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intention to recommend the school will be examined using a general log-linear model.
In other words, both the variables will be treated like response variables and their
mutual association will be explored. On the other hand, if the expectations of the students
are not met, the institution stands to lose the students to its competition. The hypothesis

and the altemnative hypothesis of the research are as follows:

Ho
A service gap exists between students’ expectation and students’ perception

Ha
A service gap does not exist between students’ expectation and perception

14 RESEARCH METHODOLOGY

1.4.1 Literature review

Literature review was done which precedes a research proposal and results section. Its
ultimate goal is to bring the reader up to date with current literature on a topic and forms
the basis for another goal, such as future research that may be needed in the area. This
is a body of text that aims to review the critical points of current knowledge and or
methodological approaches on a particular topic. Literature reviews are secondary
sources, and as such, do not report any new or original experimental work. It was a
systematic review, focused on a single question that tries to identify, appraise, select and

synthesize all high quality research evidence relevant to that question.

1.4.2 Empirical research

Theoretical research regarding service delivery, the Customer Satisfaction Index (CSI)
model is useful in a student context. The guestionnaire was developed that collected
all of the information needed to measure the model's various constructs using items
based on those contained in Khristensen, ef al. (2000:109) study. The questionnaires,

also sought information from postmatric students about their reasons for enrolling at

3






1.6 LIMI ATIONS AND SUGGESTIONS FOR FUTURE

This study should be repeated in the future to enable School Management . cam (.../T) of
educational institutions to compare the results and to see if there have been any significant
differences between students' expectations and students’ perceptions now and then. It
can also serve as an indicator to determine which of their managerial interventions are

successful and which ones are not.

1.7 SUMMARY

The first chapter sets the table for the research. It focuses on the background of the study,
states the objectives embracing the study and also formulates the hypothesis. The Matric
students keep on demanding more and more from secondary institutions .Therefore
institutions must ensure that their service delivery is at their maxima if they want to retain
their students in this competitive market. However, measuring service delivery is a must if
they want to stay ahead of their competitors. The next chapter concentrates on the
literature rev v in identifying a fit for the model of service quality measure.. ent in this

application setting.



CHAPTER 2

LITERA 1 JRE REVIEW

21 INTRODUCTION

As the business term, consumer (dis)satisfaction is the measure of how postmatric
students (products) and services supplied by the Secondary School in guestion meet its
students’ expectation. According to Parasuraman, et al (1985:50) consumer
(dis}satisfaction is a consequence of the consumption response. If it is reinforcing, then
consumer satisfaction with the purchase or consumption experiences increase. On the
other hand, if the consequence of a purchase or consumption experience is
punishing, then consumer dissatisfaction occurs. Satisfaction is the product or service
guality ¢ ception that relates to the global evaluation of the product or service. The
“‘molar” connection between consumer satisfaction, perceived quality, and post
purchase behavior including word-of-mouth communications plays a significant role
according to Rust, et al. (1996: 52).

The core service of secondary schoo! as an institution is teaching which is intangible
and dominant one (McDougall & Snetsinger 1990:35). This type of service also lacks
physical evidence .It forces a consumer to rely on sources of information such as
word-of-mouth recommendations to arrive at purchase decisions (Webster 1991: 16).
The secondary school like any other business institution needs to satisfy its clients in
order to survive in the business. It has been shown in various researches (Cronin &
Taylor, 1992:58, QOliver, 1997:51), that a customer with a positive attitude towards a
business engages in positive word-of-mouth communication which affects the
bottom-line of the business. This research examir ; the relationship between ‘service
quality and ‘diffusion of information about the secondary school'. The research
highlights the differences between consumer satisfaction and perceived service quality

perceptions.






delivered. These factors surprise the customer and generate 'delight’. Using
these factors, a company can really distinguish itself from its competitors in a
positive way.

2. Performance Factors. There are factors that cause satisfaction if the
performance is high and those that cause dissatisfaction if the perfc.. jance is
low. Here, the attribute performance-overall satisfaction is linear and symmetric.
Typically these factors are dire ly connected to customers' explicit needs and

desires and a company should try to be competitive here.

The additional three attributes which Kano mentions are:

3. Indif r attributes. The cus' mer does not care about this feature.
4. Questionable attributes. It is unclear whether this afttribute is expected.
S. Reverse attributes. The reverse of this product feature was expected by

tt  customer.

The price for which customer is willing to pay for a product is closely tied to performance
attributes. For example, customers would be willing to pay more for a car that provides

them with better fuel economy.

