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Abstract: Since students regard education as a passport to the working force,
where and what students study can shape their attitude and ultimately
determine their future. This research aimed to fill the gap found in the literature
related to educational supply chain management by interviewing four students
and utilising the attitude towards objects model in order to answer the research
question ‘How can student’s attitude impact educational supply chain?’.
Additionally, the study adopted an interpretive phenomenology analysis to
examine their answers and draw the necessary conclusions. Several factors
such as recommendations, value for money, what the university offered, entry
requirements and the city itself among other factors impacted students’ attitude
as well as their choice of the host country, university, and degree – thus
creating a pull in demand on the university’s education supply chain that
universities aimed to fulfil in order to gain competitive advantage. Moreover,
seasonality in terms of the university’s ability to offer several cohorts in
addition to the traditional September cohort was found to have a significant
impact on the student’s attitude and choice, thus also creating a demand-pull on
the university’s supply chain.
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1

Introduction

Globalisation not only encourages product and service trade along with workers’
migration within and between countries but also motivates students to pursue a university
degree from host countries, which positively influenced the country’s economy. King
et al. (2010) argued that international student movement increased significantly over the
last three decades in comparison to the total international migration. In order to maintain
Copyright © 2020 Inderscience Enterprises Ltd.
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their competitive edge, universities are transforming into market-oriented and
relationship-based entities emphasising a consumer-centric approach. In other words,
universities as service providers of knowledge, treat students as consumers, who pay a
specific amount of money in the form of tuition fees for the provided educational services
(Bagheri and Beheshti, 2010; Szulce and Świekatowski, 2014). Such a perspective has
led universities’ supply chains to become more strained in meeting the demand-pull
placed on them due to the increased number of students pursuing their education.
However, Schwartzman (2013) and Ritzer (1996) reported their concern regarding the
commodification of higher education (HE) and stated that students were at risk of
impaired judgment when choosing a university to attend based on their attitude and
aspiration towards their future, rather than the knowledge and skills the degree provides.
Furthermore, Coughlan (2017) and Kentish (2017) explained the negative impact of
increasing tuition fees on students’ attitudes and subsequently, education supply chains.
On the other hand, Mazzarol and Soutar (2002) and Bodycott (2009) argued that the
increased demand for international HE providers had created a strain on its education
supply chain.
Figure 1

UK’s ranking as a HE destination (see online version for colours)

Source: Universitiesuk.ac.uk (2018)

Nevertheless, multiple British newsagents and institutes such as the independent
(Hodges, 2008), the British Council (Sowula, 2013) and UKCISA (2019) stated that the
UK continued to be a favoured destination for international students pursuing their HE as
shown in Figure 1. Moreover, in its latest statistics, UKCISA (2019) reported that in
academic year 2015/2016, 81% of students studying in HE in the UK were from the UK,
6% from the rest of the EU and 14% were international students. They also mentioned
that Chinese students formed the highest population of international students at 91,215,
while the percentage of Indian students continues to decrease.
Finally, a gap was found in literature in terms of managing service supply chain in
general (Dibb and Simkin, 1993; Sampson, 2000; Nixon, 2001; Sengupta and Turnbull,
1996; Fernie and Clive, 1995; Kathawala and Khaled, 2003) and educational supply
chain management in specific (Lau, 2007; O’Brien and Kenneth, 1996; Pathik et al.,
2012a, 2012b; Owusu-Bio et al., 2015). Therefore, this research’s objective is to fill the
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gap in the literature by investigating the impact of students’ attitude on education supply
chain by utilising the attitude towards an object model to answer the research question
‘How can student’s attitude impact educational supply chain?’. Then please present the
structure of this manuscript.

2

Literature review

2.1 Education supply chain
With its aim to help organisations achieve a competitive advantage through resource
coordination and activity optimisation; supply chain was defined as specific processes or
activities used to transform raw materials into products (outputs) that can be delivered to
customers (Waskita, 2007; Chopra and Meindl, 2001; Anantadjaya et al., 2007; Chow
et al., 2008).
Figure 2

Single-level, multi-tier, bi-directional supply chain management for the universities,
source

