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Abstract

This study aimed to measure the university reputation using the importance-
performance analysis (IPA) to determine the strengths and weaknesses in
the aspects of the university reputation from the students' point of view and
to identify the priorities for improvement based on the priority index. Data
were drawn from a sample of 354 students through a questionnaire. The
results indicated that many of the areas that require more focus and
resource allocation, which are the quality of education, the efficiency of the
faculty, community service projects, and the provision of educational
resources and equipment, The results of the Priority Index presented the
most pressing areas that the university leaders should deal with immediately
to improve their university reputation. This study contributes to the theory
of marketing for higher education by introducing IPA as a useful quantitative
tool used in higher education research to measure the reputation of

universities and set priorities.

Keywords: Organizational Reputation, University Reputation,
Importance-performance Analysis (IPA), Measuring University Reputation,

Improve Reputation
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Introduction

Higher education is a rapidly growing sector all over the world and
competition among higher education institutions (HEIls) is fierce to survive
and gain a competitive advantage. Universities today are in a continual race
for excellence and access to a well-known global reputation and status that
provides them with multiple advantages (Wong & Sultan, 2021). Reputation
is essential for HEls; therefore, universities seek to enhance their reputation
in the educational market, which has become competitive. This imposed on
universities the requirement to build a reputation among stakeholders to
differentiate themselves from their competitors and maintain a unique

position in the market (Qazi et al., 2021).

A reputable university is described as having a prestigious status
within the community, the trust of parents, and other stakeholders, and
respectable leadership. Moreover, students believe that the university's
image has a positive impact on them as graduates of this university (Khoi,
2021). Gotsi and Wilson (2001) define reputation as" the overall evaluation
of a company by its stakeholders over time.". A further definition of
reputation by Davies (2015), who describes reputation as “describing our
opinion or impression we have of a firm, created by and resulting from the
interaction of all the experiences, impressions, beliefs, feelings, and

knowledge that we have with and about a company”.

A good reputation enables the university to attract the best staff and
highly skilled students and secure research funding that drives the university
to excellence in research performance (Morrissey, 2012). Customers are
attracted to purchase services and products from organizations with a
positive brand image. Similarly, joining universities that have uniquely built
their reputation is the demand of future generations looking for prestigious
universities (Golgeli, 2014). In the absence of sufficient information about
the university, the image and reputation of the university play a vital role in

the decisions that students make, as it has a direct impact on the satisfaction
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of students who want to join a university that has a better reputation, which
will eventually lead to tangible and intangible benefits for the university
(Panda et al., 2019).

Brand reputation management has a significant role in building
relationships between the university and key stakeholders and influences
the brand value of universities in the global higher education market
(Beneke, 2011). As a result, the issue of measuring reputation took immense
importance in the university marketing process, and higher education
marketing research began working on developing standards to measure the
reputation of universities. During the past two decades, many studies have
presented measures of the reputation of organizations, the first of which
was ‘The Reputation Quotient Measure’ (Fombrun et al., 2000) and ‘the
RepTrak scale’ presented by The Reputation Institute. Later, researchers
have begun to develop measures of university reputation based on
measures in the business world (Telci & Kantur, 2014; Jie & Hasan, 2019;
Panda et al., 2019; Qazi et al., 2021) to measure the dimensions and factors
affecting university reputation and identify the most influential factors and
weaknesses that universities suffer from. Several measures of the
university's reputation were applied in many previous studies, and the
results of the measurement were reached without clarifying what should be
worked on. As the previous studies did not show what methods should be
followed to benefit from the results of measuring reputation and did not
specify what are the priorities and the most important areas that should be
focused on in the process of improvement, thus, the role of this study came
to present the importance - performance analysis (IPA) as an effective tool
to measuring reputation and identifying the most important results and
method deal with these results to address the weaknesses in the university
reputation and to give decision-makers the compass that determines the
way and direction of marketing and managing the brands of their

universities. In addition to using the improvement priority index to identify
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the most pressing areas that must be dealt with by decision-makers to
improve the university reputation. In light of the review of studies in this
field by researchers, despite the application of importance and performance
analysis in many other management topics and the proof of its effectiveness,
thus far, previous studies have not applied this tool in measuring reputation.
Therefore, the current research will be the first to use this tool to measure
the reputation of universities in order to show the benefits of this tool in the
matter of reputation and how it is applied and addressed to aspects of
reputation and determine the priorities of the intervention to improve the

reputation. The study aims to:

a. Measuring the most important dimensions of the university's reputation
using the importance-performance analysis tool from the students' point

of view through a questionnaire.

b. Explaining how to use the IPA technique as an effective tool for
measuring the university's reputation by mentioning its benefits and
implementation steps and representing the results of the reputation

guestionnaire on a quadrant analysis network.

c. Setting priorities for improving the university's reputation based on the
results of the (IPA) and the improvement priority index, as the results
will show the most important aspects of the reputation that require

rapid intervention and the least important aspects.

The paper progresses in the following sequence: literature review

followed by methodology, findings, discussion, and conclusion.

Literature review

Reputation is very important for educational institutions as service
organizations, just like productive organizations. Their primary goals are to
educate students, develop their behavior, and create new opportunities for

them in society through high-quality education. The reputation of
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educational institutions is formed as a result of trust-based cooperation
between multiple stakeholders. It may be damaged as a result of any

possible crisis of trust between the parties (Christensen et al., 2019).