Excitement Attributes

Excitement attributes are unspoken and unexpected by customers but can result in high
levels of customer satisfaction, however their absence does not lead to dissatisfaction.
Excitement attributes often satisfy latent needs — real needs of which customers are
currently unaware. In a competitive marketplace where manufacturers’ products provide
similar performance, providing excitement attributes that address "unknown needs” can
provide a competitive advantage. Although they have foliowed the typical evolution to a
performance then a threshold attribute, for example cup holders are initially excitement

attributes.

2.2.1 Application of Kano model- analysis



A relatively simple approach to applying the Kano Model Analysis is to start constructing
Kano questionnaire based on products requirements which have been determined in the

surveys, and asking customers two simple questions for each attribute to:
1. Rate the satisfaction if the preduct has this attribute; and
2. Rate the satisfaction if the product did not have this attribute.

To eliminate or include performance and excitement attributes which their presence or
absence respectively lead to customer dissatisfaction is recommended. This often
requires a trade-off analysis against cost. As customers frequently rate most attributes or
functionality as important, asking the question “How much extra would you be willing to pay
for this attribute or e of this attribute?” will aid in trade-off decisions, especially for

performance attributes.

Prioritisation matrices can be useful in determining which excitement attributes would

provide the greatest returns on customer satisfaction.

Consideration should be given to attributes receiving a “Don'’t care” response as they will
not increase customer satisfaction nor motivate the customer to pay an increased price for
the product. However, you do not immediately dismiss these attributes if they play a
critical role to the product functionality or are necessary for other reasons than to satisfy

the customer.

The information obtained from the Kano Model Analysis specifically it is regarding
performance and excitement attributes, provides valuable input for the Quality Function
Deployment process. The revised model suggests that the perceived value impacts on
satisfaction in turn, are an antecedent to student loyalty. ..1e perceived value of a
service is assumed to result from a customer's perceptions of the core service provided
(termed Hard dimensions), perceptions of service processes (termed Soft dimensions) and

their image of the service provider - in this case, a school.

Good businesses focus on retaining their existing customers as well as obtaining new
customers in order to grow and increase profits. Measuring customer satisfaction provides
businesses with an indication of how successful they are in providing a service to the
marketplace,
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11. Communication. Listens to its customers and acknowledges their
comments. Keeps customers informed in a language

which they can understand.

12. Understanding the customer. By making an effort to know customers
needs, their needs of service quality have been operationalised by Parasuraman
efal, (1985, 1988). A 22-item instrument (SERVQUAL) was developed which
tapped five determinants of service quality: tangibles, reliability, responsiveness,
assurance, and empathy. The responses were organized into seven
categories with regard to education purpose for tt school in question. As
regard to word-of-mouth communications, spondents we requested to state

whether they wouid recon . 2nd the course to their friends or not,
2.31 Service quality dimensions

Service quality dimensions are tangibles, reliability (being the most important
factor), responsiveness, assurance and empathy. Based on an extensive
number of audits, dimensions indicated in table 2.3 are claimed to be universal
and can be measured with 21 or 22 items. However, modifications to items
may be necessary when using certain type of methods to evaluate different
services (Barton, 1992:773p). ltems are statements, such as "service is good".
Customers rate how well their expectations of this kind of service are meeting their

perceptions of this particular service.
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perceived teaching and learning process needs are well understood, as well as
measuring their perceptions of teaching and learning quality for the school in

guestion.

Secondly, clients are asked to answer number of questions within each dimension
which determines the relative importance of each attribute, and performance
expectations that relate to an "excellent” school, as well as measurement of
performance.

Thirdly, assessment of the gap between the desired actual performance and
prioritizing the hallimark of teaching and leaming processes is necessary. This
encourages the school to focus its resources, for example figure 2.3 witnesses the
importance of gaps model in order for a school to come up with strategic plans and

maximizing sustainable teaching and leaming processes while controlling the costs.

