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Nowadays,�with�the� increase�in�globalization�and� the�conception�of�education�as�a� special�
service,�international�education�has�been�popular�in�Vietnam.�International�education�can�be�
understood�in�two�ways,�one�is�training�with�the�goal�of�taking�international�quali¿cations,�
and�the�other�is�training�with�the�goal�of�reaching�the�international�standards�of�the�program’s�
content� and� quality� (Ngoc,� 2013).� The� ¿rst� understanding� focuses� on� the� results� of� the�
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Globalization� has� become� increasingly� popular.� Nevertheless,� education� in� Vietnam� has�
lagged� behind� developed� countries.� Thus,� one� of�main� reasons� for�Vietnam� to� engage� in�
international�collaboration�is�to�improve�training�quality�and�enrich�the�human�resource�for�
HFRQRPLF�GHYHORSPHQW��7KLV� VWXG\�DLPV� WR�DVVHVV� MRLQW�PDVWHU�SURJUDPV�DW� WKH�)DFXOW\�RI�

International�Education�at�Foreign�Trade�University�based�on�the�overall�student�satisfaction.�
The�SSI�model�developed�by�Temizer�and�Turkyilmaz�(2012)�to�measure�student�satisfaction�
at�private�university�is�applied�in�the�research.�The�data�of�this�research�are�analyzed�by�the�
SPSS�20.0�software.�The�online�questionnaires�in�the�research�are�used�for�collecting�opinions�
of�joint�master�students�at�the�Faculty�of�International�Education�at�Foreign�Trade�University.�
From� the� analysis� of�237� respondents,� the� results� show� that� image� (IM),� perceived� value�
(PV),�perceived�quality�(PQ),�and�student�expectation�(EXP)�impact�on�student�satisfaction,�in�
which�perceived�value�and�image�mostly�a൵ected�the�overall�satisfaction�of�students�coming�
from�joint�master�programs�at�Foreign�Trade�University.
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program�as�the�joint�training�program�allows�students�to�receive�international�degrees�upon�
graduation.�Meanwhile,�the�second�understanding�emphasizes�the�content�and�the�process�of�
implementation,�and�considers�the�results�that�students�have�received�and�absorbed�during�the�
joint�training�programs�as�a�whole.

With�the�current�situation�of�international�education�in�Vietnam,�Foreign�Trade�University�
(FTU)�is�chosen�in�the�research�because�FTU�is�a�university�of�high�ranking�in�Vietnam�and�
has�a�variety�of�master’s�programs�including�master�courses�associated�with�Australia,�Taiwan,�
France,�and�England.�FTU�was�established�in�1960�and�is�one�of�the�best�universities�in�Vietnam�
o൵ering�a�wide�range�of�courses�such�as�business,�¿nance,�management�and�marketing�(FTU,�
The� introduction� of� FTU,� 2014).�The� Faculty� of� International� Education� (FIE)� is� in� charge�
RI�WKH�PDQDJHPHQW�RI�MRLQW�PDVWHU�WUDLQLQJ��$OO�SURJUDPV�WKDW�WKLV�GHSDUWPHQW�FDUULHV�RXW�DUH�

LQWHUQDWLRQDO� MRLQW� WUDLQLQJ�� 7KHVH� MRLQW� PDVWHU� SURJUDPV� DUH� 0,%� �0DVWHU� RI� ,QWHUQDWLRQDO�

Business�with�La�Trobe�University,�Australia),�MBA�(Master�of�Business�Administration�with�
BI�Norwegian�School�of�management,�Norway),�MBA�with�Shute�University� (Taiwan)�and�
MBA�with�Meiho�University� (Taiwan)� (FTU,�The� faculty�of� International�education,�2014).�
This�paper�focuses�on�master�training�programs�which�bring�many�bene¿ts�for�all�learners.�Joint�
master�program�is�a�model�of�education�to�create�opportunities�for�social�learning.�By�doing�this,�
many�people�in�the�remote�areas�and�who�are�busy�working�all�have�the�opportunity�to�study�
further.�Joint�training�can�be�found�in�not�only�attractive�sectors�such�as�¿nance,�accounting,�
foreign�languages,�but�also�is�expanded�to�technology�or�even�in�the�¿eld�of�vocational�training.

