplying the registrar with the

policy and procedure manuals for their review.

(Be,I'lcrjield, Dale II" Tolal Qualily Managemenl, Second Edilion, pp 239 - 241)

9.11 Procedures (ill Higher "dueation)

Practically, an organization identifies the functions or tasks wbere performance criticall} alreds

the service as perceived by the usen;. Meanwbile, an University might decide thaI its critical

fundi(lns arc:

- Enr(lllm<:nt and counseling:

- Curriculum planning:

- A8.<,essment:

Thc University of South A~ia's assessment procedure i~ based on final examination.

as~ignments, mid-term exam and classroom participation. In campus-bascd instruction,
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classroom evaluation including class tests and assignments will cover 60% of total marks ilnd th~

remaining 40% are reserved for the final examination. The breakdowns arc a, f"llow:

• Class attendan~c = 5%

• A~signmenl ~ 10%

• Cb~s Test = 20%

• Mid-term = 25%

• ['inal Exam = 40%

- Research and d~vclopment:

- Se1e~tion and appoinlm~nt of staff:

_ Staff deve[()pm~nt etc.

Procedures would th~n bc \>Tiltenfor ea~h ofth~se. A procedure is a ~1earand systernati~

metbod that ~ets out how a fUll~ti()nb to b~ carried out and wh() is re~ponsibk for ~"eh or it.

Pro~cdures refer lOa process that includes many subtasks. Procedurcs outline what need~ t() be

don~.

9.12 The Driving Foret' Behind TQM:

The training and education markeL, hav~ not y~t ~xperieneed competitive pressures like

manufacturing indu,tr)'. However. as the worldwide privati..-alion trend continues, it is likcly thm

training and education will be~ome more competitive. Providers of training and education will

inerea\ingly find themselves competing in terms of quality. satisfaction. and price. Mandato!)

total quality and ISO 9000 could well be on the way. Today's choice may be tomorrow"s

mandate.

OveralL the goals of an integrated [SO 9000 based total quality system can be summarized as:

(.facti-on, Su;'an f')')} "What You Should Know "houl ISO !!()()O" Tmining, Pl'. -Iii-52. Moy

I !!!!2),

• r.islen to the voice of the cu~tomer

• Focus on the needs of the market

• Achieve lOpquality performance in all area8, nOlju~t in the product or service
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• E>;tablish simple procedure>; tor quality perlormanec

• Continually review processes lOeliminate w'L~le

• Develop mcasures or pedormal1ce

• Ul1dcrstand the ~ompetition amI dcvelop a compel;tl vc strategy

• En,ure effc~tivc communication

• Seek continuous improvement
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CHAPTER-IO

CRITICAL ISSUES IN HIGHER EDUCATION

10.1, Sufficient FuJI-Time Teaching Staffs:

Private University Act 1992 was a daring slep 10 creale a new horizon for t he whole natioll.

Now-a-days It is being observed that most of the private universities arc opcrating by the jJalt-

llme leachers instead of sufficient (80% full-lime according to UGC) full-time teachers,

(Shahazada 8asunia. Private Universities: Problems and Remedies, p Iii, Observer Magazi"e,

July23,04)

They think, part-lime teacher is less expensive'and contributing more towards quality cducation,

But this 1, wrong. Full-time leachers can contnbute more if we consider the following factors

such as, significant amount of timc lhey spent for silidenis of various pUTposes- c ["ss lecturing,

academic counseling, tutorial classes, registration, assignment & presentation related activ,t'es,

industry visits, research and publications etc, But part-time teachers are appointed only for class

lectllnng. Thus, ea,liy wee an assure that full-time teachers contribute more b eeausc t hey a rc

engaged more in interaction with students continuously which has po~,li~e ,mpacl Oil quality

educalion.

•• As we know that, BUET & lEA are operating with lhe full-lime teaching sluffs thus still this two

institutions are maintaining world-class edueation in undergraduate, graduate alld doctorate level

without any criticism and their students are being praised for outstanding performance at home

and abroad,

Fmally, il can be said that part-time teachers mcan insufficient input and msigillficant output.
Full-time teachers mean suflleient input and sufficienl output.

10.2, Healthy Atmosphere:

Unhealthy atmosphere creates negative impact on higher education which continuously de-

motivales students lowards quality learning. Thus, university authority should not eslabhsh their

university in a commercial settings and UGC (University Grant Commission) must not give [h"l11

pemlisslOn for seltmg a llniversity in a commercial budding. USlially, UGC gives permission for
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five years for operating private university in a renlal bllJlding at a commcrcml or at a rcsidenlial

area. This permission helps 10 creale unhealthy atmosphere becallsc no speeiJic glll<Jclilles have

mentioned by the UGC (0 ereate healthy atmospbere. Some guidclines could be clean campus,

wide enough class-rooms, wide-elevator, adequate light or natural light, wide entrallee for library

and computer lab, hygienic food court wl(h q\lality foods, indoor recreational facilities cle. The

UGC should mention minimum numerical measurement for e ach factor above mentioned and

should assess slricliy before giving the permission for opcrating a privatc university.