The literature dealt with the reputation of organizations and formed
the base through which researchers began to study the reputation of
universities and know their real role in achieving the status of the university.
Although reputation is a necessary component of a customer relationship, it
cannot replace a valuable experience that the customer can experience in
his relationship with an organization; thus, customer satisfaction driven by
positive experience can help establish a positive reputation and motivate the
organization to provide the best service (Helm et al., 2010). Garcia-
Rodriguez (2021) shows that satisfaction and a positive reputation led to
loyalty. In the context of HEls, Zyryanova et al. (2020) state that attracting
international students and increasing their numbers is strongly reflected in
the university reputation and increases trust in the university at the
international level in higher education markets. Reputable universities
attract talented employees to work for them (Trondle & Schindler, 2021).
Talented employees will work for the success of the institution and will
eventually develop strong relationships with stakeholders. Moreover,
employees in reputable institutions feel the dignity of working in a well-
known organization, attracting more qualified employees to increase
productivity, all of which encourage employees to engage with the
organization (Esenyel, 2020). To achieve a reputation that cannot be
imitated, more qualified faculty members and experienced academic
leaders are being attracted to be part of the university. Another indicator of
internationalization that is a pillar that has a strong impact on improving the
image, state, and competitiveness of the university is the increasing number
of international students and faculty accepted. Moreover, many
international students choose an institution with a good heritage that will

be associated with their degrees, experience, and research history as well.
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(Delgado-Mdrquez et al., 2013; Trondle & Schindler, 2021; Rashid &
Mustafa, 2021; Ma, 2021)

Reputation Measurement

Measuring the reputation of organizations has taken a variety of
directions and has received increasing interest and extensive research in the
literature related to strategic management and marketing research. Berens
and van Riel (2004) identified three different trends for measuring
relationships between organizations and stakeholders: “social expectations,
corporate personality, and trust”. Social expectations were one of the most
common streams in research that addressed reputation measurement. The
most famous was “The Reputation Quotient Scale” (RQ), developed by
Fombrun et al. (2000), this model consists of six dimensions of corporate
reputation: “Emotional appeal, products and services, social and
environmental responsibility, vision and leadership, workplace environment
and financial performance”. and the “RepTrak scale” was constructed by the
Reputation Institute, these two scales were a starting point for several
studies that began to develop reputation scales that are suitable for various

commercial, industrial sectors, and higher education.

Chun (2005) identified three schools of thought within the reputation
model: evaluative, impressionistic, and relational. The evaluative school
measures reputation by evaluating a company's accomplishments, which
can be seen as social expectations, for example, “commitment to charitable
and social causes.” The Impressionist school looks at reputation as the
overall impression of a company from different perspectives, while the
relational school focuses on the perspectives of both "internal" and

"external" stakeholders.

The interest in the reputation of universities increased driven by the
emergence of international rankings of universities. Academics began to

search for methods to improve reputation, and as a result, interest began to
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find mechanisms to measure reputation to manage it. The measurement of
reputation in institutions of higher education relied in its infancy on
measures of reputation in the business sector, as it was a leading sector in
interest and drawing attention to the reputation of the organization, and
many researchers tried to test the application of these measures in
universities. In addition to the dimensions that were measured in business
organizations, some of these studies examined many factors and critical
dimensions that reflect the special nature of universities, such as "the
university's heritage, institutional ethics, and the university environment.
(Telci & Kantur, 2014, Jie & Hasan, 2019; Panda et al., 2019; Qazi et al., 2021;
Dursun & Altin Gumussoy, 2021).

The literature on university reputation revealed the most crucial
factors affecting the reputation of HEIs and demonstrated that the quality
of research and teaching positively affects the reputation of the best
universities (Delgado-Mdrquez et al.,, 2012; Rashid & Mustafa, 2021).
Furthermore, Sirkeci and O'Leary (2022) concluded that the positive
reputation of the university's research performance greatly affects the
students' choice of the university at all levels. Another factor was emotional
appeal, including trust, respect, and admiration for the university, all of
which are crucial factors in the establishment of the university reputation;
this shows that any improvement in the quality of services increases the
emotional appeal (Dursun & Altin Gumussoy, 2021). Another dimension that
reflects the special nature of the university is the university environment,
where the quality of the campus and facilities can affect the image of the

university among current and prospective students (Khoi, 2021).

The advantages and positive benefits of organizational reputation
and its future implications for universities have been the focus of many
studies. Garvanova (2020) suggested that the university's reputation is an
intangible strategic resource that achieves the university a unique position

and a competitive advantage in the higher education market and generates
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trust among stakeholders at the local and international levels. Moreover,
Heffernan et al. (2018), Moslehpour et al. (2020), and Kaushal et al. (2021)
believe that students’ satisfaction with the services provided by the
university and increasing their loyalty to the university is one of the most
significant benefits that the good reputation of the university can bring.
According to Lo (2014), a good reputation can help to attract the best local
and international students with outstanding abilities and distinguished staff
with high qualifications and skills. Angulo-Ruiz et al. (2016) confirm that the
competitive reputation is taken into account as an essential point through
which students choose the university in the future. The information that
universities seek to publish always on the web pages about their ranking in
the international ranking systems for universities has been one of the most
popular and reliable sources for the selection of the university by
international graduate students. (McNicholas & Marcella, 2022). Civera et
al. (2021) argue that reputable universities charge higher tuition fees
because students perhaps interpret high tuition fees as an indication of the
quality of the university, which leads to an increase in the financial resources
of the university. Haski-Leventhal (2020) notes that successful universities
require leaders with a unique set of abilities and interpersonal skills, the
most important of which is the ability to communicate and negotiate with
others. The current research shares with other research the focus on the

following factors:

Quality of Service.