2.3.4 The SERVICE QUALITY gaps

Service quality assists in identifying customer perceptions of service quality while
gap analysis takes this further and helps orgar._.ition to identify the causes of
service quality pitfalls in each dimension. Building expectation of the service to be
received depend on four factors, namely

1. Word of mouth communications obtained from friends and acquaintances.

2. Personal needs,

3. Past experiences, and

4. Communications which set standards in the service organization and make
organization to create its own expectations. This model suggests that service
guality perception is the difference between the customer's perceptions and
expectations of service delivery which results in four gaps, indicated in figure 2.3.
The gaps are the following:

e Gap 1. The difference between actual customer expectations and
management’s idea or perception of customer expectations. This can
occur as a result of insufficient research or communication failures.

e« Gap 2. ..e difference between management's perceptions of what

customers (students) expect and service quality specifications drawn up,
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as quality standards. Gap 1 could be the result of the management not knowing
exactly what the (students) customers’ expectations are due to too many levels of
management and inadequate upward communication. Factors embracing Gap 7
are:

1 Insufficient marketing research

2 Inadequate use of marketing research

3. Lack of interaction between management and (students) customers’

4 inst cient communication between contract employees and

managers.

2,3.4.2 The standard gap

After identification of students' service expectations, the next step is to have
service standards implemented. A system has to be developed to ensure
sustainable high | iality service, T  standard gap expands if management
implements standards which are based on internal services and not on customers'

expectations. Factors embracing Gap 2 are:

1. Inadequate management commitment to service quality

2. Absence of formal process for setting of service quality goals

3. Inadequa standardization of tasks

4, Perception of infeasibility that {student) customer expectations cannot be met.
For organizations to narrow the gap they have to commit to rendering high quality

service through establishment of innovative solutions to problems and ser e

delivery goals provide that there is buy-in from management (Barton, 1992).

2.34.3 The performance gap

Gap 3 is critical and is referred to as the service performance gap. it refers to the
level of service delivery expected from management. This happens when teachers

or students are not willing to perform the service on the desired level. 3iap 3 can
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be easily identified, rectified and managed. Factors embracing Gap 3 are:
1. Lack of teamwork

2. Poor teacher - job fit

3. Poor techng  jy - job fit

4. Lack of perceived control of contact personnel

5. Inappropriate evaluation and/or compensation system

6. Role conflict and/or ambiguity among contract employees

2344 The communication gap

Customer expectations can be influenced by advertisemer ~ and other external
communication through the differences between service delivery and external
communication such as over-promise or absence of information regarding certain

aspects of good service delivery. The factors embracing Gap 4 are;

1. Lack of horizontal communication due to inadequate communication between
the different departments/functional areas of the organization.

2. The tendency to promise more than that can actually be delivered. Gap 4
refers specifically to the lack of coordination between the teachers responsible

for service delivery and the ones doing the marketing.

2.3.4.5 The service delivery gap

Gap § can be identified as the overall difference between the expected service and
the perceived service experienced. Service quality is determined. The overall gap
between what was expected and what was delivered determines service quality. This
means that:

1. Service quality is relative not absolute

2. Different students may perceive the level of service quality differently

3. Quality is determined by the students who has "all the votes”, not by the service
provider

4. Service quality can be achieved by either meeting or exceeding

expectations, or by changing expectations.
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2.3.46 The zone of tolerance gap

The gap between expectations and perceptions produces disconfirmation
measures and graphical presentations, such as the zone of tolerance.
Disconfirmation measures are the Measure of Service Superiority (MSS) and the

Measure of Service Adequacy (MSA).

One is able to use service quality data of customer (student) priorities to feed into
organizations quality standards. Customers and their ranked order of importance
become the so-called " whats" and these "whals" are compared with the "hows"
(the key business processes) .The relationships are matched to check service
design and provision according to key requirements which help organization in
identifying those processes need to be fixed.

The measures are computed by extraction formuias: MSS = Perceived Level -
Desired Level MSA = Perceived Level - Accepted Level) while comparing
expectations and perceptions of different student groups and assessing

expectations and perceptions of internal students.

2.3.5 The strength of SERVICE QUALITY benefits

One is able to assess how useful SERVICE QUALITY data (Kieynhans,
2008:23} is by means of:

< Tracking client expectations and perceptions over time and the

discrepancies between them;

R Comparing a set of TEACHING AND LEARNING
PROCESL._S3(SERVICE QUALITY) scores against those of competitors

—schools which are excelling in matric results;
<> Comparing expectations and perceptions of different client groups; and

L Assessing teaching and learning processes(service quality) from the
21



clients perspective; and

o Comparing expectations and perceptions of internal clients-other
departments and/or teaching and learning processes including formal

and informal assessment dealt with.
According to Kleynhans (2008:26), SERVICE QUALITY data is to:
Use it on client priories to add into school quality standards;

Client priorities their and their positioned order of importance becomes the so-
called Whats and whats can be compared hows (which are the key
school(business) processes and relationships matched to check teaching design
and provision according to key requirements and it assists to identify which
processes need to be corrected. In addition to it provides client perceptions of
teaching and learning quality, acts as benchmark established by the learners of
that school, shows the performance level perceived by clients, offers a chance to
clients to comment and make suggestions, and warrants teachers with respect

to clients’ expectations and satisfaction.
2.3.6 Limitations of SERVICE QUALITY

Contributes to problems with the reliability, discriminate validity, convergent validity
and predictive validity for the measurement. They suggest that caution should
be exercised in the use of service quality scores in the development of

measures for assessing of quality information services.