Zhang� HW� DO�� (2008)� establish� a� college� student� satisfaction� model� according� to� the�
theoretical�frames�of�American�Customer�Satisfaction�Model�(ACSI)�and�European�Customer�
Satisfaction�Index�(ECSI).�Other�previous�researchers�also�investigated�student�satisfaction�
in�universities�and�post-graduate�schools,�as�there�is�a�¿erce�competition�among�universities�
worldwide�to�attract�and�retain�the�best�students,�and�also�because�the�labor�market�is�more�
unstable.�Nonetheless,�these�studies�used�the�Servqual�model�to�evaluate�student�satisfaction.�
To� ¿ll� this� gap,� the� current� research� measures� student� satisfaction� from� di൵erent� aspects�
including�image�of�university,�expectations,�perceived�quality,�perceived�value�and� loyalty�
based�on�ECSI�model�proposed�by�Temizer�and�Turkyilmaz�(2012).�The�proposed�model�is�
tested�in�the�context�of�FIE�at�Foreign�Trade�University.�By�proposing�the�student�satisfaction�
model,�this�paper�intended�to�achieve�the�following�research�objectives:�(1)�To�examine�the�
e൵ect�of�proposed�factors�(image,�expectations,�perceived�quality,�perceived�value)�on�loyalty,�
(2)�To�investigate�the�linkages�among�these�proposed�factors,�(3)�To�measure�which�factor�is�
WKH�PRVW�LPSRUWDQW�GHWHUPLQDQW�RI�VWXGHQW�OR\DOW\�

���/LWHUDWXUH�UHYLHZ

7KHUH� LV� D� ORQJ� VWUHDP� RI� UHVHDUFK� RQ� VWXGHQW� VDWLVIDFWLRQ�� 7KLV� SDUW� DLPV� WR� SURYLGH� DQ�

overview� of� the� literature� in� this�¿eld.� First,� customer� satisfaction� is�discussed.�Next,� this�
paper� will� review� various� research� on� student� satisfaction� and� university� image,� student�
expectation,� perceived� quality,� perceived�value,� and� the� relationship� between�University’s�
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image� and�student� satisfaction,�University’s� image�and�student� expectation,� and�perceived�
value.�Finally,�the�SSI�model�by�Temizer�and�Turkyilmaz�(2012)�is�identi¿ed.

Satisfaction,�according�to�Feclikova� (2004),�is�interpreted�as�a�feeling�which� results�from�
a�process�of�evaluating�what�was�received�against�that�expected,�the�purchase�decision�itself�
and/or�the�ful¿llment�of�needs/want.�Customer� satisfaction�in�marketing�context�has�speci¿c�
meanings�in�which�customer�satisfaction�is�de¿ned�as�customer’s�overall�evaluation�of�the�date�
(Gustafsson�HW�DO�,�2005).�This�satisfaction�has�positive�inÀuences�on�retaining�customers�among�
di൵erent�variety�of�service�and�products.�The�student�is�a�special�customer�in�a�special�service�
environment,�and�is�a�part�of�the�product�development�(Jurkowitsch�HW�DO�,�2006).�Therefore,�
Temizer� and� Turkyilmaz� (2012)� consider� students� as� customers� as� they� examined� factors�
inÀuencing� student� satisfaction.� Drawing� from� previous� research,� the� current� paper� views�
VWXGHQW�VDWLVIDFWLRQ�DV�VWXGHQW¶V�RYHUDOO�HYDOXDWLRQ�RI�WKHLU�OHDUQLQJ�SURJUDP�LQ�WKLV�SDSHU

According� to� the�work� of�Temizer� and�Turkyilmaz� (2012),� there� is� little� research�which�
developed�and�tested�a�satisfaction�index�model�student�(SSI)�for�institutions�of�higher�education.�
Their� proposed� SSI� model� based� on� the� ECSI� model� has� been� employed� to� measure� the�
satisfaction�of�students�from�di൵erent�aspects�such�as�the�image�of�the�university,�expectations,�
perceived� quality,� value� feel,� and� loyalty.� The� results� can� provide� valuable� information� for�
strategic�management�and�university�researchers�about� the� factors�that� inÀuence� satisfaction�
and�loyalty�in�students.�Although�other�studies�mostly�employed�Servqual�model�or�5Qs�model�
to�assess�the�training�quality�service,�these�papers�seem�to�be�insu൶cient�to�examine�student�
satisfaction.�In�this�vein,�this�study�uses�SSI�model�to�assess�student�satisfaction�with�the�purpose�
RI�LQFUHDVLQJ�WUDLQLQJ�VHUYLFH�RI�MRLQW�PDVWHU�SURJUDPV�LQ�9LHWQDP�

Kotler�(2001)�de¿nes�image�as�the�set�of�beliefs,�ideas,�and�impression�that�a�person�holds�
regarding�an�object.�On�the�other�hand,�Keller�(1993)�considers�brand�image�as�a�set�of�perceptions�
about�a�brand�reÀected�by�brand�associations�in�consumers’�memory.�All�de¿nitions�of�image�
mentioned�above�vary�with�di൵erent�researchers’�theories,�however,�these�theories�all�showed�
WKDW�DQ� LPDJH� FDQ� JHQHUDWH�YDOXHV� LQ� WHUPV� RI�KHOSLQJ�FXVWRPHUV��&UHDWLQJ�DQG�PDLQWDLQLQJ�

image�are�important�duties�of�a�¿rm’s�marketing�program�(Roth,�1995).�The�image�of�university�
is�seen�as�an�image�of�a�corporation,�hence,�university�image�in�this�study�refers�to�the�set�of�
beliefs,�ideas�and�impressions�that�an�individual�student�holds�regarding�an�object.