10.3. Affordable Pricing Strategy:

All PHlfit and non-profit organizations set prices on their products or services. Pl'iee is all around

us. You pay rent for yom apartment, tuition for your education etc. The 'price' of an executive is

salary, the price of a salesperson may be a eonunission, the price of a worker is a wage and the

pnce of a educatJon is a tUltion fees. Still, [he price has operated as the major ddenmnanl of

buyer choice. (Kotler Philip, Marketing Management, The Millennium Editloll. P 456)

Price is a relative ternl, We carmot ,ay that all the private universities are charging high tuition

fees. Buyer, arc 1css- price ,ensitive when the product is assumed to havc more quality, prestige,

or exclusiveness. The tuition fees of MBA program at NSU & IUS are high hut if we consider

the quality education, prestige and exclu,iveness then their costs arc not high al all. Finally,

study can conclude that the affordable pricing strategy should be based on quality ,erVlce,

geographic localion, and image of lhat institution.

10.4. Qualitr Output:

For quality output, quality input resources are required such as stndents, facnlty, staff,

administrators, and other personnel; fimulclal support; library, computing and laboratory

facilities; recreational facilities; student housing; building and other phy,ncal facililles. These arc

the prerequisite for quality edllcalion.

Most forward thinking academic institutions they care to deliver value-added educatlOll, treat,
their students as important customer,. " Customers satisfaction and intimacy" are the phrases
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frequently heard in sIKh academic cnvirons. In fact human creativity will bc OUl' fu!urc capil,,1

which can b c g ivc full play w ilb quality education especially i n the higher education centcrs.

(Md. Saiflll liaque & Nizam Uddin Chowdhury, Private Umversitles 111 5jJr('({dillg lligher

Educallon, P 4June 04,04. The lJaligladcsh Observer).

10.5. Uniform Grading System:

Different private universitics in Bangladcsh are maintaining different gradmg sy,tems and VGe
is quite aWMe of thi,. It i, very difficult to judge one student to see his/her grade point average
beeanse all the private universities are not maintaining the same standard of grading syslem.
Therefore, the private universities should adopt unifonn standard grading sy,tem, Dements of
inflated CGPA are:

• Inflated CGPA misguided the employers dllring hiring processes.
• Inflated CGPA contributed bad images about their studenls and (heir instItution.
• HMd to get admission in the reputed public university.

Most of the private universities grading systems are easier than B VET & ISA b ecallse grade
point deference between two letter grades (A+ to A-, A- to B+, B+ to B etc. or A to D I', B+ to B,
B to e etc. or A+ to A, A to B+, B+ to B etc) is 0,25, which is less tban BUET & IBA.

Instilutions Grado Point, D,ft"rcnce nom",." Two Source of Informal ion,
Leiter <'rodc5.'"0 "" Bulletin, AotuIlUl200], Vul, lJ, No 1

Daffodlt 0,25 Undergraduate Bullet", (flEA), p t9, 2002
'uremalion.i
UlllV<lSity,
Dhaka
UniSA 0,50 Bullctin, Fatt.2003, Vol'
IDA 0.50 Gradll.te Bulletin, 1998-1999, MeA'm m,mA,DU
BUET(G,."du.te) 0.50 Post Graduate Ordinancc. RUET. p5, Nov

2001.
ISU, USA l.OO Gr.duate Bulletin, 1996.1997, ,lSD, AL, June

1996

AIl ••lysi~:

• Ifgrade points between lWOletter grades are highcr, thc harder the grading system exists.
• Ifgrade points between two leller grades are less, the casier the gradmg sys(enl exists .
• To minimi"e the inflated grade in most of the private universities in Bangladcsh should

maintain at least 0.50 grade point dIfferences betwecn two !cHer grades.
• Easier grading system abstains students from internal competitions, they learn less from

the institutions, and they perceive about (hemselves as good students, which is over
estimated image,
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CHAPTER 11
Conclusion and Rccommendatioll:

11.1. Condusioll:

Fmally, the study concludes that strategic mauagement issues set the direction lor higher
education thus institutions can achieve competItive edge and sustain in the competitive market
with higher reliability. Few strategic issues arc imperative for higher educatIon 10mamtain higll
qnality in private universities of Bangladesh. These are listed as follow:

Quality strategy focuscs on curriculum, library facilities, equity, foreign acade'lllc collaboration.
credit hour system, awards, mdustrial attachment etc.

