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As a new millennium unfolds, higher education institutions continue to find themselves in a period of flux and transformation. Rapid growth has brought with it much greater student diversity not only in their socio-economic backgrounds and age profiles but also in their goals and aspirations, and in the strength of commitment to degree-level academic study. Management education has seen a remarkable growth in India in the recent years as reflected in the steep rise in the number of institutes offering postgraduate programmes in management education. In India the University system of education has been replaced by an upcoming and mushrooming growth in the number of private management schools (Popli, 2002). Today, there are about 857 business schools in the country providing education to at least 60,000 students. 

 Management Education in the 21st Century:

Institutions today aim to achieve their goals by offering and exchanging values with various markets and publics. It involves the institution in studying the target markets’ needs, designing appropriate programs and services and using effective pricing, communication and distribution to inform and serve the market.  

Marketing of education has been well established as a global phenomenon. The modern day system of higher education is marketed with many new features and ideas. The salient features of education in the new-age are: an open and flexible system, direct and easy access to every learner, a broad based and futuristic visionary stream of learning, edutainment and infotainment and centered learning i.e. more emphasis on insight and knowledge than mere information collection, new knowledge with a personal touch and need and utility oriented learning. 

The universities in the third world countries today are on the threshold of a new era. Population explosion, rapid advancement and expansion of new areas of knowledge, increased reliance on aid in solution of social and scientific problems have all contributed to the reshaping of the responsibilities and goals of the universities and schools imparting management education.. 

Management education being an integral part of higher education is also on the verge of transformation. The present educational system, no doubt, is a great advancement in many of the ancient areas. However, there is a feeling that, it is based on an insufficient knowledge of human psychology and human personality. It is worthwhile examining the demands in the present system of higher education from two angles: the existing status and the future changes which besides other changes highlights innovative thinking and liberalized learning. (Annexure 1)

The eminent educationalist and academician P.Khandawala (cited by Adhav and Joshi, 2002), has rightly envisaged the future of education in India in the coming decades, “Only the learning organization can cater to today’s dramatic demands quickly. Not only will the global markets reward learning, but they will severely punish the lack of it”. The first step to overcome the shortfalls in the Indian education system is to know whether its customer is satisfied and if not how can this be achieved?

Customer Satisfaction: 

For marketers, the best measure of quality is customer satisfaction. Satisfaction is a function of perceived performance and expectations (Kotler, 1995). Managers realize that satisfaction is determined by how closely an experience with a product meets or exceeds a customer’s expectations (Stanton, 1994). Whether a buyer is satisfied after the purchase depends on the offer’s performance in relation to the buyer’s expectations. 

High satisfaction or delight creates an emotional bond with the brand, not just a rational preference. The result is high customer loyalty. Kano’s model cited in Jobber’s (2001) “Principles & Practice of Marketing”, separates characteristics that cause dissatisfaction, satisfaction and delight. Three characteristics underlie the model:  ‘Must be’, ‘More is better’ and ‘Delighters’.

With the expansion of the university sector, growing concerns about quality and also of ‘consumerism’ of higher education, there has been a significant growth of, and sophistication in, process designed to collect views from students. The Indian system needs to look at this significant growth and take lessons from the same. Most higher education institutions, all over the world, collect some type of feedback from students about their experience of higher education. ‘Feedback’ in this sense refers to the expressed opinions of students about the service they receive as students (customer satisfaction). This may include perceptions about the learning and teaching, the learning support facilities, the learning environment, other support facilities and external aspects of being a student (Harvey, 2001). These can also be considered as the variables of customer satisfaction.

There has been extensive research into student feedback by the North American Universities since the 1970s. Student feedback systems have been a subject of increasing interest in UK Higher Education (HE) also in recent years. This is in part due to a general climate of demands for quality assurance in the public sector, with the emphasis on information from quality indicators such as customer satisfaction. Students are important stakeholders in the quality monitoring and assessment process. It is thus imperative that the universities providing higher education lay due emphasis on customer satisfaction and quality assurance. 