With� regard� to� student� expectations,� some� researchers� (Anderson,� 1973;�Churchill� and�
Surprenant,�1982;�Oliver,�1977;�Westbrook�and�Reilly,�1983)�view�expectations�as�signi¿cant�
beliefs,�before�experience�about�product�global�performance,�formed�by�company�suggestions�
or� product� information.� Nevertheless,� Swan� and� Martin� (1981)� argue� that� expectations�
represent� the� anticipated� satisfaction� of� product�consumption.�Hence,� student�expectations�
can�be�seen�as�the�anticipated�satisfaction�from�students�about�their�learning�program.

When� it� comes� to� perceived� quality,� it� is� de¿ned� as� the� consumer’s� judgment� about� an�
entity’s�overall�experience�or�superiority�(Zeithaml,�1987;�Zammuto�HW�DO�,�1996).�Parasuraman�
HW�DO��(1990)�also�conclude�that�consumer�perceptions�of�service�quality�result�from�comparing�
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expectations�prior�to�receiving�the�service�to�their�actual�experience�of�the�service.�Rowley�(1996)�
further�de¿nes�perceived�quality�as�a�form�of�attitude�related�to,�but�not�the�same�as,�satisfaction,�
which�results�from�a�comparison�between�expectations�and�perceptions�of�performance.

For�perceived�value,�Zeithaml�(1988)�suggests�that�perceived�value�is�the�overall�evaluation�
that� the�consumer�makes�of�a�product�based�on�perceptions�of� that�given� in�exchange� for�
that� which� is� received.� Hence,� value� represents� a� trade-o൵� between� the� most� prominent�
components�of�that�given�in�exchange�for�that�received�(Alves,�2010).�Various�other�studies�
have�also�adopted�this�perspective�on�value�(McDougall�and�Levesque,�2000;�Cronin�HW�DO�,�
2000;�Hermawan,� 2001;� Fornell� HW� DO�,�1996).� Some� de¿nitions� of� perceived� value� in� the�
higher�education�¿eld�also�are�made�up�from�this�trade-o൵�approach.�Ledden�HW�DO��(2007)�
state�that�the�value�perceived�by�a�student�is�the�overall�evaluation�of�the�utility�of�the�service�
based�upon�the�perception�of�that�is�received�and�given.�Brooks�and�Everett�(2009)�associate�
the�value�of�education�only�to�the�targets�that�studying�enables�to�be�reached.

The� original� model� of� the� SSI� Temizer� and� Turkyilmaz� (2012)� is� a� structural� model�
developed�to�measure�the�satisfaction�of�students�from�di൵erent�aspects�such�as�image�of�the�
university,�expectations,�perceived�quality,�perceived�value,�overall�satisfaction�and�loyalty�
degree�of�students.�This�model�contains�six�following�constructs�in�which�each� factor�is� a�
latent�construct�that�is�operationalized�by�multiple�indicators.

���5HVHDUFK�PHWKRGRORJ\

As�aforementioned,�Temizer�and�Turkyilmaz�(2012)�focus�on�student�satisfaction�and�loyalty�
which� strongly� depend� on� the� e൵orts� regarding� the� quality� of� the� services� provided.� This�
paper�presents�an�empirical�study�on�the�SSI�model�with�the�master�students�of�FTU�as�the�
investigation�objectives.�Nonetheless,�this�study�only�aims�at�measuring�student�satisfaction�
and�leaves�out�loyalty�for�three�reasons.�Firstly,�most�students�choose�joint�programs�which�
have�short�period�of�time,�are�Àexible�and�convenient�because�they�are�still�working�at�their�
organizations,�so�they�try�to�balance�learning�and�work.�Moreover,�there�is�strong�competition�
DPRQJ�9LHWQDPHVH� XQLYHUVLWLHV� LQ� RUGHU� WR� DWWUDFW� VWXGHQWV� WR� WKHLU�PDVWHU� MRLQW� SURJUDPV��

That�is�the�reason�why�this�study�focuses�on�evaluating�student�satisfaction.�Secondly,�most�
students�in�these�programs�are�doing�business�or�working�for�enterprises,�so� that�they� just�
need�necessary�knowledge�and�certi¿cates�in�order�to�contribute�to�their�job�with�no�intention�
to�study�higher�education�degree�like�PhD.�Therefore,�the�author�does�not�mention�loyalty�in�
this�study.�Thirdly,�the�title�of�this�paper�just�mentions�student�satisfaction�without�loyalty.�
Thus,�the�researcher�omits�loyalty�constructed�in�the�SSI�model.