Source: Habib and Jungthirapanich (2008)
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Characterised as a service supply chain, education supply chain considers its students as
its raw materials, graduates and research as an outcome, education as the service
provided by the university and the process students go through in order to graduate
(Habib and Jungthirapanich, 2009; Owusu-Bio et al., 2015).
Education supply chain enhanced the well-being of students by providing them with
relevant research, training and conducive learning environment that was crucial to their
intellectual growth as well as the economic development of nations (Owusu-Bio et al.,
2015; Krishna and Subbiah, 2012).
Unlike physical supply chain’s easy to investigate performance, an Education supply
chain’s performance is hard to measure because it offers intangible services, is dominated
by human capital and is impacted by students’ attitudes and preferences, as well as the
decision-making process students, go through when selecting the host country, the
university and the degree (Owusu-Bio et al., 2015; Beamon, 1999; Gunasekaran et al.,
2001).
Similar to a physical supply chain, education supply chain can have multi-tier
suppliers and customers and can provide different types of services portrayed in the form
of different taught and research degrees with different specialisations. Figure 2
demonstrated the multi-tier relationship and highlighted the importance of information
sharing between its stages to ensure appropriate collaboration and coordination between
its tiers as well as delivering a satisfactory outcome to society.

2.2 Decision making process in education supply chain
Students’ needs and decision to pursue HE degrees can either be influenced by family,
friends, and society or can stem from their aspirations. Whereas their choice of university
is swayed by its ranking and reputation as well as costs, scholarships, learning
advantages, internship opportunities available (Bhardwa, 2017; Khan, 2006; Kotler and
Armstrong, 2010; Gatfield and Chen, 2006).
Binsardi and Ekwulugo (2003) corroborated these factors and specified quality of
education; ease of admission; employment during and after study; the cost of study;
accommodation; safety and culture as factors that would influence the student’s choice of
universities. Additionally, Maringe and Carter (2007) added the quality teaching and
learning environment to the previously mentioned factors and Wilkins and Huisman
(2011) mentioned the students’ intentions to improve their English language as an
influencing factor.
Such factors have a detrimental impact on students’ perspectives, thus requiring them
to go through the decision-making process shown in Figure 3 when selecting their degree,
university, and host country.
Figure 3

A buyer’s decision-making process (see online version for colours)

Source: (Riley (2012)
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However, Students’ positive or negative attitude towards the university and the degree
could only be shaped and determined during the post-purchase evaluation phase, i.e.,
after attending the university and undergoing the education process (Kardes et al., 2011;
Hoyer and MacInnis, 2007).
Zeithaml et al. (2009) argued the importance of this phase in the service industry due
to its impact of the students’ purchasing behaviour and repurchasing intention in terms of
enrolling for a second HE degree or recommending it to prospective students.
Finally, the attitude-toward-object model was used in literature to measure attitudes
toward service, products, or organisations (brands). The model analyses attitudes by
ranking the attributes from highest to lowest using a numerical value as a weight value.
Therefore, those that possess the desired attributes were seen as positive while those who
were lacking were seen as unfavourable and were usually rejected (Schiffman and Kanuk
2004; Ajzen and Fishbein, 1980; Bettman et al., 1975; Fishbein, 1963).

3

Methodology

According to The Guardian (2018) and Thecompleteuniversityguide.co.uk. (2018)
University X is a public research university in England, UK, ranked in the top 40 UK
universities. It established an international reputation due to the quality of its teaching
and research, as well as high satisfaction ratios with its courses, student to staff ratio,
career perspective six months after graduation, among many other factors that were
studied (The Guardian, 2018).
Quantitative method was adopted in this research not only because it studies
phenomenon but also utilises problem specific surveys to collect, analyze and compare
data (Saunders et al., 2009), thus paving the way to understanding the factors impacting
students’ behaviours, opinions, attitudes, and perceptions.
Since Marshall et al. (2013) couldn’t find a valid reason in literature for choosing a
specific sample number to use for interviews, four international students who attended
university X in the UK and were enrolled in its MSC International Business degree
participated in this research to study their attitudes and answer the research question.
Furthermore, Marshall et al. (2013) stated that researchers such as (Chan and Ngai, 2007;
Garud and Kumaraswamy, 2005; Nissen, 2005; Watson-Manheim and Bélanger, 2007)
used different methods such as single or multiple case studies without providing an
explanation for selecting the number of interviews for each case.
Both primary and secondary data were used in this research to collect the required
data. Primary data such as interviews, observation, and memos were defined as
authenticated information collected directly by researchers for the research’s purpose
(Cooper and Schindler, 2014). Whereas, secondary data related to education supply chain
and consumer attitude was collected from previously published books and journals by
using the title, abstract and keywords as filters in selecting papers directly related to the
research topic (Okoli and Schabram, 2010; Tranfield et al., 2003).
The questions were developed to meet the research aims by using the literature to
understand the definitions and influences of attitude and determine the factors that would
impact students’ decision-making process. The questions then were tailored to discover
the impact of students’ attitude on education supply chain.
Promotions, marketing efforts, recommendations, value for money in terms of tuition
fees and quality of education provided were the selected factors to be investigated in this
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research (Mazzarol and Soutar, 2002; Pimpa, 2003; Cheung et al., 2011; Furnham and
McManus, 2004). Moreover, the existing literature divided Quality into the size of the
class; the lecturers’ experience, teaching method, approachability and feedback on
assignments; learning resources and services provided by the university’s main library
and finally the amount of workload and self-study required by the student (Cubillo et al.,
2006).
Finally, an Interpretive Phenomenology Analysis was employed to understand the
students’ attitudes towards their degree and university. This philosophy was used because
it is an in-depth approach to analysing interviews while accepting the researcher as the
primary analytical tool and employing semi-structured interview as a method of data
collection (Smith et al., 1999; Hancock et al., 2007). The research employed open-ended
questions in the interview, which usually started with “what do you think about [topic]”
or “How do you think did [topic]”, in order to eliminate ‘yes’ and ‘no’ answers and to
stimulate the interviewees to express their opinions freely (Kvale, 1996). Furthermore,
probing questions were used when necessary to gain more information on a particular
factor (Saunders et al., 2009). Lastly, the attitude towards the object model was used to
investigate students’ attitudes furthers.

