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B-School’s Students Orientation and Students’ Satisfaction:
A Research Study
Dr. S. F. Chandra Sekhar*, & Mohit Nigam** & Arjit Santikary***
Abstract
Higher education across the world is adopting a strategic marketing approach owing to the increasingly
competitive educational environment. In response to such environment, customer orientation as a strategy
differentiates a college from other institutions and to better understand the needs of students. This study
presents the results pertaining to the Collegiate Student Orientation in one the premier B-schools in the twin
cities of Hyderabad and Secunderabad. Results reveal that 96 students randomly representing various
specializations of management courses varied significantly over their perceptions about collegiate student
orientation scale scores. Besides, there exist positive and significant relationships between student orientation
and student’s satisfaction. Implications are drawn in the light of improving students’ satisfaction with the
help of student orientation.

Introduction
We are living in the era of customer-centric
organizations. As a response, such customer
orientation is embraced by corporations across all
sectors of business around the world (Levy, 2008).
Managers, by and large, are increasingly challenged
to build the customer base and retain them (Krush
et.al, 2006). However, such efforts may not be
fruitful unless and until a strategy is evolved in
consultation with the line and staff functionaries
in the organizations. Besides, there is also a need
for operationally defining what customer
orientation is all about specifically for types of
services offered (Bristow, and Schneider, 2002).
Customer Orientation focuses on meeting the needs
of one’s customers, internal or external. This
service establishes specific customer satisfaction
standards and actively monitors client satisfaction,
taking steps to clarify and meet customer needs and
expectations (both expressed and unexpressed). At
lower levels the service involves courteous and
timely responsiveness to the requests of customers,
while at the higher levels; it involves developing
the relationship of partner and trusted advisor.
Further, it means constantly focusing on a customer
in all areas of business - philosophy, goals and
visions, customer support, marketing strategies and
your website (Coffey and Wood-Steed, 2001).
What are the outcomes of customer orientation?
Being customer oriented has a significant effect on
service performance perceptions and outcome
behaviors. Specifically, it has effects on consumer

quality perceptions, customer satisfaction, and
service value (Pesch, et.al, 2008). In this research
the customer orientation is named as college’s
students’ orientation as opposed to students’
orientation towards college which reflects students’
attitude towards the college in which he/she is
admitted. The impact of being customer oriented
on consumers’ outcome behaviors is employee
service performance, physical goods, and
servicescapes. Indirect effects on organizational
quality, customer satisfaction, value attributions,
and outcome behaviors are also reported (Lages,
and Nigel, 2012; Yuan, Yi-Hua and Wu, 2008).
Conceptual Background of the Study
Business school administrators with application of
marketing concept to academia recognize the
prominence of embracing customer orientation.
Not merely for satisfying the needs of the students,
but for providing quality educational experiences
to them which can never be forgotten in their
lifetime. Besides, marketing orientation in academia
does not mean mere students orientation, but the
needs of the various stakeholders including,
employees, are also including the framework. Thus,
when such orientation
is adopted, the
administrators attempt to provide the students with
the meaningful, useful and challenging quality of
education which spell success in their lives and
provide long term productive careers which
contribute to the nation. In producing such
students, the needs of employers are met, and the
reputation of the university is enhanced. In sum
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and substance, acculturation of customer
orientation in b-school setting suggests that the
school provides the educational experience from the
perspective of the student.
Therefore, to
successfully implementing the marketing concept
and adopting a customer orientation in b-school is
to assess student perceptions of the schools’
obsessive commitment to understanding and
meeting student needs. How does the b-school
realize such commitment in reality? There is a need
to formally conduct survey about students’
perceptions and empirically assess such orientation
of the b-school students. Encouraged by such
thought, this study attempts to assess b-school
students orientation and its correlate – students
satisfaction.
The Present Study
Today, B-schools are in severe crisis across the
country with lowered students’ admission rates and
lowered job placements records. Therefore,
administrators in higher education, these days, are
facing a dynamic marketplace that offers students
a wide range of educational options and
alternatives. Colleges and universities are gradually
moving towards and embracing the marketing
concept and a focus on consumer orientation as
much as organizations more traditionally associated
with marketing strategies and tactics.
Therefore, of all the reasons for such scenario, lack
of customer orientation is prominent. Surprisingly,
there is a lack of research on such an important
issue that is plaguing intuitions of higher learning.
In such context, this study makes an attempt to
explore the extent to which the b-school under study
has initiated orientation towards its students.
Further, how such orientation by the school is
viewed by the student in the light of their
satisfaction with the school is also addressed. Such
concerns are raised and addressed in this research.
Undoubtedly, clients’ satisfaction with the services
offered in the organizations has been a constant
focus of all organizations ever since they are
established. But what determines clients’
satisfaction has been conceptualized very
differently so far in earlier research works. Partly
contributing is that fact that customer orientation
on the part of the school administration might