Studies conducted in the USA suggest that much of the research on course evaluations and performance information has been guided by the notion that satisfaction or dissatisfaction results from the confirmation or disconfirmation of expectations (Anderson, 1973; Ortinau and Anderson, 1986 cited by  Palihawadana and Holmes, 1999) The theoretical underpinnings of the expectations-performance paradigm implies that levels of student satisfaction are a direct function of the extent to which expectations are realised (Ortinau et al., 1987 cited by Palihawadana and Holmes, 1999). In other words, if outcomes exceed or at least match the expectations, it is said that confirmation of expectations has occurred. If outcomes fall below the expectation levels, disconfirmation of expectations has occurred. The former leads to student satisfaction, while the latter leads to student dissatisfaction (Palihawadana, 1992, 1999).

But how do we measure this satisfaction or dissatisfaction?

Tools of measuring customer satisfaction

Management education caters to two sets of customers- the ‘students’ and the ‘industry’. 

Institutions all over the world have devised their own tools and methodologies to measure the level of customer satisfaction. One of the most noteworthy amongst these is the Centre for Research into Quality at the University of Central England in Birmingham, which has conducted some pioneering work. For the last eight years this Centre has been undertaking an annual satisfaction survey. 

The Indian scenario:

Postgraduate education in management in India is currently enjoying a higher demand than ever before, for several reasons:

· A large number of graduates are coming out of colleges and institutes every year, making every job opportunity highly competitive and difficult to get. With job opportunities not being expanded in similar proportion, the majority of these graduates turn towards postgraduate education. 

· Many multinational companies, attracted by India's "open door” policy, adopted due to economic liberalisation and globalization, have recently set up their branches and offices in India. These companies, during campus placement and recruitment, have shown a preference for candidates with postgraduate management degrees. 

· Several companies have raised the entry-level qualification itself to post-graduation with specialisation in management. This is being done to ensure availability of candidates with better skills and knowledge and also to filter out the large number of applications they receive for every job that they advertise for. 

· Many students feel that a postgraduate qualification, particularly in management, will provide them with special skills like good communication abilities, ability to work in teams, leadership quality and exposure to current trends in business and commerce, thus enhancing their employability. 

A feedback-driven interaction between management schools and industry and an in-built mechanism of continuous improvement within the management schools can only be ensured through the accreditation and assessment process.  The University Grants Commission (UGC) has established the National Assessment & Accreditation Council (NAAC), a model of assessment and accreditation, in 1994. The objectives are to grade institutions of higher education, to help institutes realize their academic objectives, to promote necessary changes to achieve the above and to encourage innovations. These objectives are accomplished through a process based on self study and peer review using defined criteria. In various colleges NAAC uses the following frame of action plan: 

· SWOT Analysis of affiliated colleges 

· Implementation of quality sustenance activities in accredited colleges

· Self-study, assessment and accreditation of colleges

· Remedial measures in the case of weak and less privileged institutions 

National Board of Accreditation (NBA), another organization, has been constituted by the All India Council for Technical Education (AICTE) to: "Periodically conduct evaluation of technical institutions or programmes on the basis of guidelines, norms and standards specified by it and to make recommendations to it, AICTE or to the Council, regarding recognition or de-recognition of the institution or the programme." (NBA-AICTE, 2002.The process of quality enhancement as initiated by NAAC and NBA does not only enrich the existing academic environment for management education but the industry is also benefited by employing the right type of managers to face competition. 

The number of institutes accredited by both NAAC and NBA is still very small as compared to the total number of management institutes in India.  Also NAAC undertakes an institutional evaluation  which provides an assessment of the institution as a whole, but it is unable to specify the quality of teaching, student satisfaction, research and placement etc. in the individual departments. The modus operandi is also different in the case of both the agencies as the former goes for macro assessment and the latter does the micro evaluation of the individual teaching departments. Therefore, to have better results, the assessment by NAAC should take place after NBA has accomplished the assessment of individual teaching departments.   

It is apparent from the above discussion that the even after assessment and accreditation evaluations taken over by the business schools the industry as a customer is still suffering. In spite of tremendous developments, management education has failed to keep its promise to the Indian corporate community. 