4

Findings and discussion

Numerous researchers in literature investigated factors influencing students’ choice of
universities and degrees as well as their attitude towards it. This section aims at
answering the research question by analysing the participants’ answers.

4.1 Recommendations
Three out of the four participants mentioned that recommendations played an influential
role in choosing the UK as their host country and University X as their HE provider.
Thus agreeing with the literature and the research assumption that recommendation was
an influencing factor (Phang, 2013; Tkaczyk and Krzyżanowska, 2014). The fourth
participant, however, mentioned that the English language was the influencing factor in
their choice of the host country, thus disagreeing with the research assumption but
agreeing with literature related to language as a motivating factor for their choice. These
factors nonetheless created a pull on the university’s education supply chain thus
persuaded the university to react to it.
P1

“Yes my family was an influence to study in the UK […] my brother influenced me
to choose […] because he studied in this university”.

P2

“Nobody influenced it, I wanted to go to an English speaking country and I was
always interested in England”.

P3

“Yeah before coming to the UK I applied to Dubai so my agencies advised me that
it would be the same fees if you go to the UK, so why not try the UK, so he
convinced me that it is better to study in the UK than in Dubai”.

P4

“[….] my cousin and my mother influenced me to come to the UK […]”.
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4.2 Promotion and marketing efforts
Living in the age of technology, students heavily rely on the university’s website as a
marketing and communication method and a channel for collecting information about the
university and offered degrees (Gutman and Miaoulis, 2003).
Even though the existing literature stated marketing agencies as an influencing factor
on student’s decision-making process. Researchers did not consider the importance of the
university’ marketing and promotion effort, having a user-friendly website and a fleet of
officers readily available to answer prospect students’ questions immediately as an
influencing factor that would help the university’s education supply chain gain a
competitive advantage.
Finally, all the participants agreed that University X’s website was easy to navigate
and provided the needed information. They also mentioned that the administration
officers not only responded to their emails and phone calls quickly, but were also able to
answer specific questioned asked by the participants efficiently. Consequently, this
helped students form a positive attitude and enrol in university, thus impacting the
university’s supply chain.

4.3 Seasonality
Even though multiple scholars have extensively studied the importance and impact of
seasonality in physical supply chain (Costantino et al., 2013; Chopra and Meindl, 2004;
Cho and Lee, 2012, 2013), no effort was made to establish its impact on education supply
chains.
Even though multiple scholars have extensively studied the importance and impact of
seasonality in physical supply chain (Costantino et al., 2013; Chopra and Meindl, 2004;
Cho and Lee, 2012, 2013), no effort was made to establish its impact on education supply
chains.
The interviewed students highlighted the capability of University X to offer a
February cohort for the MSC International Business in terms of lecturers and lecture
rooms an essential factor when selecting the university, which was considered as seasonal
demand, thus creating a pull in the university’s education supply chain.
Unlike participants 2, 3 and 4, Participant 1 did not mention that seasonality impacted
their choice of university.
P2

“University X was one of the few universities providing February start […], so I
decided to go to University X”.

P3

“[…] I needed some universities that offer February or January intakes, so when I
searched online, […] so it was X”.

P4

“It was the only good university starting in February, so I picked it”.

4.4 Value for money and experience
‘Value for money’ was considered as a critical issue for students when selecting HE
providers in host countries (Petruzzellis and Romanazzi, 2010). Dickinson et al. (2018)
did not only describe value for money in terms of tuition fees but also quality and divided
into:
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class size



the lecturers’ experience, teaching method, approachability that is the ability to talk
to lecturers and receive feedback on assignments



the amount of workload and self-study required by the student.

