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Abstract

Technology brings various opportunities in different aspects of education. The capacity of
the institutions to become competitive and relevant is what most stakeholders expect from
higher education institutions. This study aimed to assess the level of loyalty among students,
employees and alumni/graduates from utilizing various technologies. The study utilized a
quantitative descriptive type of research with 345 respondents. Result showed that the
university is confident on its perceived quality of delivering education through the use of
technology-based facilities. Employees have significantly higher level of satisfaction and
assessment on service quality compared to alumni. Meanwhile, the group of alumni has
significantly higher loyalty in terms of brand value. Brand trust is significantly related to
customer satisfaction and brand value. Customer satisfaction is also related to perceived
quality and service quality. The respondents with higher level of perceived quality are also
those respondents with higher loyalty in terms of brand value. Results suggest that adding
value to the positive experiences of the stakeholders using appropriate technology provides a
healthy environment for communication that engages positive behaviour towards optimum
customer loyalty from utilizing efficient and effective learning technologies. Implication of
the findings to educational management is discussed on how school leaders may advance
their educational services towards the attainment of organizational efficacy for 21st century
as university of the future
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I. INTRODUCTION the center stage to satisfy the needs of these people
and interested parties to help them grow as an
organization through establishing loyalty from the

edge of technology.

Higher education institutions (HEIs) are being
challenged by the continuous growth of technology
and its opportunity provided for the students to learn

in most effective and interactive manner. They are  The concept of organizational loyalty on this study

placing greater emphasis on the application of
information and communication technology in
delivering quality instruction and other related
services to their stakeholders [1-3]. Educational
organizations are trying its best to incorporate
technology that will become suitable to the school
environment with effective learning strategies [4].
HEIs bring people from various walks of life and set
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faces three different perspectives from students,
employees and alumni or the recent graduates which
is expressed on how they experienced educational
services with regard to brand trust, customer
satisfaction, perceived quality, brand value and
service quality [5]. It is always believed that loyalty
is an important dimension of successful organization
[6]. It measures how committed they are in fulfilling
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the vision of the organization and how engaged the
stakeholders in maintaining connections to actively
participate in various learning activities from their
meaningful experience in utilizing technology.

The ultimate goal of HEIs is to deliver vibrant
learning experiences to clients most especially to the
students and other relevant services to alumni.
Adoption and integration of technology in education
is no exemption where educational leaders are trying
to establish a systematic approach to promote
innovation through continuous improvement of its
processes. In most developed countries, the
application of information and community
technology is considered as the core of their
educational system [3], [8-11]. But for the
developing nations like the Philippines as a third
world country, most HEIs are having hard time to
adapt high technologies available in the market due
to limited financial resources and expertise of the
human resources.

Technology utilization can be observed through the
use of electronic device with Internet access within
the classroom setting. The use of cyber space and
electronic media are inseparable elements in
delivering quality towards achieving greater heights
in global atmosphere [12]. Teachers also need to
have access to various computing devices and
software to support the teaching and learning
process; use of educational technology learning
platforms; training and preparation for the use of
technology for the delivery of instruction and other
educational services and ICT-related professional
lifelong learning activities as well as student
development programs [13].

Training facilities are available and adequate for
utilization and benefits of employees to strengthen
and widen their expertise. Utilization of technology
as a means of professional development for teachers
and administrative personnel from support services
provides various learning opportunities. They are
expecting this to achieve with the help of the
organization for them to serve their clients
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effectively and

technology.

efficiently using appropriate

Application of relevant learning technologies in
delivering quality instruction is an essential
component of bringing closer the students to the
world’s realities [14-16]. The students expect to
develop their skills as well as their knowledge of the
discipline and attitude towards work. The
curriculum is being strengthened and equipped with
various learning activities through maximizing the
utilization of technology in the classrooms,
laboratories and even co-curricular activities.

Students along with the parents are now getting
more demanding in the selection of HEIs. Offering
online services to assist them in anyways provides
unique close-to-home experience. Service quality is
considered an  important  dimension  of
competitiveness [17-19]. Therefore, understanding
what they want in securing quality education and
services would give proper direction for the
organization to manage the decision of the
prospective clients. Ackerman and Schibrowsky
[20] emphasized that it is important to find out what
really matters to students, anticipate their needs and
find ways to add value. Building strong relationships
through determining the demands of the students
provides insights for HEIs to offer relevant co-
curricular  activities. Giving unique learning
experiences and value —added services has to be
learned and practiced as part of the marketing
strategies to retain and invite more customers.
Wilson, Daniel and McDonald [21] noted that the
significance of effective customer relationships as a
key to customer value and shareholder value. Proper
utilization of right information leads to high level of
awareness among the employees to serve better the
customers.

Satisfaction from the use of various school resources
and interaction with employees to avail its services
are some measures and evidence of perceived
quality [17]. School environment plays an important
element in making decision for the students to stay
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or leave the institution. The fulfillment of the degree
that satisfies their interest to pursue their studies
makes a huge contribution for customer loyalty.
Business organizations most especially the private
entities are trying to win the loyalty of their
customers. An evidence of loyalty is when the
parents graduated from the same institution and their
children as well as their grandchildren will still
patronize the institution from basic education up to
their post graduate level.