2.3.7 Assumptions of SERVICE QUALITY

Although the validity of the service quality mode! is based around the results of
accurate empirical studies, a number of academics who have performed further
empirical studies appear to contradict some of the original findings.
Students/customers needs can still be documented and captured, but customers

needs remain stable during the whole process.
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CHAPTER~ 3

..ESEARCH M"THODOLOGY AND RESUL .o

3.1 INTRODUCTION

This chapter presents the research methodology and the results of the findings,
forms in integral part of the study, and reports with statistical correctness on the
findings. Both figures and tables are used to increase readability and presentation
of the results where after the data was subjected to descriptive statistics and then

to factor analyses.

Measuring service quality is as complex as defining it. This is usually done on an
assumption that the students' attitude towards the service will have an impact on
their future behaviour, such as recommending the institution to others. This
behaviour is usually not only focusing on service delivery but, also attitude. It
measures the students’ attitude and makes inferences from this to both service
delivery and to buyer behaviour. The purpose of service quality research is
actually to know what kind of service is really being delivered by the institution and
how does this really impact on the students' behaviour towards the institution.

From my own experience | know that students normally give both positive and
negative feedback when they are evaluated even if they are not satisfied with the
teaching and learning they received but to impress the teacher concermned. This
kind of evaluation does not actually give a School Management Team (SMT)
something to work on, due to the fact that it does not tell the management what
is actually wrong with the service delivery of the institution. It does not give any
relevant information on which the SMT can take action to improve on the
institution's service delivery. Therefore, it is clear that to base service quality
research on attitudes is not very useful. _~ceptions to this would be institution
that is in a monopoly position, it does not have to botl  itself about students’
loyalty because its students have to be loyal, yet they need to keep their students

satisfied at all cost.



In real* market research should m sure the effectiveness of the institution's
advertisement channels and students’ evaluation of the service they received.

3.2 RESEARCH METHODOLOGY

The empirical research was done by collecting primary data from a selected group,
using the service-quality questionnaire to measure student's expectation and
student's perception. The sample size was 720 respondents, and they all
responded by completing the structured questionnaires. Questionnaire”®, also
sought information from postmatric students about their reasons for enrolling
at the institution, and their furthering of studies pians at tertiary institution. The
questionnaire consisted of two parts. The first part measured student expectations
and values and the second part measured student perceptions and core values. A
seven-point Likert scale was used in the questionnaire, Service Quality
Questionnaire (ANNEXTURE A). A "1" was labelled as "completely dissatisfied"
while a "7" was labelled as "Completely satisfied”.

All the primary data collected through the service-quality questionnaire were
established in the form of descriptive statistical anaiysis in order to transform the
raw data into an easy understandable and interpretabie, as well as to give
descriptive information. Through the questionnaire, scores of student's
expectation and student's perception were computed. If the score is
positive, it means satisfaction and if it is negative that means dissatisfaction in the
corresponding service feature. The negative scores mean that there may be a
need to improve those features. If the score is zero, it can be taken for granted that
the students are happy in the performance of that particular service.

3.3 ANALYSIS OF MEAN VALUE

Statistical significance tests are used to illustrate the difference between two
means, which is significant. The p-value is a criterion of this, giving the probability

that the obtained value could be calculated under the assumption that the nuli
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hypothesis is true. A small p-value (e.g. smalier than 0.05) is considered as

sufficient evidence that the result is statistically significant.

An acceptable way to comment on practical significance is to use the standardized
difference between the means of student's expectations and student's
perceptions, i.e. the difference between the two means divided by the
estimate for standard deviation. A measure that is called the effect size is
introduced, which makes both difference to be independent of units and sample
size as well as to relate to the spread of the data according to Ellis & Steyn (2003;
23).