Since attitude can be positive, negative or neutral (Sumarwan, 2004), the participants
were asked to rate their satisfaction levels towards the value for money factor using the
Likert scale, where 5 was being highly satisfied, 4 was satisfied, 3 was neutral, 2 was
dissatisfied, and finally 1 was highly dissatisfied.
Table 1

Participants’ satisfaction levels towards the university

Factors

Participant
1

Participant
2

Participant
3

Participant
4

Tuition fees

4

4

5

2

Class size

4

4

4

4

Lecturer’s experience and
teaching methods

4

4

4

4

Lecturer’s approachability

4

4

4

4

Lecturer’s feedback on
assignments

4

5

4

4

The amount of reading and
self-study required for this degree

4

5

4

3

Services provided by the library

3

5

4

4

The availability of books in the
library

4

2

4

2

The course’s management and
organisation

3

2

3

2

Overall satisfaction with the
degree

4

4

4

3

Overall satisfaction with the
university

4

4

4

3

Table 1 shows that the participants were generally satisfied and had a positive attitude
towards the value of money and overall experience towards the degree. It also indicates
they had a negative attitude towards the management and organisation of the February
cohort. The participants mentioned that this negativity was due to lack of events and
guest speakers, overlapping module, and issues with the students’ timetables. Despite
these fluctuating negative and positive attitudes, student’s decision to choose University
X still influenced its education supply chain.

4.5 Attitude-towards-object model
In order to further understand the participants’ attitude, they were asked to use the
attitude-towards-object model to compare University X with the other universities they
might have considered applying to or have applied to in conjunction with University X.
The participants were asked to evaluate their attitudes towards the recommendations they
received, the university’s entry requirements, tuition fees, marketing and communication
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methods and finally the city the university is located in Phang (2013) and Cubillo et al.
(2006).
The participants were asked to evaluate these factors and their beliefs from 1–5,
where 5 represented the highest rank and 1 the lowest and then multiplied evaluation (a)
by belief (b) (a*b) by each other for each university. They evaluated their attitude and
arrived at their preferred university by adding the value of the (a*b) column for each
university. Their preferred university was usually the one with the highest score.
Table 2

Participant 1’s attitude towards the university
Evaluatio
n (a)

Attitude

Belief (b)

a*b

University

University

X

Y

X

Y

Recommendation

4

4

3

16

12

Entry requirements

4

4

2

16

8

Tuition Fees

2

2

2

4

4

Marketing and communication

4

4

2

16

8

City

4

3

4

Total
Table 3

12

16

64

48

Participant 2’s attitude towards the university
Evaluation
(a)

Attitude

Belief (b)

a*b

University

University

X

F

G

X

F

G

Recommendation

1

1

1

2

1

1

2

Entry requirements

4

4

3

5

16

12

20

Tuition Fees

3

3

3

3

9

9

9

Marketing and communication

1

3

5

1

3

5

1

City

5

5

4

2

25

20

10

54

47

42

Total
Table 4

Participant 3’s attitude towards the university

Attitude
Recommendation

Evaluation
(a)
4

Belief (b)

a*b

University

University

X

C

D

E

X

C

D

E

4

2

5

3

16

8

20

12

Entry requirements

4

4

4

2

4

16

16

8

16

Tuition fees

2

4

4

1

4

8

8

2

8

Marketing and communication

2

2

3

3

2

4

6

6

4

City

4

4

3

3

4

16

12

12

16

60

50

48

56

Total
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Participant 4’s attitude towards the university

Attitude
Recommendation

Evaluation
(a)
3

Belief (b)