influence students’ satisfaction. Such concern is
also addressed in this research. It also makes attempt
at understanding to what extent the students are
satisfied with the b-school, is related to customer
orientation.
Objectives and Hypothesis
In view of the background of the study, the
objectives are as follows:
1.

To assess B-school students’ orientation as
perceived by the students.

2.

To assess student satisfaction with their bschools as reported by the students.

3.

To explore the relationships between b-school
students’ orientation and their satisfaction.

While keeping in view the objectives stated, it was
hypothesized that,
H1 there is no variation in students’ orientation
according to their course specializations to which
they belong.
H2 there is no relationship between students’
orientation and their satisfaction with the school.
Method
The study area is a premier B-school in the state of
Andhra Pradesh being the largest in South India
for its students’ intake. Having produced 20 batches
of students of postgraduate diploma in business
management, its sponsoring parent body celebrated
its golden jubilee year recently. Out of 126 students
across three specialization courses, 96 students
responded to a structured questionnaire consisting
of three parts. Part A included Bristow and
Schneider’s (2002) developed scale for measuring
college students’ orientation (CSOS), which is a
standardized 7-item scale to assess B-school
Students’ orientation as perceived by them. A new
item namely ‘the institute cares about the students’,
has been added in this study to make it more
complete. The CSOS has demonstrated adequate
internal reliability (.903). The CSOS consists of
seven items with 5-point likert-type response
categories (where 1=strongly disagree and 5strongly agree). Part B included a Billups’ (2008)
6-item scale to assess college students’ satisfaction.
These items also were assessed with a 5-point likert
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type response pattern (where strongly agree=5 and
strongly disagree=1). The alpha reliability of the
scale is .76. Thus, both the scales have high internal
homogeneity. Part C included questions pertaining
to demographic aspects of the students. Data
collected were processed using statistical software
while treating students’ orientation as independent
variable and students’ satisfaction as dependent
variable. In order to test the hypotheses, means,
standard deviations, f-values were computed on one
hand and correlation and regression analyses on
the others. Results in this regard are presented in
the succeeding sections.
Results and Discussion
In this section the results of the study have been
presented in three sections. Firstly, the profile of
the students who have participated in the study is
addressed. Secondly the students’ orientation by the
institute has been dealt with in relation to the
classification of students according to their
specialization. Lastly, the correlations among
student orientation and student satisfaction have
been presented.
Profile of the Students
The average age of the students is 22 years; followed
by their average years of stay in the city is 15.36
years. A majority of them are male (66.7 percent).
A large number of them are B.Com holders (40.6
per cent), followed nearly one third of them being
B-tech graduates (30.2 per cent). Majority of them
are majoring in Finance (68.8 percent), followed
by a little over one fourth of them in marketing
(28.1 percent). The remaining of them is majoring
in Human resources. A majority in them studied
in English medium (95.8perecent) before post
graduation. A large majority of them were domiciled
in the Cities (85.4 percent). A large majority of them
are unmarried (96.9percent). A majority of them
are from nuclear families (66.7 percent). The
remaining of them are from joint families (33.3
percent).
B-School’s Students Orientation by Specialized
Courses Offered
It is straightforward to state that specializations
offered to students is absolute equivalent to
customized services offered to the customers in
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other businesses. Therefore, it is bit natural to
assume that there will be variations in the
orientation. Many times, even we as faculty forget
this serious truth – the opposite of which is
marketing myopia.
The very nature of specializations mandates a
variety of approaches towards treating students. For
example, the students of marketing needs to be
provided with more versatile environment for
experimentation in their learning, besides infusing
them with more serious calculative business
orientation. Similarly, for students of HRM, the
treatment is different as they need to be provided
with a culture of human sensitivity, enabling them
to create friendly atmosphere to understand human
behaviour and working with and in the teams. As
in case of finance, the students are treated with
more rigor of numbers, the approach is certainly
classical and more of mathematics and books driven.
Therefore, it is quite natural to assume that student