The results of the mean values are shown in table 3.1 where a pair is indicated
and in figure3.1, 1 refers to question 1 of the questionnaire attached hereto as
Annexure1. The item labelled as Q11 measures student's perception and Q12

measures student’s expectation.

FIGURE 3.1: STUDENTS PERCEPTION AN. EXPE “TATION PAIR

\

Question 1 in questionnaire

[

Perceptions Expectations

The same principle relates to the other paired questions.

34 RELIABILITY

e initial data set, consisting of 22 paired variables, was subjected to
Cronbach's Coefficient Alpha reliability ._st and none of the variables were
rejected as all of them had a values of 0,57 to 0,85 (Cronbach, 1951:307). An
overall a-value of 0.79 for students' perceptions and an overall a-value of 0.806
for students' expectations were calculated.
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3.5.3 FACTOR COMPARISON

The factors of both the perceived service and expected service are shown in
the Appendix B and table 3.1 below. It is clear that students have a higher
expectation frc . effective schools but, they are presently not receiving
the expected service levels. This is aiso being confirmed from the descriptive

statistics.

TABLE 3.1: FACTOR COMPARISON

FACTOR FACTOR LABEL FACTOR LABEL
PERCEIVED SERVICE EXPECTED SERVICE
(Variance Explained %) (Variance Fxnlained %)
Teacher’s mind-set (33.3%) | Teacher's mind-set (35.1%)
2 Excellent teaching & learning| Teaching & learning reputation
(15.5%) (28.7%)
3 Display (12.5%) Contact session (7.5%)
Total Variance % 61.3% 74.9%

Round about 12% more of the variance is explained by the expectations and
the perceptions of actual service. Most of this additional variance is within
teacher's mind-set: what is the different to be aware of, is to look into the teaching
and learning processes, with different angle as the expectations data set relates

more to the reputation of the service delivery.

3.6 SUMMARY

This chapter presents the methodology of the empirical research as well as the
results obtained from the statisticai analysis. The results consist of descriptive
statistics, reliability testing as well as principal factor analysis for both the
students’ perceptions and expectations. Each of the data groups has identified
three factors. The next chapter, being the closing chapter of the study, collects

conclusions and suggests recommendations.
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CHAPTER 4

CONCLUSIONS AN™ RECOMMENDATITNS

4.1 INTRODUCTION

Chapter 4 gives the conclusions and recc...mendations on the data collected
through the SERVQUAL questionnaire. A descriptive statistical analysis
was used to transform the raw data into a form that made it be easily
understood and interpreted as such. This chapter also serves as the final
chapter of the research, then areas for future research as well as a summary

of the research puts the study to an end.

4.2 CONCLUSIONS

The study illustrated the use of a qualitative methodological approach
regarding students’ perception and expectation. It shows that educator
mind-set plays a crucial role as it facilitates the interface between the school
and the students. The educators’ responsiveness, attitudes, habits, skills and
knowledge are all very important elements. Staffs need to be committed to

service if a school wants to retain its students.

Excellent service is the foundation for excellent effective schools. When their
service is excellent, students will perceive value in the service. The benefits
from the reinforcement of positive word-of-mouth communications are
maxim’ d when the reality of service delivery matches the students'

expectations.

The factors identified correspond well to existing literature on the subject. The
correlation betwe... ____hers’ mind-set and students' j ception and

expectation proves that students do have certain criteria when they decide
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should be established so that teachers can be more competent and feel more
confident when dealing with students.

The first step for our educational system is to ask the same basic strategic
questions any business in trouble has to ask:

Who are my customers?

What is my mission?

What are the resources? Strengths? Weaknesses?

How can | measure my performance?

As in a business, the answers will be customer driven.

The school's customers are the future employers of its students. Its mission is
to serve these customers by increasing each student’s ability to contribute
economically to the short- and long-term benefit of society. The school’s
resources are its employees; its limited federal, state and community funds

and the limited support parents can give its efforts.

Finally, schools can measure their own performance by placement students in
jobs or in further education programs, and by demonstrations that students
have acquired specific skills clearly linked to economic performance and are
developing their own human capital. Focusing on business as the key customer,
school should strengthen its performance as a supplier. In order to prepare
student “products” for a useful work life, schools need to create stronger ties

between schooling and work.

