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ABSTRACT

The aim of the study was to establish the influence of service tangibility on student satisfaction in chartered
Universities in Kenya and in particular students in the School of Business. Service Tangibility was
measured using four constructs namely; physical facilities, equipment, personnel and communication
materials. The study adopted stratified sampling and primary data was collected from 400 respondents.
Questionnaires were self-administered to students during common unit classes. Statistical Package for
Social Sciences (SPSS) (2020) version 27 was used for data analysis. The study used the Multinomial
Logistic Regression Model. The study found out that service tangibility was significant across the three
evaluation categories (Strongly agree, Agree and Disagree).
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BACKGROUND

Studies have reported excessive complaints by customers who are not satisfied with or delighted by the
quality of services offered by some organizations (Kealesitse et al., 2014). This is as a result of poor service
quality that institutions are offering to customers. Service quality comprises of tangibility, responsiveness,
reliability, empathy and assurance (Parasuraman, Zeithaml and Berry 1988). According to Kanori, Kimani
and Kalai (2020) student satisfaction is a function of a perceived service quality that results from
evaluations of experiences with lecturers, examinations, courses offered, library, support staff, hostels,
lecture rooms, and laboratories among others. As such, most services are intangible hence students mainly
depend on tangibles cues to evaluate service quality. Consequently, relationship between service tangibility
and student satisfaction is essential for the continuity of universities.

LITERATURE REVIEW
Service Tangibility

Tangibility comprises of the appearance of physical facilities, location, equipment, personnel and
communication materials (Paul et al., 2016). Besides, Sharmin, Tasnim, and Shimul (2016); Saliba and Zora
(2018) consider tangibles as a distinct element showing consistency across cultures. In a university’s
framework, tangibility may include the classroom environment, furniture and buildings, well printed
material, the appearance of the institution and teaching equipment (Mwiya, et al., 2017). Appearance of
universities can be enhanced by making the environment serene and attractive, instil professionalism and
ethical practices among staff members (Raphael, 2014). According to Alhkami and Alarussi (2016) well-
maintained physical facilities, availability of teaching materials that are visually appealing and modern
equipment may lead to a high score in the tangibles dimension for universities.

A study by Magnusson & Sundin (2014) revealed there is significant relationship between tangibility of
service and customer satisfaction. Similarly, a study by Twaussi and A-Kilani, (2015) established that
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tangibility dimension has strong influence on student satisfaction in higher education industry. Further, a
study on the relationship between service quality and students’ satisfaction revealed that program quality
has strong significant effect on student satisfaction (Osman & Saputra, 2019). According to a study by
Saghier and Nathan (2013), there is a positive relationship between tangibility and customer satisfaction but
no significant effect. Conversely, a study by (Anantha et al., 2014) established that there is no relationship
between tangibility and customer satisfaction in retail banking sector in Malaysia.

In higher education sector, a study by Yousapronpaiboon (2014) on service quality and students’ satisfaction
in Thailand revealed low scores in all the five dimensions of service quality. This indicated that students
had a poor perception of the service quality efforts of the education institutions. However, of all the five
dimensions, the tangibles dimension was awarded the lowest scores. On the contrary, a study by Wei (2019)
found that tangibility had a greater score than other dimensions of service quality while empathy had the
lowest score.

A study by Ogendi (2017) on impact of quality services on customer satisfaction in higher education sector
recommended that universities need to improve quality of physical facilities such as buildings which gives
first impression of a university’s outlook and being competitive in terms of the courses offered to students.
Additionally, a study by Kara et. al., (2016) concluded that service quality dimensions had significant effect
on student satisfaction. The results though revealed some degree of inconsistencies as far as perceptions of
the tangibility dimension in service quality equation and how service quality might relate to satisfaction.