Since promoting knowledge and understanding through teaching and
research is the primary purpose of the university, any services or degrees
offered by the university will be judged on their quality by stakeholders.
Accordingly, it is important to provide quality products and services to
attract more new students (Angliss, 2021). For O'Neill and Palmer (2004),
service quality in higher education refers to ‘the difference between what a

student expects to receive and his perceptions of actual service’. Students
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seek high-quality education by deciding to choose a university that provides
evidence of service quality, as the increasing cost of education has created
a new generation of students who are more aware as clients than ever
before (Wong & Sultan, 2021). As previously stated, the quality of service
has a direct and important impact on reputation (Bakrie et al., 2019). In
other words, good service is a feature of educational institutions that are
able to enhance a unique reputation.

Social Responsibility.

Higher education institutions play an essential role in society in the
formation of future generations and the preparation of future professionals,
with the aim of moving towards sustainability. The role of education for
sustainable development has become globally recognized, also thanks to the
European Union’s strategy for sustainable development and the United
Nations Millennium Development Goals that put universities on It is the
most appropriate role to spread the principles of sustainability; therefore, it
is the duty of higher education institutions to adopt and promote the
principles of sustainability (Alshuwaikhat & Abubakar, 2008).

Academic interest in the social responsibility of universities began in
the late 1990s, with an initial focus on the responsibility of universities to
protect the environment in response to the global call for sustainable
development. Universities must go beyond the basic functions of teaching,
research, service, and act voluntarily to further the common good and
concern for the associated societal environment (Lo et al.,, 2017).
Universities can be considered “small cities” that may have severe impacts
on the environment due to their activities and the movement of resources
and people within the campus (Ragazzi & Ghidini, 2017). The study by
Vasilescu et al. (2010) demonstrates that enhancing the commitment and
active citizenship of students and faculty members and urging them to

provide social services to their local community for sustainable development
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is one of the social responsibilities of the university, which can play a
significant role by creating a generation that believes in its role in community
service. Several studies have suggested different models of social
responsibility for universities, such as the model proposed by Dima et al.
(2013), which consists of six dimensions, most of which focus on cooperation
between the university and other universities, cooperation with schools and
companies, as well as the implementation of social, cultural, and
environmental projects related to the community surrounding the
university. Latif (2018) suggests that for a university to be socially
responsible, it must have many responsibilities; legal, ethical, charitable, and
societal participation have been identified as voluntary responsibilities. It is
thought that universities that fail to provide a high performance of social
responsibilities will have difficulty surviving. According to Taamneh et al.
(2022), all social responsibility practices have a significant and positive
impact on improving organizational reputation. (Rasoolimanesh et al., 2021)
also confirm that the university's brand reputation is influenced by its social
responsibilities and that loyalty to the university is enhanced by positive

practices.

Emotional Appeal.

The emotional appeal arises as a result of the feelings of trust,
admiration, and respect that stakeholders have towards the organization
and is one of the factors that contribute to improving the university
reputation (Dursun & Altin Gumussoy, 2021). Furthermore, Sisco (2016)
argues that if the public does not view the organization favorably, individuals
will be reluctant to join or deal with it, whether through recruitment,
investment, or loyalty to it, and public respect means how the stakeholders
value the organization over a period of time, which is an internal and
external process that includes individuals and the surrounding community.

In an academic context, the emotional appeal between stakeholders and the
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university depends on first-hand experience or information that comes from
others and leads to the formation of an effective emotional bond that
includes trust, respect, admiration, and good feelings towards the university,
which can eventually lead to the creation of a positive image of the
university (Aledo-Ruiz et al., 2021). In addition, the bond between faculty
and the student has been the most influential in creating emotional brand
attachment. (Sharif & Sidi Lemine, 2021).

University environment.

Khoi (2021) describes the environment as the educational conditions
on campus that contribute directly or indirectly to the development of
teachers and students. Recent research has suggested that universities
seeking to improve their reputation should provide a quality learning
environment with all the necessary resources to enhance the level of
student satisfaction (Qazi et al., 2021). In addition, a reputable university
should go beyond its local borders to bring together students from different
countries and cultural backgrounds to play a contributing role in its image,
which should be rich in diversity and help students achieve their personal
goals (Badri & Mohaidat, 2014).

Students' direct educational experience influences students'
behavior towards the university. Thus, to enhance the reputation and
investment in it, academic institutions are required to meet the current
needs of students (Sung & Yang, 2008). In the same context, many scholars
explained that the elements of the educational environment on the campus,
including infrastructure, facilities, and equipment, can be considered critical
factors that determine the student’s perception of the image or reputation
of the university (Nguyen & LeBlanc, 2001; Lafuente-Ruiz-de-Sabado et al.,
2018; Aghaz et al., 2015). In other words, a positive campus life with a large

campus helps students engage and create pleasant memories at the
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university (Plewa et al., 2016). Collectively, the above studies confirm the
role of the university's positive environment in creating a good reputation
for the university among current students and motivating potential students

to join the university.

Finally, in light of the foregoing, it can be concluded from the above
that a reputable competitive university is able to obtain a strong status in
the individual sectors of global education, achieve international competitive
advantages in scientific research, provide high-quality educational services
in accordance with international standards, perform important social tasks
for society through its social responsibilities, obtain a high status in
international university rankings, build an international reputation and have

a successful internationalization experience.