One way to do this is to design the curriculum to better reflect the content and
process of work. Another is to establish a credential system that sets work-

relevant standards of achievement in specific skill areas.

internal training. Often you will hear school management team (SMT)
proclaim that their teachers are the school's biggest assets; however,
developing their teachers are rarely their primary focus. SMT should focus on
the benefits of internal training; not only is it cost effective, but it will also
increase the way students . _. _ zive its school. There will surelyt  anir._.eas

in students’ applications. For exampie, if SMT do a student's service program
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for frontline teachers, one feature could be resolving client problems.

Induction programmes: The purpose of induction programmes is to ensure the
effective integration of staff into the school. Without an effective induction
programme teachers will never really understand the school, where they fit
into the vision and mission and what the goals of the school are. This may
lead to poor integration, low morale, increase the number of teachers leaving
the school and failure to work to their full potential and ultimately it will impact

on the students' perception of the school.

Surveys: By doing surveys, schools can learn more about their students'
perceptions, expectations and needs. They can enhant their service delivery
methods and improve student satisfaction through direct feedback to the
organization. Schools can help their teachers to service their students better
by understanding the educational environment and increase the level of
student service they offer, thus gaining competitive advantage. Thus,

surveys can encourage teacher's performance.

By involving teachers in the improvement process (giving them training on
the purpose),they are able to provide insight into schools goals and in turn
inv _.vement offers teachers opportunity to voice their concerns and make
suggestions. Rewards and recognition for positive ratings on surveys can be

a strong incentive to improve service delivery.

44  AREAS FOR FUTURE RESEARCH

This study should be repeated in future to check if the differences between

students’ expectation and perceptions still exist and/or whether there is
significant change in student expectation and perception.

a
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You should rate each statement as follows:

v pletely
Dissatisfied
1 2 3 4 5

Completely

Satisfied
7

NB: Each statement in the questionnaire below have TWO ANSWERS -
one for the PERCEPTIONS and the other for your “(PECTATION

prepared, organized and be *+iln~ +~ stidents.

Item |Statement Perceptions | Expectations
1 2

1 |Effective school will have modern looking
equipment.
The physical facilities at effective school will be

2 |visually appaalina
Teachers at effective school will be neat in their

3 |appearance.

4 Postmatric students (products) will be good
representatives of effective schools.
When effective schools promise to do something

5 |by a certain time, they do. ™ 3. teaching starts on
the first day.
When a student has a problem, teachers of

6 |effective schools will show a sincere interest in
solving it.

7 Effective schools will perform the service
right the first time.

8 Effective schools will perform the service at
the time thev nromised to do so.

9 |Effective schools will insist on error free records.

10 Teachers of effective schools will tell students
exactly what they expect of them,

11 Teachers of effective schools will present matenal
clearly.

12 |Teachers of effective schools will always be well
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Appendix B FACTOR LO# INGS - EXPECTATI!ONS

Factor Loading per Fa
Variable Students' Expectations 1 P 3
Q22 The physical facilities at effective schoals will be visuaily appealing. -0.763
Q42 Postmatric students associated with effective schools wiil always be exemplary to community. -0.775
Qg2 When a student has a problem, excellent teachers will show a sincere interest in solving it. -0.589
Q82 Teachers of effective will start teaching at the time promise 0o do so. -0.853
Q102 Teachers at effective schoals will tell students exactly when teaching will commence. -0.756
Q122 Teachers in effective schools will always be willing to help students -0.720
Q142 Teachers' behaviour in effective schools will instill confidence in students. -0.778
Q162 Teachers of effective schools will be consistently courteous with students -0.853
Q172 Teachers of effective schools will have the knowledge to answer students' questions. -0.732
E 12 Effective schools will give students individual attention. -0.757
Q202 Effective schools will have teachers who give students personal service. 0.758
Q222 Teachers of effective schools will understand the specific needs of their students. 0,756
Q12 Effective schools will have modern looking equipment. -0.756
Q32 Teachers' dress code at effective schools will be neat in their appearance. -0.321
Q52 When effective schools promise to do something by a certain time, it is done. -0.874
Q72 Effective schoois will start the teaching right the first time. -0.856
Q92 Effective schools will insist on error free records. -0.685
Q112 Teachers of effective schools will give prompt service to students. -0.756
Q132 Teachers of effective schools will never be too busy to respond to students' requests. -0.865
Q192 Effective schools have operating hours canvenient to all their students. -0.689
3212 Effective schools will have their students' best interest at heart. -0.589
1162 Students of effective schools will feel safe during contact sessions. 0 38
fariance Explained (%) 38.653 28.658 7.578
Cum itive Variance Explained (%) 38.653 67.311 74.889