To make a mark, management education needs to address the following issues:

1. Is education relevant to the needs of industry and business or is it a source of information and a useful mental exercise which does not meet the present needs of the organization?

2. Do the training institutions offer management programmes because they can make a constructive contribution to management education or are they unaware of the kind of impact they should make and how to make it?

To sustain and survive in this competitive world Indian higher education system also needs to look at its quality and standards of education. Against this background, the aim of this research was to establish whether the curriculum offered by business schools in India are relevant to the current and future needs of business practice in a dynamic business environment. Another important question was whether the MBA programmes have met the expectations of the graduates themselves. 

The first phase of this study aimed at identifying the customer satisfaction variables in management institutes for the set of customers i.e. Students.  This would also help to provide answers for questions like what are the variables that constitute customer satisfaction.  And also subsequently evaluate the customer satisfaction of the students in Management Institutes. 

To develop an ongoing relationship with the institutes, the customers (both the students and the recruiters) of management colleges need to experience ‘delight.’ Delight is nothing but exceeding customer expectation. An institute can delight a customer, only if organizations know what the customer expectations are. One of the most prevalent methods to know whether an institute is exceeding expectations is to employ satisfaction surveys (Popli, 2002).

Methodology

Exploratory research design was used initially to formulate hypotheses. For obtaining complete information about the customer satisfaction variable descriptive and cross-sectional research methodology was adopted. 

For studying the customer satisfaction in management education the sampling frame consists of colleges under University Grant Commission, Foreign Universities and the Universities in Delhi as well as private colleges. For this study the colleges were selected using a probability sampling technique. Under which respondents were selected randomly by means of simple random sampling methodology. 

The sample size of colleges for was determined from a total of 3 universities and 33 AICTE approved colleges in Delhi. Time being a constraint, for customer satisfaction survey 1 university and 9 colleges were selected using the random sampling technique. Out of which 8 students form each college as well as from the university were chosen for the survey. This gave a sample size of 80 students.

 The questionnaire used for the study was adopted from the Satisfaction Approach used at UCE developed at the Centre for Research into Quality over the last 15 years. In canvassing the perceptions and opinions of the MBA graduates, use was made of the MBA students who will be graduating in the period 2001 to 2003 from business schools at Indian colleges and universities. Structured questionnaires were used to collect data from 80 MBA graduates. A total of 50 usable questionnaires were received and used in the analysis. Eliminating the unusable questionnaires that were incomplete, a response rate of 62.5 per cent was achieved. No follow-up was necessary, as the number of responses (n = 50) was considered satisfactory and representative of the population strata. In the region In addition to the information supplied in the questionnaires, numerous opinions, personal experiences, views and recommendations with regard to the development of MBA programmes in indian management education were also received from respondents.

Conclusions 

Student feedback systems have been the subject of increasing interest in India in the past few years. This is due to the demands for quality assurance in management education, with the emphasis on information from quality indicators such as customer 

In order to determine the gaps between the level of satisfaction and importance a factor holds this bar graph is used (Figure 1 & 2).    

Figure 1: Comparison of Importance and Satisfaction

	Factors
	                Satisfaction

 Mean                               SD
	              Importance 

    Mean                        SD                  
	Z Scores

	Course organization
	4.06
	1.42
	5.58
	1.34
	4.9

	Learning and teaching
	4.54
	1.57
	5.92
	1.09
	4.5

	Placement facilities
	3.74
	1.71
	5.99
	1.15
	6.9

	Computing 
	3.83
	1.56
	5.65
	1.25
	5.7

	Library
	3.93
	1.74
	5.69
	1.23
	5.2

	Student services
	3.25
	1.43
	5.31
	1.39
	6.5


It was found that there is a significant difference in these values for these variables at .01 level of significance. Data was also available on individual variables comprising these parameters 

Figure 2
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An analysis of the level of satisfaction and importance for the total of 50 respondents (average of the responses) to individual elements is also necessary to determine the level of satisfaction.The results obtained reveal that the satisfaction level for all the factors is between 3 to 4. On the Likert scale this rating shows dissatisfaction for the scale 3 and average satisfaction for 4. The ratings for importance are above 5 and closer to 6. This indicates that the respondents consider all these factors as important.  This proves that the importance for these factors is higher, signifying a gap between the two.