Reputation and University Ranking

Over the past two decades, increasing attention has been paid to
university rankings and global reputation rankings by many universities and
higher education leaders worldwide, with the aim of these educational
institutions to improve the qualities that are constantly evaluated in various
university rankings. Ranking is a relatively recent phenomenon in university
governance, which began as a media-based attempt (originating in the
United States and then spreading to Europe) to assess which universities are
the “best” according to a scale that began in a national context and then
evolved into a global benchmarking and comparison model for universities
worldwide (Mats, 2020). There is clearly a strong link between research
output and reputation building in practice, and research excellence - as
defined by ranking systems - is widely seen as the most important driver of
a university's national and global standing and ranking. The crucial point is
that rankings are important in developing the organizational reputation of
higher education institutions, as they can collect and select information in

order to establish and disseminate reputation, and that the phenomenon of

Buxiel! Aoyl hlaYl dnals - diga Al Gl A sl Azl

2024 1531 (4) sua)l (48) Wxel)

" 302 |

S




2024 »gsST(4) sual (48) wlzeall Bsxiall &yl Gl daols Dol Elowd A9l dlmal!
International Journal for Research in Education UAEU Vol. (48), issue (4) October 2024

Soxial duyall hleYl dnolsr - Lgall EilowU A9l dlomal)

2024 g3ST (4) sus)) (48) dxal

"Reputation race" pushes different higher education institutions to
excellence, Institutions of higher education with traditional academic
performance are encouraged by the rankings to imitate reputable
institutions (Lo, 2014; Komotar, 2019).

Strategic planning in emerging universities focuses on directing the
organization's energies and resources in line with the requirements of
classification systems and increasing research output whenever it is
important (Overton-de-Klerk & Sienaert, 2016). That the university's
reputation as excellent does not have an expiration date, given that the
reputation is a general or personal judgment, which may depend on
experiences, recommendations, or marketing strategies pursued by
universities, the positive reputation of the university may continue far
beyond the decline of any position in the ranking or other quality
assessments. (Trondle & Schindler, 2021)

World rankings show how globalization has turned higher education
into a marketable good. Given the importance of higher education in human
capital development and economic growth, the quality of higher education
and university research has become a vital indicator of national
competitiveness. Worldwide, rankings have become a political tool and
proxy for competitiveness, as countries and higher education institutions
adopt policies and strategies to maximize their reputation and prestige
(Hazelkorn, 2014).

Universities strive to build networks of partners to develop their
potential through innovation projects and to promote distinguished
resources and competencies, and by improving their positive reputation,
universities aim to find new ways to distinguish themselves on the
international map and gain greater visibility, and as a result, universities
expand the volume of their international activities, by establishing study

abroad programmes, exchange of students and technical staff between
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universities, expansion of foreign language programs and international
education programmes, institutional cooperation between universities in
different countries (Cattaneo et al., 2016). Thus, attracting faculty members
and international students and increasing the number of foreign students
studying is the main indicator of the international activity of the university,
which is one of the important indicators that affect the reputation of the
university and enhance confidence in the university at the international level
(Zyryanova et al., 2020). The first ranking of universities known as the
Shanghai Ranking (ARWU) appeared in 2003, then the Times Higher
Education University Ranking appeared, based on collaboration between
(THE) and Quacquarelli-Symonds (QS), which continued until 2009, and in
2010 (THE) began Working with "Thomas Reuters" and changing its
methodology, while QS established a university ranking system known as
"QS World University Ranking", several international ranking systems
appeared, and the reputation index was present in some ranking standards
such as (THE) ranking, (QS) ranking, and (QS) ranking. (U.S. News) ranking
(Chattopadhyay, 2019; Anowar et al., 2015), and this reflects the nature of
the mutually influencing relationship between reputation and global
rankings of universities. Inclusion of one educational institution in the
ranking can give national and international visibility and help build
reputation, especially for emerging economies and lower-ranked
institutions (Hazelkorn, 2014).

Reputation and Digital Transformation

Studies highlight the importance of the digital advancement of
universities for students, as universities with a higher degree of digital
progress appear to be more acceptable and positively affect students’
academic experience and support their success in their study programme. In
fact, digital technologies - especially blended learning solutions - lead to

better quality teaching. Thus, it may enhance the actual efficiency of the
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university in educating students, as digital progress improves the university's

learning environment (Colin & Mahr, 2017; Plewa et al., 2016).

The Covid-19 crisis prompted the acceleration of the digital
transformation process in many universities around the world, as education
was one of the most affected sectors, and the digital transformation
provided universities with the opportunity to make good progress and make
great efforts to provide quality education for future generations (Diaz-Garcia
et al., 2022). Universities are trying to think about how best to apply
technological innovation, digital transformation is crucial for universities to

succeed in the coming years (Liebowitz, 2022).

Digitization has led to an increase in globalization, facilitating the free
exchange of information and the rapid exchange of expertise and
knowledge. Under these circumstances, the competition of universities to
attract students and investment increases dramatically. Therefore, digital
transformation plays a significant role in establishing the reputation of a
higher education institution and managing it effectively (Akhmetshin et al.,
2021). Colleges and universities are using technology to improve their
reputations by developing more online learning programs to provide low-
cost degrees, enrich teaching, and conduct research. Popular and relatively
new academic programs in cybersecurity, robotics, and artificial intelligence
are examples of how technology is driving new curricula as well as
supporting the presentation of the curriculum (Grajek & Brooks, 2020). For
current students, the university website is a source of information, for
example, providing information about admission requirements or class
schedules. (Plewa et al.,, 2016). Therefore, the university's marketing
department should ensure that the university has a professional appearance
online and that the website provides all the details and information that
stakeholders need (Colin & Mahr, 2017).
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The rapid development of technology has provided new tools for the
development of all kinds of educational institutions in the world. It is the
universities that are able to fulfill the mission of innovation and
entrepreneurship that will have a good reputation among all stakeholder
groups. Therefore, the university's digital transformation is one of the
factors that increase the university's competitiveness and thus its
prestigious capital (Akhmetshin et al., 2021).