orientation might vary according to the specialized
services offered to them.
Besides, the variations
in pedagogical
methodologies, the administrative and the
extension activities outside classrooms are also
varied which need to be conducted by the faculty
members, nonteaching and supported by the
management of such colleges. Therefore, it is more
assuring to understand variations in student
orientation according to specialized services.
Therefore, it is hypothesized that there is no
variation in students’ orientation according to their
course specializations, means and standard
deviations were computed for each of the indicator
of students’ orientation. Further, in order to know
whether the mean variation among the students
on each of the indicator is statistically significant,
f-values were computed; results in this regard are
presented in table 1.
As we observed in Table 1, the students’ B-School
orientation with their mean scores, standard
deviation and f-values; there are quite interesting
trends. Amongst all the students, the HR students
(mean=4.00)
feel that the institute tries to help
them in achieving their goals more when compare
to the response of Finance students (mean=3.62)
and Marketing
students
(mean=3.44).
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Interestingly the f-value also suggests that such
variation in their mean-score reached statistical
level of significance.
When asked whether the institute takes the time
to learn more about students; Finance students
(mean=2.89) scored more than Marketing students
(mean=2.52)
and HR students (mean=2.33).
Interestingly the f-value also suggests that such
variation in their mean-score reached statistical
level of significance.
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Next to this, when they were asked whether the
institute takes the needs of students into
consideration, Finance students (mean=3.03)
scored higher than HR students (mean=3.00) and
Marketing students (mean=2.70). Interestingly the
f-value also suggests that such variation in their
mean-score reached statistical level of significance.
When the group was asked whether the institute
provides them good value for their money, HR
students (mean=3.33) scored more than Finance
Volume IV, Issue I
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students (mean=3.08) and Marketing students
(mean=2.85).
Interestingly the f-value also
suggests that such variation in their mean-score
reached statistical level of significance.
Statistics shows that HR students (mean=3.33)
scored higher than Finance students (mean=3.30)
and Marketing students (mean=3.04) when asked
whether the institute feels that students are
important. Interestingly the f-value also suggests
that such variation in their mean-score reached
statistical level of significance.
Again when asked whether the institute feels that
the needs of students are at least as important the
need of faculty and staff, HR students (mean=3.33)
were the one who scored higher than Finance
students (mean=3.18)
and Marketing students
(mean=2.81). Interestingly the f-value also suggests
that such variation in their mean-score reached
statistical level of significance.
When the group was asked whether the institute is
concerned with providing a satisfying educational
experience for students, Marketing students
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(mean=3.44) were the one who scored higher than
Finance students (mean=3.38)
and HR students
(mean=2.67).
Interestingly the f-value also
suggests that such variation in their mean-score
reached statistical level of significance.
When asked whether the institute cares about
students; Finance students (mean=3.17)
scored
higher than HR students (mean=2.67)
and
Marketing students (mean=2.56). Interestingly the
f-value also suggests that such variation in their
mean-score reached statistical level of significance.
In summary, school’s student orientation is
relatively better since on all the indicators of student
orientation, the response have been 3.0 scores
except in case of ‘institute is taking time to learn
about the students’ and ‘the institute cares about
the students’. Thus the null hypothesis, “there is
no variation in students’ orientation according to
their course specializations to which they belong”
stands rejected and the alternative hypothesis is
accepted.
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Students orientation and Satisfaction

Implications

It was hypothesized that ‘there is no relationship
between students’ orientation and their satisfaction
with the school. In order to test this hypothesis,
correlation coefficients and regression analysis were
carried out. Results in this regard are presented in
table 2.

This study brings out a mix of good and relatively
not good news since almost on all aspects of
students’ orientation items; they scored around 3
and not phenomenally beyond. In other words,
such orientation is only average and not above it.
Such concern needs to be addressed in the context
of improving students’ orientation.