Student Satisfaction

Satisfaction is either an outcome or a process. As an outcome, satisfaction is an end-state resulting from
consumption of an experience and as a process, the perceptual, evaluative, and psychological processes
that contribute to satisfaction are emphasised (Kanori et al. 2020). Student satisfaction is therefore a key
factor for the survival of universities (Asma et al., 2018). Pedro, Mendes and Lourenco (2018) stated that
students’ satisfaction leads to loyalty, retention as well as support an institution to increase its customer base
through referrals and word of mouth. Furthermore, attracting and retaining students are arguably important
factor as how students perceive university will shape potential students’ attitude towards the
institution (Ngoma & Ntale, 2019). Student retention is imperative as it supports universities to boost a long-
term relationship through pursuance of further studies by students in the university (Nazi et al., 2016).
Additionally, retention of students has strong effect on education institution’s profitability and growth (Lee
& Moghavvemi, 2015). For universities to achieve students’ satisfaction, they need to understand students’
expectations, possess problem-solving skills, show courtesy and give individual attention (Gong & Yi,
2018).

Universities that offer students satisfaction will certainly gain a competitive advantage as a result of loyalty,
retention, positive word of mouth and future referrals by current students (Mangini, Urdan, & Santos, 2017).
Positive word of mouth is the advertising done by a satisfied customer who consciously and sometimes
unconsciously becomes a crusader and a firm’s advocate, influencing the views and opinions of potential
customers concerning the firm’s offering (Ahmad, Vveinardt, & Ahmed, 2014). Moreover, word of mouth
communication is important as it hastens the process of decision making on the most preferred university by
the potential students (Ozdemira, Senc, & Atesoglud, 2016). The outcome for students’ satisfaction is
willingness to recommend the course or institution to others, maintain contact with the faculty, select the
institution again for future study or join the alumni (Faizan et al., 2016).

Students are more inclined to universities that provide service quality with conviction that their needs would
be completing satisfied (Chen, 2016). Influential factors such as good service quality and high student
satisfaction will boost students’ trust and increase motivation leading to improved image of a university
(Annamdevula & Bellamkonda, 2016). Findings of a study by Kundi et al., (2014) showed significant and
positive impact of service quality dimensions on customer satisfaction.
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STUDY POPULATION, SAMPLING AND SAMPLING PROCEDURE

Population under study is the whole group that the research focuses on (Kothari, 2014). Population
comprises of all events or objects that have common characteristics and from which the researcher wants to
generalize results (Cooper & Schindler, 2014). The population under the study was students of Business
Schools of chartered public and private universities in Kenya. The target population was second, third and
fourth-years students from Schools of Business of the chartered universities in Kenya. The choice of the
schools was that business courses cut across all universities and also control the majority of student
population in Kenya.

Sampling frame is the complete list of individuals or entities in the population, from which a probability
sample is drawn and to which study findings are to be generalized (Saunders, Lewis, & Thornhill, 2016).
Sampling was done in two stages: stage one was sampling of the universities while stage two was sampling
of students from the sampled universities. Yamane (1974) formula was used to arrive at 10 universities out
52 chartered universities as the unit of analysis of the study. The universities were further clustered into
public and private where proportions were used to determine the number of universities in each cluster.
Selection of specific universities was scientifically done using the random number tables. Using Yamane’s
formula, target student population that was derived from the sampled universities was 13,062 and
distribution of sample size across the sampled universities was 400. Second, third and fourth-year students
were chosen to form the sample unit for the study.

Research Instruments and Data Collection and Analysis

Primary data was collected using semi structured questionnaire which was self-administered to students
during the common units’ classes. According to Christesen, Johnson & Turner (2014) questionnaires are
widely used method of data collection because they enable a researcher to save time since it is possible to
collect a large amount of information from a large population.

Prior to the actual collection of data, a pilot test was done on two universities with a sample of twenty
respondents. This was meant to assess the question’s validity and the likely reliability. Before the actual
data analysis, data were cleaned, edited and then coded. After which analysis of data was undertaken using
the proposed model in Statistical Package for Social Sciences (SPSS) 2020 version 27. The study used
multinomial logistic regression model to determine the relationship between service tangibility and student
satisfaction.