Digital marketing is especially embodied in websites, blogs, or social
media platforms, as it has the potential to create a positive impact when an
organization communicates with its target audience (Morais et al., 2021).
Websites, electronic newsletters, and the use of digital technology in higher
education marketing are increasingly important, as prospective students
tend to use websites and social networking sites extensively, such as
YouTube, Twitter, and Facebook, and thus online marketing may have a
positive impact on prospective students' choice of university. And that the
increasing competition for students and the desire to learn about the
programs has prompted universities to allocate more efforts and resources
to communicate on the Internet (Constantinides & Zinck Stagno, 2011).
Where there is ease in distributing and obtaining information through digital
marketing media, different interactions and responses can be obtained
through social media because it has a multi-tasking function (Kusumawati,
2019).

The emergence of new types of media, such as online social media,
has brought about dramatic changes in the ways organizations manage their
reputation (Matesié et al., 2010). Online reputation management is essential
for higher education institutions. Imminent students and their parents or
guardians search extensively for universities online before applying
(Zyryanova et al., 2020). Many studies have proven the importance and role
of digital marketing in communicating and improving the image of

universities and that universities need attention on social media, the
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website, and the search engine when they require to form a positive image
of the university. When the university provides a better performance of
digital marketing, it is possible to obtain an image and reputation better for
the university (Sawlani & Susilo, 2020).

Methodology

Importance-performance analysis (IPA)

The first introduction of importance-performance analysis (IPA) was
in the field of marketing by Martilla and James (1977). The IPA matrix
consists of two dimensions, with the x-axis depicting 'performance' and the
y-axis depicting 'importance', as shown in Fig. 1. IPA has been used as an
effective tool in assessing service quality, satisfaction, and performance in
educational institutions and non-profit organizations (O'Neil & Palmer,
2004; Douglas et al., 2006; Angell et al., 2008; lacovidou et al., 2009; Wu &
Jimura, 2019).

IPA is a practical and useful management method that can help
decision-makers easily identify the strengths and weaknesses of the
organization and assess customer satisfaction with the products and services
provided by the organization (Ormanovic et al., 2017). And the use of this
tool in this study to show its role in measuring the reputation of the
university and its benefits in setting priorities and allocating the
organization's resources in the most important aspects of the dimensions of

the university's reputation.

This tool has been used by many studies to analyze the internal
environment, find out where the deficiencies in the capabilities of the
organization are, measure stakeholder satisfaction, develop plans to
improve the quality of services or products (Lai & To, 2010; Taplin, 2012;
Wu & Hsieh, 2012; Sérensson & von Friedrichs, 2013; Lee et al., 2015;
Ramirez-Hurtado, 2017; Godeiro et al., 2018).
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The importance-performance analysis is carried out through the

following steps:

a. Determining what attributes to measure.

b. Development of the attribute list.

c. Separate the importance measure and the performance measure.
d. Position the vertical and horizontal axes on a grid.

e. Analyse the importance-performance grid.

Figure 1
The importance—performance analysis matrix. (Martilla & James, 1977).

Quadrant 11
High Importance
High performance

‘Keep up the good
work’

Quadrant I
High Importance
Low performance

‘Concentrate Here’

Quadrant 111
Low Importance

Low performance
‘Low Priority’

Quadrant IV
Low Importance
High performance
‘Possible Overkill®

The four areas of IPA matrix.

- Quadrant (I) contains items that are important to stakeholders, but the
performance of the organization is low. This requires placing them at the
top of the organization's work priorities in terms of allocating resources

and efforts.
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- Quarter (ll) In this quarter are items that are particularly important to
stakeholders, and the organization is implementing high levels of
performance. By continuing to work diligently on the procedures and
efforts followed by the organization in these areas, the advantages
through which it can compete with others can be maintained.

- Quarter (lll) here are located items that are not of the organization's
interests, not even stakeholders, as these areas should remain at the

2024 g3ST (4) sus)) (48) dxal

bottom of the organization's task list because they are not considered
aspects that require to be addressed quickly.

- Quadrant (IV) Here are the items that consume the resources of the
organization, and the organization performs well, but stakeholders who
are looking for tangible benefits from the organization do not consider it
important. As a result, the organization will require to reconsider the
resources being depleted in these areas and redirect its capabilities and

potential to other areas of high importance.
Improvement Priority Index

The priority index was calculated to determine areas requiring
immediate resources for improving university reputation. In reputation
improvement efforts, priority is given to items that have low-performance

scores but are highly important from the point of view of stakeholders.
The priority index is calculated in three steps.

1- Giving a rank to all performance means from the highest means to the

lowest means, where the highest performer gets rank (1).

2- Giving arankto all the importance means from the lowest average to the

highest means, where the means of the lowest importance get the rank

(1).
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3- Derive the priority index by adding the rank of performance (step 1) to
the rank of importance (step 2), then arrange the items in the order,

starting with the item with the highest score in the priority index.

ltems at the top of the Priority Index list have low performance and
high importance scores, reflecting underperformance of reputation items,
which stakeholders consider important in their assessments of the university
reputation. The items at the bottom of the list have high performance and
low importance scores, reflecting aspects of high performance that
stakeholders consider less important. It must be emphasized that the items
at the bottom of the list are still important to stakeholders but are less
important compared to the items at the top of the list, the items in the
middle of the list are either high performance and high importance or low

performance and low importance (Gesell, 2001).