It is interesting to observe from the table pertaining
to the customer orientation and the students’
satisfaction of the fact that all the items of student
orientation have yielded positive and statistically
significant correlation coefficients with students’
satisfaction. This further indicates that student
satisfaction indeed is an important outcome of
customer orientations. And such concern needs to
be further explored in future research. Of the
stronger correlate of students satisfaction has been
‘the institute trying to help students achieve their
goals, followed by the ‘institute feels that students
are important’, and ‘the institute provides good
value for the students’ money’. ‘The institute takes
time to learn about the students’ has been the least
correlated indicator of students’ satisfaction.
Nevertheless, the null hypothesis, ‘there is no
relationship between Students’ orientation and
their satisfaction with the School’, stands rejected
and the alternative hypothesis is accepted. In other
words, students’ satisfaction is an important
outcome of students’ orientation by the b-schools,
amongst other important outcomes. All of such
issues need to be addressed in the strategy to
improve all aspects of customer orientation and
students satisfaction by the school in their future
endeavors.
As regards coefficients of determination separately
computed for each of the individual item of
students’ orientation, the range of r2 is from0.10
to 0.29. In other words, each of them could explain
in the range of 10 to 29 percent of variance in the
dependent variable namely student satisfaction.
The composite r2 for all the eight indicators put
together could explain 0.17 percent of variation in
the dependent variable which is statistically
significant. Thus, it could be concluded that the
relationships between students orientation and
students satisfaction is quite directional in nature.

In the context of the future of the b-schools, it
becomes readily apparent that the student
orientation of the college, at least from the
perspective of the students, warrants serious further
consideration.
It advises administrators in the
college to conduct additional research in order to
understand such concern more seriously.
Secondly, it periodically should institute such
research works to understand how such orientation
over the time is. Such efforts will add incremental
improvements to the system of improving students’
orientation. Various programmes, schemes which
are primarily focusing on providing a learning
environment and delightful experience intrinsically
and extrinsically as well will improve students’
orientation by leaps and bonds.
Besides, there is a need to have a special students’
cell which is authorized to prepare programmes and
schemes which are geared towards fulfilling the goal
of high customer orientation in the institute. Such
cell should be manned by young and energetic
professionals who are accessible and approachable
to the students, headed by a senior professor,
academically sound, well qualified and also well
accepted by the students.
In view of developing customer centric college the
cell should have a structure which includes a senior
professor, a kind of mentor to be the director of the
cell. Such role should be rotated every two years.
Three functional heads will report to such director.
They are: student counseling head, establishment
head, and facilities/services head. The parallel
structure like academics (with academic director,
PGP office, general administration) admissions and
placements will work in tandem with this cell. The
job descriptions include student counseling will
work with all student grievances of academic and
allied nature will be addressed. The establishment
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head will ensure that all the infrastructural
problems are addressed in real-time. The facilities
and services head will look into the workflow issues
of day today services offered to the students in F&B,
accommodation, classrooms, lobbies etc. the
academic in-charge will address all aspects of regular
classroom instructions and evaluations. The
admissions and placement functions will evolve
strategies in consultation with the other functions
stated and periodically ensure that needs of the
college and the students as well. The cell needs to
address the students problems in real-time and
resolve the grievances expeditiously. Quarterly, the
student satisfaction surveys needs to be conducted
to estimate the progress of student orientation and
satisfaction, besides, students’ participation in
academic, and administrative functions should be
encouraged to improve such orientation. This way,
the customer centric strategy can be integrated with
the overall business strategy of the college.
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Conclusion
The realization of customer orientation as a serious
measure to improve overall climate of a b-school is
never too late. In professional organizations, such
concern is integral part of business strategy and in
bureaucratic systems; it is learned eventually as a
necessity by the foregone business opportunities.
In the present study, the importance of students’
orientation has been elaborated in the light of new
challenges and also in the context of improving
student’s satisfaction and the organizational
performance in the long run. While all the null
hypotheses proposed have been rejected, indeed,
customer orientation is a promising construct that
needs to be subscribed by the organizations today
especially the b-schools. Besides the superb
infrastructure, in any learning organization, it is
the customer and the customer orientation which
drive the business. Such realization needs to be
internalized and lessons learned should be put to
practice providing future research opportunities to
improve the concept and also evolve wide range of
programmes and schemes of student engagement
and for providing student delightfulness.
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