Thus, it can be concluded that the quality of management education in the country has serious implications, particularly at the time of India's new globally-outward look to become more competitive and self-reliant, and the country's reckoning as a favorable destination for foreign investment. While generalization is not intended here, it is emphasized that the country's B Schools and management institutes have to gear up themselves for improving quality, have to abandon their short-sighted and fire-fighting approaches, and adopt a policy of continuous improvement. The research is intended to provide a direction and motivation in this regard.

The research conducted in this regard examines student satisfaction with aspects of provision and then identifies which of those areas are important for students. Those areas, which are important but where the students are dissatisfied, are priority areas for management intervention.  The most crucial step after this is to translate these needs into appropriate curriculum and to develop the infrastructure to implement it.  The research conducted shows that to fulfill these needs and to provide customer delight to its students the course content should include the following:

· Analytical skills should be given more importance

· The institutes offering management education need to be more practical oriented than theoretical

· Stress on personality development

· There must be an emphasis on an overall development of students rather than just academic excellence

· Education should cover extra-curricular and cross cultural exposure, 

· Training efforts need to be stepped up

· Business success depends upon innovation, creative insights, vision, and values. There is a need to benchmark best practices both at national and international level.

·  Curriculum should reflect these aspects i.e. the curriculum must focus on an overall character development

· Academia should also assess individual potential/ ability of students and train them for that. 

Apart from these the institutions need to provide the students with a common base of knowledge, the programmes should also include:

· Background of the concepts and processes of institutions in production, marketing and financing of the business

· Study of organizational theory, behavior and interpersonal communications

· Study of administrative processes under conditions of uncertainty including integrating analysis and policy determination at the overall management level

These factors, as a part of the course curriculum, will enhance the quality of education and lead to customer satisfaction. The institutes must also provide the students with opportunities to reflect on strategic issues, in the global context, enabling the students to get exposed to cross-cultural and multi-cultural business environments. It is recommended that business schools in India should develop customer focus (students and the industry) and involve these customers in their academic planning and in selecting teaching techniques.

The academia should concentrate on benefits from mutual interaction with the industry. This can be encouraged by recognizing the efforts of professionals for undertaking   assignments with the academia. Industry visits by students for familiarization with the ‘shop floor’ perspective is also recommended. Students should also be involved as observers in Management Development Programmes run by business schools for corporate executives. It is also recommended that business school students should explore the possibilities of working on specific projects outsourced from companies. Institutes providing management education should also consider offering management education to students with 2-3 years of work experience. This would provide a closer co-ordination between academia and industry as well as higher customer satisfaction for the employers.  

This is not to say that there is no quality appreciation in the region, some of the best educational practices are found in this very region. The institute’s students are head hunted even before they graduate by corporations from world over. There are pockets of excellence and now the time has come to convert these ‘pockets of excellence’ into  ‘excellence’. A combination of making third party accreditation mandatory, benchmarking best practices and internationalization of internal education would ensure meeting this objective.
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Annexure 1: The extent of qualitative shift and changes in education in the 21st Century

	Present Status
	Future Changes

	1. More emphasis is on deliberation of            information.
	1. The emphasis is on knowing about knowledge and its source. 

	2. It is at present a teaching centered system.
	2. It will be a learning oriented organization.

	3. It is more concerned with the mode of knowledge delivery system. 
	3. It will be a learning oriented organization.

	4. It is a system confined to a static and rigid mode of learning.
	4. It will offer a more flexible system of learning.

	5. The present system stresses on what is delivered. 
	5. The system of tomorrow will stress on why and whether knowledge is rightly delivered or not? 

	6. The system stresses on limited and close and package of learning. 
	6. New age education promotes a culture of free and liberal system of learning. 

	7. It is streamlined with emphasis on an exam based system having no concept of continuity.
	7. It will be a knowledge based system and will offer opportunities without barriers of any kind.

	8. It concentrates more on present day needs of learners.
	8. The coming system promotes a culture that motivates fundamental and innovative ideas.


Source: University News June 17-23, 2002 
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