Based� on� the� analysis� of� foreign� research� of� student� satisfaction,� joint� master� student�
satisfaction� of� Faculty� of� International� Education� at� FTU� in� Vietnam� is� inÀuenced� by�
university� image,� their� perceptions� of� the�master� training� quality,� their� estimations� of� the�
perception�value�and�further�a൵ected�by�expectations.�Therefore,�the�researcher�investigates�
¿ve�latent�constructs�instead�of�six�constructs,�which�are�student�satisfaction,�image,�student�
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expectations,�perceived�quality�and�perceived�value;�while� loyalty�is�omitted.�The�original�
SSI�model�is�modi¿ed�as�the�following�¿gure:

)LJXUH����Satisfaction�Index�modi¿ed

6RXUFH��Satisfaction�Index�(Temizer�and�Turkyilmaz,�2012)

As�this�model�showed,�loyalty�is�omitted�and�four�hypothesizes�are�not�available�as�they�are�
unnecessary� in�this�study.�It�means�that�the�relationships�between�image�and�loyalty,�student�
satisfaction� and� loyalty,� student� expectations� and� student� satisfaction,� perceived� value� and�
student�satisfaction�are�not�studied.�Thus,�this�research�studies�about�six�relationships�between�
image� and� student� satisfaction,� image� and� student� expectations,� student� expectation� and�
perceived� quality,� student� expectation�and� perceived� value,� perceived� quality�and� perceived�
value,�perceived�value�and�student�satisfaction.�These�six�relationships�are�proposed�as�follows:

H1:�Image�has�a�positive�eৼect�on�student�expectations.
H2:�Image�has�a�positive�eৼect�on�student�satisfaction.
H3:�Student�expectation�has�a�positive�eৼect�on�perceived�quality.
H4:�Student�expectation�has�a�positive�eৼect�on�perceived�value.
H5:�Perceived�quality�has�a�positive�eৼect�on�perceived�value.
H6:�Perceived�value�has�a�positive�eৼect�on�student�satisfaction.

In�the�SSI�model�developed�by�Temizer�and�Turkyilmaz�(2012),�the�questions�were�designed�
with�23�measurements.�In�their�research,�image�construct�(seven�questions),�student�expectation�
(four�questions),�perceived�quality�(four�questions),�perceived�value�(two�questions),�student�
satisfaction�(three�questions),�and�loyalty�(three�questions).�Tthis�study�chose�20�questions�out�
of�23,� leaving�out� the� three�questions� related� to� the�omitted� loyalty�construct.�Based�on� the�
original�questions�from�SSI�model�of�Temizer�and�Turkyilmaz�(2012),�these�20�questions�are�
adjusted�and� revised� to� be�more� suitable� for� the�purpose� of� the� study,�which� is� to�evaluate�
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student�satisfaction�of�joint�master�programs�of�FIE�at�Foreign�Trade�University�in�Vietnam.�
The�structured�questions�are�in�Likert�format�with�05�scale�from�“1”�to�“5”,�where�“1”�is�Strong�
Disagree,�“2”�is�Disagree,�“3”�is�No�Comment,�“4”�is�Agree,�and�5”�is�Strongly�Agree.

A� survey� to� measure� the� manifest� variables� was� prepared� in� Vietnamese� and� English�
language.�The�¿nal�questionnaire� contained�24�questions,�20� of� that�pertaining� to� the� SSI�
model,�others�are�for�demographics.�The�questionnaire�is�divided�into�2�parts:�Part�1�is�about�
general� information� of� students� (including� four� questions);� Part� 2� is� about� evaluating� the�
overall� student� satisfaction� (including� twenty� questions).�The� answers� for� these� questions�
were�set�with�a�05�Likert�scale�from�“1”�to�“5”�where�“1”�is�Strong�Disagree,�“2”�-�Disagree,�
“3”�-�No�Comment,�“4”�-�Agree,�“5”�-�Strongly�Agree.

This�study�focuses�on�joint�master�programs�coming�from�the�FIE,�and�selects�MIB�and�
MBAF4�programs�for�further�investigation.�The�MIB�program�has�9�courses�which�include�
approximately�260�students.�On�the�other�hand,�MBAF4�only�has�1�course�which�includes�23�
students.�The�total�participants�are�283�students.�Questionnaires�are�sent�through�emails.�Email�
survey�is�used�to�collect�the�data�because�it�is�the�more�powerful�alternative,�more�e൶cient�and�
e൵ective�compared�to�telephone�surveys�and�personal�interviews.�It�can�be�done�with�minimal�
cost�and�equipment�complexity.�In�addition,�email�survey�also�allows�speci¿c�segments�of�the�
population�to�be�easily�reached.�Moreover,�as�MIB�courses�have�been�run�since�2008�and�all�
students�from�8�courses�graduated�except�for�the�9th�course�which�is�still�running�in�Australia,�
it�is�really�di൶cult�to�send�questionnaires�directly�to�260�participants�in�all�9�MIB�courses.�
These�are�the�reasons�why�email�is�used�to�send�questionnaires.�Questionnaires�are�designed�
in�the�form�of�Google�documents.,�With�the�help�of�the�International�Education�Faculty�(IEF),�
questionnaires�are�sent�via�email�to�283�participants�in�2�joint�master�programs�at�FTU.�After�
14�days�from�the�date�of�email�delivery,�the�surveys�are�collected.

