
 

 

     

HSIUPING JOURNAL. VOL.18,pp.119-140           (March 2009)

 

  

 

 

 

 

 

 

 

 

 

970721 971029 



     

 

 

Exploration on Student Satisfaction and Loyalty for 

Administration Service Quality for Schools of the 

Technological and Vocational System 
  

Tsan-Ming Chang, Chen-Yuan Liu, Yu-Hua Lin 

Abstract 

In the advent of mushroom like sprung-ups for both the colleges and universities, the 

source of students registered has already become the focus of recruiting competition. Although, 

from the educational perspective, how to create a WIN-WIN situation for both the school and 

student is a direction really worthwhile to ponder. 

Therefore, this research is to apply Hsiuping Institute of technology as example, and 

through the survey query method, it is to explore whether there is a cause and effect 

relationship existed between the student’s behavioral intention and the service quality provided 

by the administrative system. This research also tried to establish the multiple linear regression 

model for these two subjects under study. The findings from this survey query indicated that: 

Honor, recognition and satisfaction of the student all exhibited significant influences on 

student’s loyalty. Lastly, the survey query findings of this research are expected to provide 

relevant schools and hopefully can be used to create a room for thoughts in creating the 

environment of sustainable management and pursuit of excellence.  
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μ � μ � μ � μ � 

 185 3.00 0.52 3.07 0.53 3.08 0.51 3.05 0.44  

  151 3.10 0.52 3.08 0.59 3.14 0.53 3.11 0.46 

 195 3.03 0.50 3.05 0.57 3.09 0.52 3.06 3.12  

  141 3.09 0.55 3.12 0.55 3.13 0.53 3.11 3.19 

 130 3.03 0.55 3.10 0.52 3.12 0.51 3.08 0.44 

 88 3.13 0.50 3.11 0.53 3.17 0.44 3.14 0.39 
 

 
 118 3.02 0.50 3.02 0.62 3.04 0.58 3.03 0.50 

19  80 3.11 0.58 3.08 0.54 3.08 0.49 2.99 3.19 

20 21 120 3.00 0.46 3.11 0.52 3.14 0.52 3.01 3.16 
 

 
22  136 3.06 0.54 3.04 0.61 3.10 0.54 2.99 3.15 
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Levene  0.093 0.074 1.438 3.583 
 

P-value 0.063 0.786 0.239 0.059 

Levene  1.720 0.275 0.284 0.868 
 

P-value 0.191 0.600 0.753 0.421 

Levene  0.006 0.372 1.542 0.151 
 

P-value 0.938 0.542 0.216 0.860 

Levene  0.005 0.106 1.638 1.204 

 P-value 0.945 0.745 0.196 0.301 
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 1 0.563** 0.573** 0.840** 0.061 0.274** 0.158** 0.246** 

 0.563** 1 0.568** 0.837** 0.017 0.227** 0.170** 0.216** 

 0.573** 0.568** 1 0.854** 0.055 0.234** 0.177** 0.253** 

 0.840** 0.837** 0.854** 1 0.053 0.290** 0.200** 0.283** 

 0.061 0.017 0.055 0.053 1 0.427** 0.338** 0.264** 

 0.274** 0.227** 0.234** 0.290** 0.427** 1 0.529** 0.565** 

 0.158** 0.170** 0.177** 0.200** 0.338** 0.529** 1 0.472** 

 0.246** 0.216** 0.253** 0.283** 0.264** 0.565** 0.472** 1 

 * (P-value)<(�=0.05)  **

(P-value)<(�=0.01)  
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    F   

 127.30 1 127.297 

 271.84 334 0.814 step1 

 399.14 335  

156.404 0.000** 

 143.86 2 71.929 

 255.28 333 0.767 step2 

 399.14 335  

93.827 0.000** 

 148.94 3 49.645 

 250.20 332 0.754 step3 

 399.14 335  

65.876 0.000** 

( ), , ,  

 

* (P-value)<(�=0.05)  **

(P-value)<(�=0.01)  

  
 

�  
t 

 VIF 

 0.438 0.057 0.407 7.756 0.000** 0.684 1.461 

 0.258 0.057 0.233 4.532 0.000** 0.717 1.394 

 0.286 0.110 0.118 2.596 0.010** 0.913 1.095 

 

 * (P-value)<(�=0.05)  **

(P-value)<(�=0.01)  
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