a*b

University

University

X

A

B

X

A

B

4

4

4

12

12

12

Entry requirements

4

4

2

3

16

8

12

Tuition fees

4

4

2

3

16

8

12

Marketing and communication

5

2

2

5

10

10

25

City

4

4

5

5

16

20

20

70

58

81

Total

Tables 2–5 showed that the participants’ attitude towards the University X was higher
than that for alternative universities for 3 out of 4 participants. The participants
mentioned during the interview that recommendations played an influencing role in their
decision and also ranked it high on the model.
Additionally, since every university in the UK has its own set of entry requirements
for the offered postgraduate degrees, such as specific grade to be achieved on the English
language test (IELTS), work experience, academic qualification, personal statement, and
references (Postgrad.com, 2015), the participants agreed with existing literature that entry
requirements were an influencing factor and highly ranked them in the model.
On the other hand, the existing literature did not consider the city’s attributes such as
geographic, demographic and psychographic in terms of relaxation, excitement, nightlife,
adventure, safety, and security as an influencing factor (Kolb, 2006). The students listed
it as an influencing factor and ranked it highly, thus proving how it shaped their attitude
and decision, which in return affected the university’s supply chain when they enrolled.
Finally, even though the students mentioned the importance of universities’
marketing and communication methods, their evaluation of it fluctuated, thus affecting
their belief and attitude towards it.
To conclude, the interview results showed that the defined factors impacted students’
behaviour in terms of pursuing their HE (buying the service offered by the university).
These results agreed with the existing literature but also showed factors were the
literature was lacking. These factors impacted students’ decision-making process, their
experience while enrolled in the university impacted their attitude, which consequently
positively influenced the university’s education supply chain by triggering a pull in
demand that University X was able to meet through offering degrees and classes in
general and for the February cohort in specific.

5

Conclusions

This research proved that students’ experience could form a positive or negative attitude,
which will significantly impact educational supply chain. It agreed with the existing
literature that there were certain factors that positively or negatively impacted the
student’s selection process of universities such as marketing efforts, recommendation,
and value for money. It also added to the literature by discovering additional factors such
as the university’s location, its ability to offer different intakes (Seasonality) and the
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university’s marketing and communication methods also had an impact on the student’s
attitude.
Additionally, a positive attitude was shaped if students’ experience while on the
studying bench matched their expectation, thus recommending the university to friends,
family, and society, hence creating a demand-pull towards the university. Alternatively, if
the student formed a negative attitude, they would not recommend the university, which
negatively impacts the education supply chain, thus losing profits and its competitive
advantage.
Unfortunately, the lack of British students in this cohort poised a research limitation
due to the researcher’s inability to investigate their attitude and perceptions. Nonetheless,
the same research methodology can be replicated and applied to the same university, i.e.,
request more students (domestic and international) from other cohorts and disciplines to
participate in order to understand their perceptions. On the other hand, any researcher
could broaden the investigation to include other universities across the kingdom and
perhaps other countries. Furthermore, by using seasonality in education supply chain
researchers can further investigate and explain its impact so that universities can benefit
from it and create a stronger competitive advantage by creating additional cohorts to the
September one, which offer a variety of degrees and classes.

References
Ajzen, I. and Fishbein, M. (1980) Understanding Attitudes and Predicting Social Behavior,
Prentice Hall, Eaglewood Cliffs NY.
Anantadjaya, S., Walidin, A., Waskita, E. and Nawangwulan, I. (2007) ‘Consumer behavior,
supply chain management and customer satisfaction: an investigative study in small and
medium enterprises’, International Seminar on Industrial Engineering and Management
[online] https://www.researchgate.net/publication/228233410_Consumer_Behavior_Supply_
Chain_Management_and_Customer_Satisfaction_An_Investigative_Study_in_Small_and_Me
dium_Enterprises (accessed 4 March 2018).
Bagheri, A. and Beheshti, M. (2010) Exploitation of Customer Relationship Management (CRM)
for Strategic Marketing in Higher Education – Creating a knowledge-based CRM framework
for Swedish universities, Masters dissertation, Jönköping University, Sweden.
Beamon, M. (1999) ‘Measuring supply chain performance’, International Journal of Operations
and Production Management, Vol. 19, No. 3, pp.275–292.
Bettman, J., Capon, N. and Lutz, R. (1975) ‘Multiattribute measurement models and multiattribute
attitude theory: a test of construct validity’, Journal of Consumer Research, Vol. 1, No. 4,
pp.1–15.
Bhardwa, S. (2017) Why do Students go to University and How do they Choose Which One?
[online] https://www.timeshighereducation.com/student/news/why-do-students-go-universityand-how-do-they-choose-which-one (accessed 5 October 2018).
Binsardi, A. and Ekwulugo, F. (2003) ‘International marketing of British education: research on the
students’ perception and the UK market penetration’, Marketing Intelligence & Planning,
Vol. 21, No. 7, pp.318–327.
Bodycott, P. (2009) ‘Choosing a higher education study abroad destination – What mainland
Chinese parents and students rates as important’, Journal of Research in International
Education, Vol. 8, No. 3, pp.349–373.
Chan, S. and Ngai, E. (2007) ‘A qualitative study of information technology adoption: how ten
organizations adopted web-based training’, Information Systems Journal, Vol. 17, No. 3,
pp.289–315.

How can student’s attitude impact education supply chain?