The� quantity� of� the� questionnaires� sent� is� 283,� the� callback� quantity� of� the� e൵ective�
questionnaire�is�237,�and�the�e൵ective�rate�is�83.7%.�The�gender�ratio�of�the�data�sample�is�44%�
male�and�56%�female.�The�proportion�of�students�from�MIB�is�92%�and�the�proportion�of�students�
from�MBAF4�is�8%.�This�paper�uses�SPSS?�software�with�analytical�methods�as�follows:�First,�
the�frequency�value�of�categorical�variables�such�as�sex,�age,�marriage�status,�course�learning�is�
analyzed�by�using�the�Descriptive�Statistic.�Second,�Cronbach’s�Alpha�coe൶cient�is�used�to�test�
the�reliability.�According�to�Cronbach�(1951),�the�closer�Cronbach’s�Alpha�to�1.0,�the�higher�the�
internal�consistency�reliability.�Third,�Pearson�Correlation�Coe൶cient�analysis�is�used�in�this�
study�to�determine�whether�there�are�signi¿cant�relationships�among�the�independent�variables�
and�dependent�variable.�Fourth,�Multi�Regression�Analysis�is�used�to�determine�which�among�
variables�is�the�most�important�in�explaining�the�relationships.

���5HVHDUFK�UHVXOWV

����6DPSOH�GHVFULSWLRQ

After�designing�questionnaires�and�launching�survey�by�email�with�the�support�of�FIE�at�FTU,�
primary� data� are� collected� through� automatic� respondent� system� of� Google� document.� 237�
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surveys�from�237�students�of�MIB�and�MBAF4�programs�are�collected.�The�quantity�of�the�
questionnaire�is�283,�the�callback�quantity�of�the�e൵ective�questionnaire�is�237,�and�the�e൵ective�
rate� is�83.7%.�The�gender� ratio�of�the�data�sample� is�44%�of�male�and�56%�of�female.�The�
proportion�of�students�from�MIB�is�92%�and�the�proportion�of�students�from�MBAF4�is�8%.

7DEOH����'HPRJUDSKLF�LQIRUPDWLRQ

'HPRJUDSKLF�LQIRUPDWLRQ &KDUDFWHULVWLFV �1XPEHU
3HUFHQW�

���

Gender

0DOH 104 44

)HPDOH ��� ��

7RWDO ��� ���

$JH

/HVV�WKDQ����\HDUV�ROG ��� ��

31�-�40 89 ��

41�-�50 �� �

������� 4 �

7RWDO ��� ���

0DUULDJH�VWDWXV

0DUULHG ��� ��

6LQJOH ��� 42

7RWDO ��� ���

-RLQW�PDVWHU�FRXUVH

MBAF4 �� �

0,% ��� 92

7RWDO ��� ���

6RXUFH��$QDO\VLV�IURP�6366

Descriptive� statistical� analysis� on�marriage� status� reports� that� 58%� of� respondents� are�
married�while�42%�are�not.�Furthermore,�most�of�the�replies�come�from�MIB�class,�with�92%�
is�from�MIB�at�217�while�8%�is�from�MBAF4,�equaling�to�20�students.�The�results�of�this�
survey�are�not�out�of�expectations�because�the�actual�number�of�students�from�MIB�courses�
LV�ODUJHU�DW�����

����5HOLDELOLW\�VWDWLVWLFV

The�table�below�shows�detailed�assessment�of�the�credibility�of�the�scale,�as�the�Cronbach’s�
Alpha�values�of�Image,�Student�expectation,�Perceived�quality,�Perceived�value�and�Student�
satisfaction� are�0.850,� 0.837,� 0.899,�0.850,� and�0.863� respectively� (>�0.80).� It�means� that�
Image,�Student�expectation,�Perceived�quality,�Perceived�value�and�Student�satisfaction�have�
good�reliability�in�the�survey�scale.�To�sum�up,�after�checking�the�reliability�of�all�factors,�
there�are�no�factors�or�variables�which�were�excluded,�therefore�all�20�questions�are�reliable�
and�used�for�the�next�step.
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7DEOH����Reliability�analysis