Participants

The study population consists of all students from a Syrian public
university. The sample includes undergraduate (fourth-year students) and
postgraduate (Masters - PhD) students, due to the ability of these students
to understand the dimensions of the scale and their experience of the
conditions and details of the university environment and the progress or
improvement achieved by the university. The questionnaire was randomly
delivered to students on campus. Respondents were informed that their
responses would remain confidential and that their identities would be
unknown. 375 forms were distributed, and incomplete responses and
outliers were removed from the data. There were 354 valid questionnaires
for statistical analysis. The participants characteristics are presented in Table
2. The sample included 354 respondents, 48.3% were males, 51.7% were
females, the age group (20-25) was the largest group with 70.6%, then the
group (26-30) was 26%, and the university students were 57% and
postgraduate (Masters - PhD) by 43%. (Table 2).
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3. Instrument

3 The questionnaire was used as the research instrument to achieve

«ﬁ. z the objectives of this study. The questionnaire is divided into two parts. The
%g first section includes demographic questions, and the second section
“%’31 consists of four dimensions of reputation measurement, including 19 items
3% distributed as follows: the first dimension is service quality (5 items), the
%g second dimension is social responsibility (6 items), the third dimension is
}N emotional appeal (3 items), and the fourth dimension is the university

?} environment (5 items).

Using a four-point scale, the responses were obtained from the
individuals participating in the survey regarding their views on the
reputation of the university. This scale was used to avoid choosing neutral
opinions and reduce biased responses. The importance of each item was
measured using (1= unimportant; 2= less important; 3=important; 4=very
important). The performance was measured using (1 = Strongly disagree; 2
=1do not agree; 3 = Agree; 4 = Strongly agree). The questionnaire was built

on the basis of previous research, as shown in Table 1.

Table 1
Sources of measurement items.
Dimension Items Source

Quality of Services 5 Fombrun et al. (2000), Alessandri et al. (2006), Panda et
al. (2019), Dursun & Altin Gumussoy (2021)

Social Responsibility 6 Fombrun et al. (2000), Latif (2018), Dursun & Altin
Gumussoy (2021)
Emotional Appeal 3 Fombrun et al. (2000), Jie & Hasan (2019), Dursun & Altin
Gumussoy (2021)
University Environment 5 Telci & Kantur (2014), Qazi et al. (2021)
Results

A reliability test was performed on a sample of 30 students to
calculate the internal consistency of the reputation scale using Cronbach's

alpha coefficient, and the results showed that Cronbach's alpha for all items
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of the scale was above 0.7, which confirms the reliability of the scale, which

is presented in Table 3.

Table 2
Sample characteristics.
(N=354) Frequencies Percentage
Age 20-25 250 70.6 %
26-30 92 26%
30-40 12 3.4%
Gender Male 171 48.3%
Female 183 51.7%
Educational level Undergraduates 202 57%
postgraduate (Masters - PhD) 152 43 %
Table 3
Reliability analysis.
Cronbach’s Alpha
Dimension items Importance Performance
Quality of services 5 0.80 0.77
Social Responsibility 6 0.71 0.76
Emotional appeal 3 0.90 0.90
university environment 5 0.87 0.85

Importance-performance analysis

The results of the analysis of importance and performance for the
dimensions of reputation at the university are presented in Table 4, which
contains the means of perceived importance and the perceived performance
of each item from the point of view of students. The results of a paired
sample t-test showed that the mean differences between the means of
importance and performance for each item were statistically significant (p <
0.01). Forthe IPA grid, the importance and performance scores on the matrix
are shown in Fig. 2, where importance is plotted on the vertical axis and
performance is plotted on the horizontal axis. The results of the IPA grid are
interpreted as follows:

The First quadrant, ‘Concentrate Here,” in this quadrant are the items
related to the quality of services at the university. Qs2: ‘The university offers
high-quality education’; Qs3: ‘The university has high-quality faculty’. This
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indicates the low performance of the quality of education and the quality of
faculty members and their high importance in the university’s reputation
from the students’ point of view. Thus, the university should focus on
improving these aspects because of its distinguished role in improving the
university's reputation. Regarding the social responsibility dimension, SR4:
‘The university implements projects that serve the community’. This
confirms the low performance of the university in implementing projects
that serve the community and the high importance of this aspect in the
formation of its reputation. The emotional appeal dimension was EA1: ‘I
have positive feelings about the university’, and EA3: ‘| trust this university’,
the most important aspects that students believed to influence the
university's reputation. The students expressed low positive feelings and
trust in the university, which indicates a decrease in the university's ability
to attract students and enhance their trust in the university, despite the
importance of this aspect in raising the university's position and improving
its image among stakeholders. Concerning the dimension of the university
environment, UE3: ‘The university’s physical facilities are visually appealing’,
UE4: ‘The physical environment of the university is pleasant’ and UE5: ‘The
university provides modern equipment (computers, libraries, laboratories,
etc.)’ indicated the weak performance of the university in providing
attractive facilities and modern educational equipment, which are very
important factors in building the reputation of the university.