81

Cheung, A., Yuen, T., Yuen, C. and Cheng, Y. (2011) ‘Strategies and policies for Hong Kong’s
higher education in Asian markets: Lessons from the United Kingdom, Australia, and
Singapore’, International Journal of Educational Management, Vol. 25, No. 2, pp.144–163.
Cho, D. and Lee, Y. (2012) ‘Bullwhip effect measure in a seasonal supply chain’, Journal of
Intelligent Manufacturing, Vol. 23, No. 6, pp.2295–2305.
Cho, D. and Lee, Y. (2013) ‘The value of information sharing in a supply chain with a seasonal
demand process’, Computers and Industrial Engineering, Vol. 65, No. 1, pp.97–108.
Chopra, S. and Meindl, P. (2001) Supply Chain Management: Strategy, Planning and Operation,
Prentice Hall, Upper Saddle River, USA.
Chopra, S. and Meindl, P. (2004) Supply Chain Management: Strategy, Planning and Operation,
Prentice Hall, Upper Saddle River, USA.
Chow, W., Madu, N., Kuei, C-H., Lu, M., Lin, C. and Tseng, H. (2008) ‘Supply chain management
in the US and Taiwan: an empirical study’, Omega, Vol. 36, No. 666, pp.665–679.
Cooper, D. and Schindler, P. (2014) Business Research Methods, 12th ed., McGraw-Hill/Irwin,
New York.
Costantino, F., Di Gravio, G., Shaban, A. and Tronci, M. (2013) ‘Exploring the bullwhip effect and
inventory stability in a seasonal supply chain’, International Journal of Engineering Business
Management, Vol. 5, p.23.
Coughlan, S. (2017) 10 Charts that Show the Effect of Tuition Fees, BBC News [online]
http://www.bbc.co.uk/news/education-40511184 (accessed 31 January 2018).
Cubillo, J., Sánchez, J. and Cerviño, J. (2006) ‘International students’ decision making process’,
International Journal of Educational Management, Vol. 20, No. 2, pp.101–115.
Dibb, S. and Simkin, L. (1993) ‘Strategy and tactics: marketing leisure facilities’, The Services
Industries Journal, Vol. 13, No. 3, pp.110–124.
Dickinson, J., Marsh, E. and Palmer, D. (2018) Value for Money: The Student Perspective,
Trendence UK, London [online] https://studentsunionresearch.files.wordpress.com/2018/03/
value-for-money-the-student-perspective-final-final-final.pdf (accessed 30 March 2019).
Fernie, J. and Clive, R. (1995) ‘Supply chain management in the national health service’, The
International Journal of Logistics Management, Vol. 6, No. 2, pp.83–92.
Fishbein, M. (1963) ‘An investigation of the relationships between beliefs about an object and the
attitude toward that object’, Human Relations, Vol. 16, No. 3, pp.233–239.
Furnham, A. and McManus, I. (2004) ‘Student attitude to university education’, Higher Education
Review, Vol. 36, No. 2 [online] http://www.ucl.ac.uk/medical-education/reprints/2004HigherEducationReview-AttitudesToUniversityEducation.pdf (accessed 6 June 2019).
Garud, R. and Kumaraswamy, A. (2005) ‘Vicious and virtuous circles in the management of
knowledge: the case of Infosys technologies’, MIS Quarterly, Vol. 29, No. 1, pp.9–33.
Gatfield, T. and Chen, C. (2006) ‘Measuring student choice criteria using the theory of planned
behaviour: the case of Taiwan, Australia, UK and USA’, Journal of Marketing for Higher
Education, Vol. 16, No. 1, pp.77–95.
Gunasekaran, A., Patel, C. and Tirtiroglu, E. (2001) ‘Performance measures and metrics in a supply
chain environment’, International Journal of Operations and Production Management, Vol.
21, Nos. 1/2, pp.71–87.
Gutman, J. and Miaoulis, G. (2003) ‘Communicating a quality position in service delivery:
an application in higher education’, Managing Service Quality, Vol. 13, No. 2, pp.105–111.
Habib, M. and Jungthirapanich, C. (2009) ‘Research framework of education supply chain,
research supply chain and educational management for the universities’, International Journal
of the Computer, the Internet and Management (IJCIM), Thailand, Vol. 17, No. 24, pp.1–8.
Habib, M. M., Jungthirapanich, C. (2008) ‘An integrated framework for research and education
supply chain for the universities’, Proceedings of 4th IEEE International Conference on
Management of Innovation and Technology, pp.1027–1032.