&URQEDFK
V�$OSKD� 1�RI�,WHPV

,PDJH ����� �

Student�expectation ����� 4
Perceived�quality 0.899 4
3HUFHLYHG�YDOXH ����� �

6WXGHQW�VDWLVIDFWLRQ ����� �

7RWDO� ��

6RXUFH��$QDO\VLV�IURP�6366

����+\SRWKHVLV�WHVWLQJ

������+\SRWKHVLV�WHVWLQJ�EHWZHHQ�LPDJH�DQG�VWXGHQW�H[SHFWDWLRQ�

A�multiple�linear�regression�is�used�to�measure�the�relationship�between�Image�and�Student�
expectation.�Table�3�below�demonstrates�that�Image�has�a�positive�e൵ect�on�student�expectation.
7DEOH����Data�of�regression�EXP�from�IM

0RGHO�6XPPDU\ $129$D

Coe൶cientsD

0RGHO

Unstandardized�
Coe൶cients

Standardized�
Coe൶cients 6LJ�

R�Square Adj.�R�Square 6LJ� ) % %HWD

����� 0.574 �����b 319.533 (Constant) ������ �����

,0 1.029 0.759 �����

6RXUFH��$QDO\VLV�IURP�6366

The�Sig�value�in�the�Anova�table�above�determines�whether�or�not�the�¿t�the�data.�The�Sig�
value�is�under�0.05,�which�means�the�regression�model�is�suitable�for�the�data.�According�to�
the�Anova�analysis�results�above,�Sig�is�at�0.000�(<�0.05)�and�F�value�is�really�high�at�319.533.�
It�means�that�the�regression�model�is�¿t�statistically�and�is�applicable�to�the�population.

With�the�results�here,�Adjusted�R�squared�is�0.574,�in�other�words,�57.4%�change�of�EXP�
(Student�expectation)�can�be�explained�by�the�change�of�IM�(Image).

Under�the�coe൶cients�table�above,�IM�(1.029)�is�an�independent�variable�while�EXP�is�a�
dependent�variable,�and�constant�is�-0.528.�This�results�in�the�positive�relationship�between�
Image�and�Student�expectation.�It�is�worth�to�denoting�that�Image�has�a�positive�impact�on�
Student� expectation.�Moreover,� there� is� a� causal� positive� relationship� between� image� and�
student�expectation.

In�conclusion,�H1�is�statistically�¿t�and�Image�has�a�positive�e൵ect�on�student�expectation.
������+\SRWKHVLV�WHVWLQJ�EHWZHHQ�VWXGHQW�H[SHFWDWLRQ�DQG�SHUFHLYHG�TXDOLW\

In�order�to�measure�the�relationship�between�Student�expectation�and�Perceived�quality,�this�
research�uses�a�multiple�linear�regression.�After�analyzing,�the�results�below�(Table�4)�show�
that�H3�is�statistically�¿t�and�Student�expectation�has�a�positive�e൵ect�on�perceived�quality.
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7DEOH����Data�of�regression�PQ�from�EXP

0RGHO�6XPPDU\ $129$D

Coe൶cientsD

0RGHO

Unstandardized�
Coe൶cients

Standardized�
Coe൶cients 6LJ�

R�Square Adj.�R�Square 6LJ� ) % %HWD

0.794 0.794 �����b 908.001 (Constant) ����� 0.149
EXP 0.936 0.891 �����

6RXUFH��$QDO\VLV�IURP�6366

The�Sig�value�at�Anova�table�above�determines�whether�or�not�the�model�¿t�the�data.�The�
Sig.�value�is�under�0.05�which�means�the�regression�model�is�suitable�for�data.�According�to�
the�Anova�analysis�results�above,�Sig�is�at�0.000�(<�0.05)�and�F�value�is�really�high�at�908.001.�
It�means�that�the�regression�model�is�statistically�¿t�and�is�applicable�to�the�population.

With�the�result�here,�Adjusted�R�squared� is�at�0.794�which�means�79.4%�change�of�PQ�
(Perceived�quality)�can�be�explained�by�the�change�of�EXP�(Student�expectation).

As�shown�in�the�coe൶cients�table�above,�EXP�(0.936)�is�an�independent�variable�while�PQ�
is�a�dependent�variable,�the�constant�is�0.173.�This�results�in�the�positive�relationship�between�
Image�and�Student�expectation.�It�is�worth�denoting�that�student�expectation�has�a�positive�
impact�on�perceived�quality.�Moreover,�there�is�a�causal�positive�relationship�between�student�
expectation�and�Perceived�quality.