From the above, it is clear that the dimensions in this quarter were
low-performance and did not reach the level of expectations, despite their
paramount importance in the formation of the university's reputation,
which requires giving it a top priority in any strategy to improve the

university's reputation in the future.

The second quadrant, ‘Keep up the good work,” includes items Qs1:
‘My university offers good value products/services for money’, Qs4: ‘Your
university staff have students’ best interests at heart’ and Qs5: ‘Your

university staff provide prompt service to students’. The social responsibility
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items were SR2: ‘The university implements a number of initiatives to
improve the quality of life on campus’, SR6: ‘The university engages with
community groups, including supporting social events that are relevant to
the achievement of the university’s mission’, the emotional appeal
dimension was EA2: ‘| admire and respect the university’, and the university
environment dimension was UE2: ‘This university is a safe place to study’. All
these items have achieved a high level in performance and importance, and

this requires the university to maintain its performance level in these items.

The third quadrant, ‘Low Priority,” includes Items SR3: ‘University
participates in voluntary and charitable activities within their local
community’, SR5: “The university fulfils its responsibility to society’, and UE1:
‘The university has a good campus’. All these items were of low performance
and low importance from the students' point of view at the university. This
indicates that these items do not significantly affect the university's

reputation.

Fourth quadrant, ‘Possible Overkill,” The only item was SR1: ‘The
university is environmentally friendly’, indicating that students are not very
interested in this aspect; however, they believe that the university is doing
well in preserving the environment and not implementing any activities or
projects that harm the environment. Thus, this aspect is not of significant

importance in the formation of the university's reputation among students.

Table 4
Importance and performance ratings for reputation dimensions.
Dimension Item Items Importance Performance Gap t-test
Cod Mean SD  Mean SD  (I-P)
Qsl The university offers good 3.61 0.48 2.99 0.59 0.61 15.03
Quality of value products/services for
) money.
services

Qs2 The university offers high  3.53 0.50 2.12 0.49 1.41 40.00
quality education.
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modern equipment
(computers, library,
laboratory, etc.).
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= Di . Item Items Importance Performance Gap t-test
3 Imension cod Mean SO Mean D (I-P)

2 Qs3 The university has high 3.75 043 239 0.48 1.3639.87
3 M quality faculty.
? 3 Qs4  The university staff have 3.67 047 256 056 1.1130.95
P =5 students’ best interests at
e < heart.
"?‘3, Qs5 The university staff provide 3.64 0.48 2.53 0.50 1.1031.97
NS prompt service to students.
13 v SR1  The university is 3.05 022 281 041 0.24 9.78
5: = environmentally friendly.
B § SR2  The university implements 3.72 0.44 2.54 0.49 1.18 34.97
—3‘% a number of initiatives to
= improve the quality of life
z on campus.
i SR3  University participates in 343 049 2.02 0.16 141 51.07
voluntary and charitable
activities within their local
Social commlfnity.. -
R ibilit SR4  The university implements 3.62 0.49 2.11 0.31 1.50 49.22
esponsibility .
projects that serve the
community.
SR5  The university fulfils its 3.29 045 221 040 1.08 35.38
responsibility to society.
SR6  The University Engages with 3.69 0.46 2.96 0.49 0.72 20.65
community groups,
including supporting social
events which are relevant
to achievement of the
university’s mission.
EA1 | have positive feelings 3.78 041 231 0.46 1.47 45.32
Emotional about the university.
EA2 |ladmire and respect the 3.73 044 243 0.49 1.2936.06
Appeal - -
university.
EA3 |trust this university. 3.86 0.34 235 047 1.5147.60
UE1 The university hasagood 3.42 0.49 223 0.42 1.18 34.52
campus.
UE2 This university is a safe 360 0.49 2.62 0.48 0.98 27.14
place to study.
UE3 The university’s physical 3.68 0.46 1.97 0.49 1.7046.89
. . facilities are visually
University .
Environment appealing.
UE4 The physical environment 3.71 0.45 2.01 0.30 1.7060.48
of the university is pleasant.
UE5 The university provides 3.79 040 1.91 0.39 1.8762.25
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Figure 2
Importance-performance grid for reputation dimensions.
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Performance

Improvement Priority Index

The priority index included all items of performance and importance,

and the top five items in the performance scores were QS1, SR6, SR1, UE2,

and QS4. The five lowest-performing items were UE5, UE3, UE4, SR3, and
SR4. The five most important items were EA3, UE5, EA1, QS3, and EA2. The
five least important items were SR1, SR5, UE1, SR3, and QS2. As indicated in

(Table 5). Combining this information, the priority Index showed that the

greatest requirement for improving reputation relates to the following

areas: First: providing an educational environment, tools, technology, and

laboratories that serve students. Second: providing an enjoyable and

attractive environment that encourages students to come to the campus.

Third: working to increase the confidence of stakeholders in the university.

Fourth: attracting highly qualified faculty. Fifth: implementation of projects

that serve the community by the university.