82

R. Mazzawi

Hancock, B., Windridge, K., and Ockleford, E. (2007) An Introduction to Qualitative Research,
The NIHR RDS EM/YH.
Hodges, L. (2008) ‘Britain is becoming the world’s most popular destination for overseas’, The
Independent
[online]
http://www.independent.co.uk/news/education/higher/britain-isbecoming-the-worlds-most-popular-destination-for-overseas-students-775915.html [accessed
31 January 2018).
Hoyer, W. and Maclnnis, D. (2007) ‘Consumer Behavior, Houghton Mifflin Company, Boston.
Kardes, F., Cronley, M. and Cline, T. (2011) Consumer Behavior, South-Western, Cengage
Learning, Mason, OH.
Kathawala, Y. and Abdou, K. (2003) ‘Supply chain evaluation in the service industry: a framework
development compared to manufacturing’, Managerial Auditing Journal, Vol. 18, No. 2,
pp.140–149.
Kentish, B. (2017) ‘University tuition fees in England ‘now the highest in the world’, The
Independent [online] http://www.independent.co.uk/news/education/university-tuition-feesengland-highest-world-compare-students-student-loan-calculator-a7654276.html (accessed 31
January 2018).
Khan, M. (2006) Consumer Behavior and Advertising Management, New Age International, New
Delhi.
King, R., Findlay, A. and Ahrens, J. (2010) International Student Mobility Literature Review,
HEFCE, Bristol.
Kolb, M. (2006) Tourism Marketing for Cities and Towns. Using Branding and Events to Attract
Tourists, Elsevier, Oxford.
Kotler, P. and Armstrong, G. (2010) Principles of Marketing, 13th ed., Pearson Education, New
Jersey.
Krishna, M. and Subbiah, V. (2012) ‘The research framework on role of information in educational
supply chain’, World Applied Sciences Journal, Vol. 17, No. 5, pp.617–621.
Kvale, S. (1996) Interviews: An Introduction to Qualitative Research Interviewing, pp.133–135,
Sage, Thousand Oaks.
Lau, A. (2007) ‘Educational supply chain management: a case study’, On the Horizon, Vol. 15,
No. 1, pp.15–27, Emerald Group Publishing Limited.
Maringe, F. and Carter, S. (2007) ‘International students’ motivations for studying in UK HE:
insights into the choice and decision making of African students’, International Journal of
Educational Management, Vol. 21, No. 6, pp.459–475.
Marshall, B., Cardon, P., Poddar, A. and Fontenot, R. (2013) ‘Does sample size matter in
qualitative research?: a review of qualitative interviews in is research’, Journal of Computer
Information Systems [online] https://pdfs.semanticscholar.org/36e5/5875dadb4011484f6752
d2f9a9036b48e559.pdf (accessed 9 September 2018).
Mazzarol, T. and Soutar, G. (2002) ‘‘Push-pull’ factors influencing international
student destination choice’, International Journal of Educational Management, Vol. 16, No. 2,
pp.82–90.
Nissen, M. (2005) ‘Dynamic knowledge patterns to inform design: a field study of knowledge
stocks and OWS in an extreme organization’, Journal of Management Information Systems,
Vol. 22, No. 3, pp.225–263.
Nixon, M. (2001) ‘Innovations in logistics technology: generating top-line value and bottom-line
ROI’, World Trade, Vol. 14, No. 6, pp.62–64.
O’Brien, E.M. and Kenneth R. (1996) ‘Educational supply chain: a tool for strategic planning in
tertiary education’, Marketing Intelligence & Planning, Vol. 14, No. 2, pp.33–40.
Okoli, C. and Schabram, K. (2010) A Guide to Conducting a Systematic Literature Review of
Information Systems Research [online] http://sprouts.aisnet.org/10-26 (accessed 2 February
2016).

How can student’s attitude impact education supply chain?