������+\SRWKHVLV�WHVWLQJ�DPRQJ�VWXGHQW�H[SHFWDWLRQ��SHUFHLYHG�TXDOLW\�DQG�SHUFHLYHG�YDOXH

Similar�to�the�aforementioned�hypothesis’�analysis,�the�multiple�linear�regression�is�also�used�to�
measure�the�relationships�among�Student�expectation,�Perceived�quality�and�Perceived�value.�
Thus,�H4�(Student�expectation�has�a�positive�e൵ect�on�Perceived�value)�and�H5�(Perceived�
quality�has�a�positive�e൵ect�on�Perceived�value)�are�tested�under�the�following�¿gure.

7DEOH����Data�of�regression�PV�from�EXP�and�PQ

0RGHO�6XPPDU\ $129$D

Coe൶cientsD

0RGHO

Unstandardized�
Coe൶cients

Standardized�
Coe൶cients 6LJ�

R�Square Adj.�R�Square 6LJ� ) % %HWD

0.769 ����� �����b 389.547 (Constant) -0.084 0.554
EXP 0.404 0.346 �����

34 ����� 0.554 �����

6RXUFH��$QDO\VLV�IURP�6366

The�Sig�value�at�Anova�table�above�determines�whether�or�not�the�model�¿t�the�data.�The�
Sig�value�is�under�0.05�which�means�the�regression�model�is�suitable�for�the�data.�According�
to�the�Anova�analysis�results�above,�Sig�is�at�0.000�(<�0.05)�and�F�value�is�at�389.547.�It�means�
that�the�regression�model�is�statistically�¿t�and�is�applicable�to�the�population.
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With�the�results�here,�Adjusted�R�squared�is�at�0.767�which�means�76.7%�change�of�PV�
(Perceived� value)� can� be� explained� by� the� change� of� EXP� (Student� expectation)� and� PQ�
(Perceived�quality).

Under� the�coe൶cients� table�above,�EXP�and�PQ�are� independent�variables�while�PV� is�
a� dependent� variable.� Partial� correlation� coe൶cients�of� EXP� and�PQ�are� 0.404� and� 0.615�
respectively.� This� results� in� the� positive� relationships� between� Student� expectation� and�
Perceived� value,� Perceived�quality� and�Perceived� value.� It� is�worth�denoting� that� Student�
Expectation�and�Perceived�quality�have�positive�impacts�Student�satisfaction.�In�other�words,�
H4�and�H5�are�statistically�¿t.

The�Standardized�Beta�value�of�the�EXP�independent�variable�stands�for�0.346�while�the�
Standardized�Beta�value�of�the�PQ�independent�variable�is�0.554.�It�means�that�the�Standardized�
Beta� value� of� the� PQ� independent� variable� is� higher� than� that� of� the� EXP� variable.� It� is�
concluded�that�PQ�(Perceived�quality)�is�the�most�important�impact�on�PV�(Perceived�value).

������,PDJH�DQG�SHUFHLYHG�YDOXH��ZKLFK�LV�WKH�PRVW�LPSRUWDQW�LPSDFW�RQ�VWXGHQW�VDWLVIDFWLRQ

Under�the�above�¿ndings,�SS�(Student�satisfaction)�is�a൵ected�by�2�variables�which�are�IM�
(image)�and�PV�(Perceived�value).�Thus,�in�order�to�assess�which�is�the�most�important�impact�
on�SS,�the�writer�uses�multiple�linear�regressions�with�2�independent�variables�(IM�and�PV)�
and�dependent�variable�(SS).�H2�(Image�has�a�positive�e൵ect�on�student�satisfaction)�and�H6�
(Perceived�value�has�a�positive�e൵ect�on�student�satisfaction)�are�proven.

7DEOH����'DWD�RI�UHJUHVVLRQ�66�IURP�,0�DQG�39

0RGHO�6XPPDU\ $129$D

Coe൶cientsD

0RGHO

Unstandardized�
Coe൶cients

Standardized�
Coe൶cients 6LJ�

R�Square Adj.�R�Square 6LJ� ) % %HWD

����� ����� �����b 290.389 (Constant) 0.464 �����

,0 0.174 ����� �����

39 ����� ����� �����

6RXUFH��$QDO\VLV�IURP�6366

According�to�the�Anova�analysis�results�above,�Sig�is�at�0.000�(<�0.05)�and�F�value�is�at�
290.381.�It�means�that�the�regression�model�is�statistically�¿t�and�is�applicable�to�the�population.�
Adjusted�R�squared�is�at�0.710�which�means�71%�change�of�SS�(Student�satisfaction)�can�be�
explained�by�the�change�of�IM�(Image)�and�PV�(Perceived�value).

Under�the�coe൶cients�table�above,�partial�correlation�coe൶cients�of�IM�and�PV�are�0.174�and�
0.683�respectively.�This�results�in�the�positive�relationships�between�Perceived�value�and�Student�
satisfaction,�Image�and�Student�satisfaction.�It�is�worth�denoting�that�Perceived�value�and�Image�
have�positive�impacts�on�Student�satisfaction.�In�other�words,�H2�and�H6�are�statistically�¿t.