Teaching and Learning Strategy focus on class-room lectures, simulation cxercise, homework &
quiz, visual aid, model test, study tour, teacher's evaluation etc. Th,~ i~ the Integrated systct!\ of
education thus students can leal1l quickly and they do not become Im[ated for contmuous
leaming.

QualityFunetion Deployment focuses on customer (student) expectations, often refcrred to as
the voice of the customer. Jl is a plalming tool used to fulfill student expectations. It also helps to
identify the most important factors for improvement in future thus private university should
deploy this technique to identify thcir strengths and weaknesses compare with better univcrsities.

Human Resource Strategy focuses on reeruitmcnt, training and development, appraisal, and
promotion of employees.

Marketing Strategy focuses on relationship marketing and theories of marketing in hIgher
education. The result is the concept of relationship marketing, which allows the producer to
engender repeated exchanges with the same consnmcr by establishing a rc1ationship of trust and
commnnieation, and to understand better how to shape the offering to suit consumer needs. The
goal ofre!ationship marketing is to maintain consumer satisfaction over time.

In considering market paradigms, the basis of ~ompetilion in higher education was described by
the resource advantage model, "hlCh specifies the objecti~e as superior financial performance.
This stndy argued that financial performance III higher education is mdicated by an institution's
capacity to mveslm resources, rather than profit-producing ability. In exanlining theories of the
consumer, this study argued that a relationship marketing approach to the consumer would yic1d
the best infol1l1ation upon which to shape the markct offer and to engender repeat exchanges.

Quality of Research & Education Strategy toeuses on nation system for quality education and
internal system Jor education quality management.
The quality of research can be assessed on a disciplme-by-dlscipline basis at research program
level. A reVIew should be conducted ill each discipline, which illvolves the collection of a large
amount offactual infomlation about a particular research program, such as its mission and goals,
key publications over the past five years, research capacity per program, etc. The report
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prodllced by this committce prcsenb the findings of tile committee, its OPllliOIlaboliltilc rc,ean;h
program, recOlmnendations to improve the program, and indieatOD; for the level of tile programo
in ternlS of seicntiJle quality, productivity, scientific relevance and feasibility. For each cnlerion
the indicator may range from 1 to 5. A score of 5 represents 'excellellt', 4 dcnotes '!:ood', 3
'satisfactory', 2 'poor' and I vcry poor.

The team of national system for quality assessment, for both education and rcscarch should be

deployed in Bangladesh. This team may concem to thc ccrtain general requiremcnls j,)]" the

quality assurance process such as:

thc quality assessment reviews arc penodlc

the quality reports are public

the recommendation in quality reports are to be implemcnted

ISO 9000 strategy basically descnbes how its various elements can contribute, towards quality
education ill private Univenllties' settings. The llltlTIlate goal of lSO is customer satisfaction
through quality mmmgement system and the quality management system is conceln abOll1
following things. These things must be implemented based on ISO clauses.

- A method to monitor how adherence to the system

- A method for correcting mistakes

- A method for changing the system ifil has become obsolete

ISO 9000 lS an evidence of quality management system becausc it is the celtified sy~tem of
quallty thus achieving this any inslitution can claim their education system is quality oriented.

11.2. Recommendations:
• Rich library and laboratory fad Iities
• Qualilyat Entrauce
• Mamtain at least 50% PhD. Degree holder facultles.
• Keep student-facnlty ratio 25:1
• Competent faculty retentlOn rate must be very high
• Graduate courses must be taught by the Ph,~, degree holder facnlly.
• Uniform and transparent grading systcm in all private universities.
• Measure the graduation-rate within five years of educatlOn period.
• Mcasure the undergraduate acceptance rate,
• Keep record of studcnt satisfaction survey score.
• Percenlage of stlldent getting job within two years of graduation.
• Publications per year from all departments,
• Number of Ph.D. programs.
• Teachers' Evaluation Records.
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CONFIDENTIAL

TEACHER-EVALUATION FORM:
UNIVERSITY OF SOUTH ASIA, BANANI, DHAKA

"""'" Nmnc& "",,,I,,,, .. . ._._ ..

11l~t1"''':•. ..•._._.•._. _

"",,",or ._. ._.__. ._.

INSTRUCTIONS & PURPOSE:
The pUlllose of these questions is to collect students' percsptions of theJr course.laacher Please complete the tolloomg questions on the
baSIS of your most recent course of stutty. Please 00 not mentiOil your name and complete this form by uSing pen only, Use'; Of X sign to
complete the each question of the foon

s,_~ Agrco S,'d."',,,! e~ Sironglyo"'W"
Agre,
5 , , ,

0#1: Your Instructor was sincere about class ~m,"g? D D D D D

'" Your inslructor demonslrated knQl'I1edge of subjecl matlar_ D D D D D

0#3: Your instructor demonstrated skilt in questioning D D D D D

0#4: Your instl1JCtor maintained professional altitude and in appearance, D D D D D

0115: Your Instructor of this course motivated you to do the besl work, D D D D D

0#6: Yoor instructor quiokly returned your graded quiz, homework, and D D D D D
class-test.