83

Owusu-Bio, M., Frimpong Manso, J. and Adiwokor, E. (2015) ‘Mapping the internal supply chain
for educational institutions: a case study of Kwame Nkrumah University of Science and
Technology’, European Journal of Business and Management, Vol. 7, No. 32 [online]
http://www.iiste.org/Journals/index.php/EJBM/article/download/27019/27702 (accessed 19
August 2018).
Pathik, B., Chowdhury, M. and Habib, M. (2012a) ‘A descriptive study on supply chain
management model for the academia’, The 6th IEEE Conference of Management Innovation
and Technology (ICMIT), Indonesia.
Pathik, B., Chowdhury, M. and Habib, M. (2012b) ‘Analysis of educational supply chain
management model: a case study approach’, International Conference on Industrial
Engineering and Operations Management [online] https://www.researchgate.net/publication/
264890618_Analysis_of_Educational_Supply_Chain_Management_Model_A_Case_Study_A
pproach (accessed 30 January 2018).
Petruzzellis, L. and Romanazzi, S. (2010) ‘Educational value: how students choose university:
evidence from an Italian university’, International Journal of Educational Management,
Vol. 24, No. 2, pp.139–158.
Phang, S. (2013) Factors Influencing International Students’ Study Destination Decision Abroad,
Masters, University of Gothenburg.
Pimpa, N. (2003) ‘The influence of family on Thai students’ choices of international education’,
International Journal of Educational Management, Vol. 17, No. 5, pp.211–219.
Postgrad.com (2015) Entry Requirements for Postgraduate Study in the UK [online]
http://www.postgrad.com/editorial/study-in-uk/uk-postgraduate-study/entry-requirements/
(accessed 8 October 2015).
Riley, J. (2012) Buyer Behavior – The Decision-Making Process [online]
http://tutor2u.net/business/marketing/buying_decision_process.asp (accessed 7 January 2015).
Ritzer, G. (1996) The McDonaldization of society, Rev. ed., Pine Forge Press, Thousand Oaks, CA.
Sampson, S. (2000) ‘Customer-supplier duality and bidirectional supply chains in service
organization’, International Journal of Service Industry Management, Vol. 11, No. 4,
pp.348–364.
Saunders, M., Lewis, P. and Thornhill, A. (2009) Research Methods for Business Students, 5th ed.,
Prentice Hall, New York.
Schiffman, L. and Kanuk, L., (2004) Consumer Behavior, Pearson Education Inc., New Jersey.
Schwartzman, R. (2013) ‘Consequences of commodifying education’, Academic Exchange
Quarterly, Vol. 17, No. 3 [online] http://rapidintellect.com/AEQweb/t5360j3.pdf (accessed 7
October 2015).
Sengupta, S. and Turnbull, J. (1996) ‘Seamless optimization of the entire supply chain’, IIE
Solutions, Vol. 28, No. 10, pp.28–33.
Smith, J., Jarman, M. and Osborn, M. (1999) ‘Doing interpretative phenomenological analysis’, in
Murray, M. and Chamberlain, K. (Eds.): Qualitative Health Psychology: Theories and
Methods, pp.218–240, Sage Publications, London.
Sowula, T. (2013) ‘UK to remain one of world’s most popular study destinations’,
Britishcouncil.org [online] https://www.britishcouncil.org/organisation/press/uk-one-worldsmost-popular-study-destinations (accessed 31 January 2018).
Sumarwan, U. (2004) ‘Perilaku Konsumen’, in Teori dan Penerapannya dalam Pemasaran, Ghalia
Indonesia, Jakarta.
Szulce, H. and Świekatowski, R. (2014) ‘Franchising as a instrument of integration in Higher
education’, LogForum, Vol. 10, No. 2, pp.175–183.
The Guardian (2018) University League Tables 2018 [online] https://www.theguardian.com/
education/ng-interactive/2017/may/16/university-league-tables-2018 (accessed 5 Mar. 2018).
Thecompleteuniversityguide.co.uk (2018) University of Lincoln [online]
https://www.thecompleteuniversityguide.co.uk/lincoln/ (accessed 5 March 2018).

84

R. Mazzawi

Tkaczyk, J. and Krzyżanowska, M. (2014) ‘Consumer attitude toward payment for
recommendations’,
International
Journal
for
Management
Cases
[online]
http://www.researchgate.net/publication/264646597_Consumer_attitude_toward_payment_for
_recommendations (accessed 6 June 2019).
Tranfield, D., Denyer, D. and Smart, P. (2003) ‘Towards a methodology for developing evidence –
informed management knowledge by means of systematic review’, British Journal of
Management, Vol. 14, No. 3, pp.207–222.
UKCISA (2019) International Student Statistics: UK Higher Education, UKCISA [online]
https://www.ukcisa.org.uk/Research--Policy/Statistics/International-student-statistics-UKhigher-education (accessed 31 January 2018).
Universitiesuk.ac.uk (2018) [online] https://www.universitiesuk.ac.uk/policy-and-analysis/reports/
Documents/2014/international-students-in-higher-education.pdf (accessed 13 August 2018).
Waskita, E. (2007) Customer Satisfaction and Business Improvement: A Case Study of Smiley’s
Café, Undergraduate thesis, Faculty of Business Administration, Swiss German University,
Banten, Indonesia.
Watson-Manheim, M. and Bélanger, F. (2007) ‘Communication media repertoires: dealing with the
multiplicity of media choices’, MIS Quarterly, Vol. 31, No. 2, pp.267–293.
Wilkins, S. and Huisman, J. (2011) ‘Student recruitment at international branch campuses: can they
compete in the global market?’, Journal of Studies in International Education, Vol. 15, No. 3,
pp.299–316.
Zeithaml, V., Mary, B. and Gremler, D. (2009) Services Marketing: Intregrating Customer Focus
Across the Firm, McGraw-Hill Higher Education, New York.