The�Standardized�Beta�value�of�the�IM�independent�variable�stands�for�0.121�while�the�
Standardized�Beta�value�of�the�PV�independent�variable�is�0.753.�It�means�that�the�Standardized�
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Beta�value�of�the�PV�independent�variable�is�higher�than�that�of�the�IM�variable�(0.632).�It�is�
concluded�that�PV�has�the�biggest�impact�on�SS.

In�conclusion,�all�these�tests�indicate�that�the�SSI�model�is�reliable�and�valid,�Image�and�
Perceived� value�directly� a൵ect�Student� satisfaction,� and� Perceived�value� has� the� strongest�
impact�on�SS.�It�also�means�that�student�is�satis¿ed�mostly�by�the�value�of�the�courses.

���'LVFXVVLRQ�DQG�FRQFOXVLRQ

7KH�SXUSRVH�RI�WKLV�UHVHDUFK� LV�WR�HYDOXDWH�VWXGHQW�VDWLVIDFWLRQ� LQ�MRLQW�PDVWHU�SURJUDPV�DW�

FIE�of�FTU�in�Vietnam.�In�order�to�improve�and�develop�joint�master�programs,�it�is�required�
that�the�FIE�knows�what�forms�students’�opinions�about�its�training�courses.�Therefore,�this�
research�examined�the�factors�a൵ecting�joint�master�students’�satisfaction�and�also�gave�some�
suggestions�for�FIE�to�improve�and�develop�its�programs.�The�research�was�based�on�the�SSI�
model�for�evaluating�student�satisfaction,�which�was�developed�by�Temizer�and�Turkyilmaz�
(2012).�The�theoretical�review�identi¿ed�that�student�satisfaction�is�inÀuenced�by�factors�like�
IM,�PV,�EXP,�PQ.�It�is�stated�that�not�only�FIE�at�FTU,�but�also�Vietnamese�universities�need�
to�pay�attention�to�these�factors�in�order�to�enhance�student�satisfaction,�given�the�situation�
that�globalization�is�still�developing�and�international�education�is�dramatically�popular.

The� ¿ndings� of� the� present� study� revealed� that� six� regression� models� depicting� six�
hypothesis�relationships�are�developed�consistently�with�the�data�collected�and�are�applicable�
to� the� population.� Two� out� of� ¿ve� variables� (image� and� perceived� value)� have� positively�
strong�e൵ects�on� student� satisfaction�and�perceived� value� is� the�most� impact� determinant.�
Furthermore,�perceive�quality�is�the�most�important�factor�inÀuencing�perceived�value.�On�the�
other�hand,�it�also�means�that�perceived�value�and�image�strongly�a൵ect�student�satisfaction.�
Perceived�value�is�the�most�important�factor�impacting�student�satisfaction�coming�from�two�
joint�master�programs�(MIB,�MBAF4)�of�FIE�at�FTU.�These�results�of�the�current�paper�are�
consistent�with� the� research�of�Temizer�and�Turkyilmaz�(2012).�Moreover,� this� study�also�
agreed�with�other�research�like�Zhang�HW�DO��(2008),�Jurkowitsch�HW�DO��(2006),�Ledden�HW�DO��
(2007),�and�Brooks�and�Everett�(2009).

This�paper�demonstrates�theoretical�implications�to�the�literature.�Based�on�the�¿ndings,�this�
research�addresses�the�importance�of�university�image,�perceived�value,�student�expectation�
and� perceived� quality� on� student� satisfaction.� Especially,� university� image� and� perceived�
YDOXH� SOD\� WKH� FULWLFDOO\�NH\� UROH� LQ� LQFUHDVLQJ� VWXGHQW� VDWLVIDFWLRQ��6WXGHQW� VDWLVIDFWLRQ� LV�

mostly�a൵ected�by�perceived�value.�It�means�that�student�is�satis¿ed�mostly�by�the�value�of�
WKH� FRXUVHV�� ,W� LV� VXJJHVWHG� WKDW�XQLYHUVLWLHV�SD\�PRUH� DWWHQWLRQ� WR�GHYHORSLQJ� WKHLU� LPDJH�

and� increasing� training�services� to�obtain� satisfaction� from�students.�These�¿ndings� could�
be� further� utilized� in� di൵erent� universities� in�Vietnam� besides� FTU.� On� this� aspect,� this�
study�responds�with�the�call�for�increasing�service�quality�in�education�made�by�Temizer�and�
Turkyilmaz�(2012)�and�Duong�and�Thuy�(2019).

In� addition,� this�paper� is� expected� to� contribute� several�practical� implications� that�help�
universities�maintain�their� e൵ective� training�management.�First,� improving�training�quality�
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