'" The work.load of this course was evenly distnbuted among D D D D D
students

0#8: Your instructor was more interested In testing wtlal you had D D D D D
undarstood than what you had memonzed.

""
Your instruclor completsd the entire oourse malerial on time. D D D D D

0#10: The instructor made a real effort to understand difficulties you D D D D D
might be haVing with your WOIk,

011'11: The Instructor worJ<ed liard to ma~e the subject interesting, D D D D D

011'12: The instructor made it claar ~ght from the start what he expected D D D D D
from students,

0#13: Overall, I was safisfisd wllh Ihe qualily of this course, D D D D D



What aspects of your course are most in need of improvement? Any comments?

OFFICE USE ONLY

TOTAL SCORE- --

STATUS •••••• _

SIGNATURE OF TI W All IIIOR!"] Y ----------------

DATI;, --------

THANK YOU FOR YOUR TIME AND CO.OPERATION

2



,

.;. -
QUESTIONNAIRE

Please answer the followmg by rounding your choICe on a scak of 1 to 5 whert: 1 is tlw ll-~.~tand
5 isthe rnosllikely. You do nol have to as.sign any scale on the items, which arc nol included III
your choice criteria. The below listed factors are related with private ullIvcrsitlc; J!uJ hll-l!J1Jhe
gucstionnam: based on your current institution,

N arne' " .. -------.--_. I!lst Ilution -._.---------.---.---- ---- ---- ••••••. -

Program: Signature & Date: --------------------------

Most Likely

!
5

5

I

:

-,:--=~
i j
5 I4

4

4

,

,
• 4 I 5

I,..-+-----
)

)

3

2

- .. _.
2

2

2

I 3

I _L
~ 13
I

1

I
1

I Least Moderate. lJkely VeT)'--+ ~jk!:h,- ..!t~e1y__..,' _ j .____ _~~~cly._ _.__._ .. J5_ -
I 2 3 14 5

1, Reasonable Cost
2, International

Standard Cumculum
3. Student-faculty

Interaction-----~------_.~ _. -- ---
4. Foreign Degree I

Holders Full_time
Faeult\l

5. Undergraduate
Admission Standards

Performance "'actors
1. Probability of

Getting Job Within
Two Years of
Graduation

A~thetiesFactors

THANKS FOR YOUR COORPERA nON

2. Percentage of
Graduate (Masters)
Students

3. Publications from 1 2 f'
All Departments in I
a Year

_4~~~i~~;~;~~~ts_..~ .._2 ,__f._ .._,__. .
S. lndustrial ) 2 3 1 4

Reputation on Job 1
Pcrfonnance of i
Graduates

1/1


	00000001
	00000002
	00000003
	00000004
	00000005
	00000006
	00000007
	00000008
	00000009
	00000010
	00000011
	00000012
	00000013
	00000014
	00000015
	00000016
	00000017
	00000018
	00000019
	00000020
	00000021
	00000022
	00000023
	00000024
	00000025
	00000026
	00000027
	00000028
	00000029
	00000030
	00000031
	00000032
	00000033
	00000034
	00000035
	00000036
	00000037
	00000038
	00000039
	00000040
	00000041
	00000042
	00000043
	00000044
	00000045
	00000046
	00000047
	00000048
	00000049
	00000050
	00000051
	00000052
	00000053
	00000054
	00000055
	00000056
	00000057
	00000058
	00000059
	00000060
	00000061
	00000062
	00000063
	00000064
	00000065
	00000066
	00000067
	00000068
	00000069
	00000070
	00000071
	00000072
	00000073
	00000074
	00000075
	00000076
	00000077
	00000078
	00000079
	00000080
	00000081
	00000082
	00000083
	00000084
	00000085
	00000086
	00000087
	00000088
	00000089
	00000090
	00000091
	00000092
	00000093
	00000094
	00000095
	00000096
	00000097
	00000098
	00000099
	00000100
	00000101
	00000102
	00000103
	00000104
	00000105
	00000106
	00000107
	00000108
	00000109
	00000110
	00000111
	00000112
	00000113
	00000114
	00000115
	00000116
	00000117
	00000118
	00000119
	00000120
	00000121
	00000122
	00000123
	00000124
	00000125
	00000126
	00000127
	00000128
	00000129
	00000130
	00000131
	00000132
	00000133
	00000134
	00000135
	00000136
	00000137
	00000138
	00000139
	00000140