RESULTS AND DISCUSSION

According to the study, 9% of respondents strongly agreed, 75% agreed that lecture halls and rooms had
enough sitting space while 19% of respondents strongly agreed and 80% of respondents agreed that
cleanliness was maintained in the lecture halls and classrooms at all times. The study also found out that 9%
of respondents strongly agreed while 85% of respondents agreed that university’s library had adequate
sitting space for all students while 12% strongly agreed, 86% agreed that their university had a well-stocked
library facility. Results also indicated that 13% of respondents strongly agreed while 85% agreed that
university provided adequate reference and reading materials. Further, the study shows that 12% and 75%
of respondents strongly agreed and agreed respectively that their university provided visually appealing
teaching/learning materials which is an indication that students are able to assimilate what they are taught
easily. In line with this, a study by Kanori et al revealed that appearance and adequacy of physical
facilities, equipment as well as teaching and learning services enhance students? satisfaction. This also
corresponds with a study by Alhkami and Alarussi which found that well-maintained physical facilities,
teaching materials that are visually appealing and modern equipment leads to a high score in the tangibility
dimension for a university.
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Additionally, the study revealed that 11% of respondents strongly agreed that staff in their university were
passionate about their work and 85% agreed on the same. Moreover, the study established that 12% of
respondents strongly agreed and 86% agreed that staff treated them with respect when delivering services.
From the study, majority of respondents agreed that staff treated them with respect when delivering services
and this motivated and gave students confidence to seek for services from the staff. This concurs with a
study by Douglas et al. (2015) which established that students’ satisfaction entails receiving value for
money whenever there is promptness of feedback, availability of staff to attend to student’s needs, adequate
textbook and teaching materials, responsiveness of faculty on individual academic needs.

Further, results revealed that 8% of respondents strongly agreed while 88% agreed that up to date computers
allowed students to study and do their assignments effectively without disruptions.

The study established that 8% of respondents strongly agreed while 86% agreed that universities had
adequate and well-equipped laboratories while 9% of the respondents strongly agreed on the same.
Additionally, 87% of the respondents agreed that laboratory equipment were in good working condition at
all times. This was an indicator that universities provided machines and equipment that were in good
working condition. This contradicts a study by Kanori et al., that revealed university laboratories did not
have adequate and up-to-date equipment for students use. A study by Ogendi recommended that
universities should improve quality of physical facilities such as buildings, which give first impression of
university facilities and also being competitive in terms of the courses offered to students.

DISCUSSION OF FINDINGS ON THE RELATIONSHIP BETWEEN SERVICE
TANGIBILITY AND STUDENT SATISFACTION

Results revealed that service tangibility was significant across the three evaluation levels which were
strongly agree the p-value =0.026 agree p-value = 0.038 and disagree p-value = 0.046. The Exp (B) results
and in each case holding the other variable constant a one unit increase in service tangibility will be
accompanied by 37.016 on the ‘strongly agree’ category, it is expected that there will be 37.016 increase in
the log—odds holding the other independent variables constant. Results also indicated that a unit increase in
service tangibility rating on the ‘agree’ evaluation category is expected to be accompanied by 4.970 increase
in the log—odds holding the other independent variables. As in the ‘disagree’ evaluation category can be
stated that a unit decrease in service tangibility rating expected to lead to 1.022 increase in the log —odds of
the response variable respectively. Consequently, the null hypothesis was rejected and it was concluded that
there is a statistically significant relationship between service tangibility and student satisfaction. This is in
line with a study by Magnusso and Sundin that established significant relationship between service
tangibility and customer satisfaction. Equally, a study by Twaussi and A-Kilani established that tangibility
dimension has strong influence on student satisfaction in higher education industry.

Further, findings of the study indicated that universities had adequate facilities and conducive environment
for learning as well as equipped libraries with adequate space for the students. However, results also
reported that some classrooms were small and at times there was inadequate chairs and computers in the
laboratory. This has been as a result of growth in the number of students admitted in the universities yet
there has not been expansion of facilities to commensurate the growth.

From the study findings, it was concluded that adequate and maintained physical facilities as well as
conducive environment in the universities contribute to student satisfaction. Provision of infrastructure such
as computers and library facilities, campus security and accommodation are also major elements that could
guarantee retention of existing students to continue with their courses to completion in a university.

AREAS OF FURTHER RESEARCH

The study targeted schools of business students who expressed their opinions and views on the extent to
which service tangibility influence student satisfaction in chartered universities in Kenya. A similar study
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can be carried out in future research but the target population could be other schools, for example school of
engineering in order to establish whether the findings would correspond or differ with results of this study.
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