S
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Table 5
Priority Index.
Rank Item Importance Performance Priority
3. Cod Mean Rank Mean Rank Index
) 1 UE5S 3.79 18 191 19 37
i’ 2 UE4 3.71 13 2.01 17 30
,:? 3 UE3 3.68 11 1.97 18 29
o 3 EA3 3.86 19 2.35 10 29
\3‘\' 4 EA1l 3.78 17 2.31 11 28
§ 5 Qs3 3.75 16 2.39 9 25
6 SR4 3.62 8 2.11 15 23
6 EA2 3.73 15 2.43 8 23
7 SR2 3.72 14 2.54 6 20
7 SR3 3.43 4 2.02 16 20
8 QS2 3.53 5 2.12 14 19
9 QS5 3.64 9 2.53 7 16
10 Qs4 3.67 10 2.56 5 15
10 SR5 3.29 2 2.21 13 15
10 UE1 3.42 3 2.23 12 15
11 SR6 3.69 12 2.96 2 14
12 UE2 3.6 6 2.62 4 10
13 Qs1 3.61 7 2.99 1 8
14 SR1 3.05 1 2.81 3 4
Discussion

The importance-performance analysis presented many results
related to the university’s reputation, which deserve much attention. Among
the most important dimensions of reputation that were clarified on the
analysis grid was the quality of service, the results showed the importance
of this dimension in improving the university’s reputation from the students’
point of view and included the academic competence of the faculty, and the
university provides services as quickly as possible to students and high-
quality education that is commensurate with the cost. Students are always
striving to obtain the best service that the university can provide. According
to the results, there was a significant decrease in the quality of services

provided by the university. This prompts the university to work on improving
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its services and the efficiency of the faculty to achieve performance
commensurate with the importance of this aspect and its role in improving
the reputation of the university. The quality of service greatly affects the
satisfaction of students and the surrounding community. Thus, it is greatly
reflected in the reputation of the university, which is confirmed by Dursun
& Altin Gumussoy, (2021).

The university environment is important in creating the university’s
reputation. The results revealed that providing educational supplies and
equipment and technology that serve students and the educational process,
providing an attractive environment and good service facilities are among
the most important aspects affecting the university’s reputation from the
students’ point of view. Therefore, it is the responsibility of the university to
work on developing its environment, providing a campus, technology and
supplies to improve student satisfaction and encourage them to join the
university, and create a positive image of the university among potential
students who contribute to building a good reputation for the university.
This agrees with the results of (Nguyen & LeBlanc, 2001; Badri & Mohaidat,
2014; Lafuente-Ruiz-de-Sabado et al., 2018).

Regarding emotional appeal, the results of the study show a decrease
in the university’s ability to build students’ and community trust and gain
the respect of stakeholders, this has a negative role in creating a positive
reputation for the university. The results also revealed that building the trust
of stakeholders in the university is one of the key factors that has great
importance in building the university's reputation, trust leads to a good
reputation on a large scale, which increases the students’ interest in the
university, and good feelings and respect for the university have a vital role
in consolidating the university’s status in society and achieving a competitive
advantage for this university. In summary, there is a correlation between
reputation and trust. This coincides with the results of (Dursun & Altin
Gumussoy, 2021)
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The results related to social responsibility showed a decrease in the
university's role in implementing projects that serve the community and
participating in charitable and voluntary work, despite its high importance
from the respondents' point of view. Therefore, the university is responsible
for the continuous work to earn the trust of the community by engaging in
activities that serve the community because community service is the third
task of the university, which contributes to achieving a prestigious status for
the university, this agrees with (Aledo-Ruiz et al., 2021; Rasoolimanesh et
al., 2021)

The priority index showed the most key areas that the university
should begin with to improve its reputation. According to its perceived
importance and performance, it should start with the most important and
least performing aspects; improving its environment, tools, and supporting
resources, followed by working to build students’ trust and increase their
respect and good feelings towards the university. Furthermore, there is a
requirement to increase the efficiency of the faculty members and their
academic capabilities, followed by working to increase the university’s
involvement in community service, which contributes to improving the

university’s reputation in a way that achieves its competitive advantage.

Conclusion

This study has shown how IPA can be used as a tool to measure
university reputation and prioritize improvement. This was done by
identifying the most important dimensions of reputation, as mentioned in
the literature and previous studies (Quality of Services, Social Responsibility,
Emotional Appeal, University Environment), and a survey of students’
opinions in evaluating the performance of the university in different
dimensions of reputation. In addition to surveying their views regarding the
importance of each of these items and their role in creating a reputation, the

importance-performance analysis was applied and clarified in a two-
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dimensional grid, and priorities for improvement were identified through
the priority indicator, which focuses on the most important items that
should have priority to be strengthened and developed by the academic
leadership in its strategy to improve the university's reputation.

The use of the importance-performance analysis approach in
university reputation measurement research is a valuable addition to the
literature related to university reputation and its measurement by
determining the importance of each item and determining its performance
from the viewpoint of different stakeholders and setting priorities in the
dimensions of reputation that the university should focus on in building a
strategy to improve its reputation. The importance-performance analysis is
one of the important tools that can help leaders to focus or redistribute their

resources according to the results of this analysis.

Implications

This study makes an important contribution to the reputation
management of higher education by showing how to use the importance-
performance analysis as one of the useful quantitative tools that the
university’s brand marketers can use to measure the university’s reputation
and rely on the results of the analysis in determining the areas to focus on
in the improvement process. Thus, this represents a starting point that helps
decision-makers in building a reputation management strategy and

achieving university goals.

Limitations, and Future Research

The study suffered from some limitations, as this study was
conducted on a limited sample of university students, and the number of
sample members can be increased to have better generalizability of the
results. One type of stakeholder is current students, where the sample can

be expanded to include potential students and employees to measure
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reputation from the point of view of all stakeholders. These limitations can

'§ draw the attention of researchers in the field of reputation in higher
33 education to conducting studies in measuring university reputation to
:%a include a larger number of different stakeholders (students, staff, and
23 . . . . . .
23 society) that are associated with the university, and reputation
é" = measurement can be expanded to include new dimensions such as financial
2:% performance and academic leadership.
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