Brand loyalty as a component of corporate image is
an important aspect of marketing side of the
academic institutions. Gaining and maintaining
brand loyalty is an essential component of
continuing existence in a competitive world market
[22]. Technology helps advance the brand
information  through  awareness of  various
stakeholders from the social media. HEIs are taking
advantage in the power of social networks to
establish strong connections and relationship with
the communities through staying relevant and giving
information about the institutions’ achievement and
future direction. Making people aware of their brand
would somehow enhance their market niche and
market segment. Demand for the trust in quality
education is very high and the playing field is very
competitive. Getting higher reputation from the
industries and other HEIs is vital element for QS
world university ranking. The trust of the people in
the brand is an essential component in building
partnership to strengthen the capacity of the
university for internationalization.

Finding the place in the world is very complicated if
the organization will not consider the needs and
demands of the stakeholders without sacrificing the
quality being provided to the public. Student
perception of the brand is also necessary in building
reputation against the competitors in terms of price
and value [23-28]. It provides certain level of
opportunity for the higher education institutions to
showcase their services as considered beyond
expectation which makes that brand more appealing
and enticing for the prospective students.
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Many studies already conducted regarding
assessment of technology utilization in higher
education though its acceptability [29], readiness
[30-31], availability [32], compliance [33] adoption
or integration in online instruction [34] and as an
instructional support [35]. Meanwhile, the concept
of loyalty and technology has been used in several
studies in establishing consumer brands [36-39].
However, there are limited studies and literature
regarding how technology utilization can manifest in
the loyalty of the students, employees and graduates
to stay connected with the educational institution.
This study aimed to compare the loyalty of students,
employees and alumni in terms of trust, customer
satisfaction, perceived quality, brand value and
service quality from technology utilization and
establish the relationship across these indicators.

II. METHODS
A. Research Design

The study utilized a quantitative descriptive type of
research method. This is appropriate for the kind of
data derived from the perspective of the respondents
according to their experiences which describes the
underlying situation and condition of the
phenomenon [40].

B. Participants

The study is composed of has 346 randomly selected
respondents from the group of employees (n=94,
27.16%); students (n=145, 41.9%) and alumni
(n=107, 30.92%) from one institution of higher
learning in the Philippines.

C. Instrument

Asurvey questionnaire was adapted from the
concepts of Ejaz, Ahmed and Ahmad [5] and
Ahmed, Rizwan, Ahmad and Haqg [41] to determine
the stakeholder Loyalty from the perspective of
technology utilization using 5-point Likert rating
scale from strongly agree to strongly disagree. It was
also pilot-tested and obtained a Cronbach’s alpha
values of greater than 0.90 which implies that the
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instrument used for the study has an excellent
internal consistency.

Table 1. Result of Reliability Test

Stakeholder Loyalty from Cronbach’s

Technology utilization Alpha
Value
Brand Trust 0.934
Customer Satisfaction 0.907
Perceived Quality 0.929
Brand Value 0.921
Service Quality 0.905

D. Procesure

The questionnaires were personally administered by
the researcher to the employees, students and alumni
for almost five (5) months from June-October 2019.
They were informed regarding the purpose of the
study. Only those participants who are willing to
participate in the study were given the questionnaire.
The participation to the study is purely voluntary.
One-on-one interview was also facilitated to nine (9)
respondents: three (3) employees, three (3) students
and (3) alumni to verify the result of the survey.

E. Data Analysis

Weighted mean was the statistical tool used to
describe the result of the survey. The data set of the
study is normally distributed. Therefore, the study
used parametric tests like Analysis of Variance to
test the differences on Stakeholders’ Loyalty and
Pearson-r to test the relationship across the five (5)
variables. The given scale was used to determine the
extent of loyalty of the respondents: 4.50 - 5.00:
Very High (VH); 3.50-4.49: High (H); 2.50-3.49:
Moderate (M); 1.50 - 2.49: Low (L); 1.00-1.49:
Very Low (VL).

I1l. RESULTS

Table 2 presents the comparison on Stakeholder
Loyalty among the three groups of respondents.
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Employees (4.58) have very high loyalty in terms of
perceived quality as they will recommend this
university to their friends and relatives because of
quality while students and alumni are considered
with high loyalty wherein their responses do not
vary significantly. In addition, employees have
higher loyalty in terms of their brand trust regarding
the quality of education that this university provides
compared to responses of the alumni (4.18) and
students (4.25) but their responses do not vary
significantly  (p>0.05). Alumni (4.28) have
significantly higher loyalty in terms of still choosing
this University no matter what the other institutions
provide for the customers compared to the responses
of employees (3.89) which is significantly lower
(p<0.01). In general, employees (4.25) have
significantly higher response when they were asked
if this university deserves their loyalty compared to
the responses of students (3.98) and alumni (3.76)
which is considered significantly lower p(<0.01).
The overall composite mean scores reveal that no
significant difference exists on the responses of the
three groups in terms of their loyalty (p>0.05).

Table 3 presents the relationship  across
stakeholders’ loyalty from technology utilization.
Significant relationship exists between brand trust
and the customer satisfaction and as well as brand
value. Furthermore, those stakeholders with higher
level of trust in the school brand, they have the
tendency of having higher level of satisfaction and
loyalty in brand value. Meanwhile, those
respondents with higher level of loyalty as
manifested in customer satisfaction have also
possibility of having higher level of loyalty as
indicated in perceived quality and service equality.
Likewise for perceived quality is related to brand
value.

IV. DISCUSSION

Technology plays an important role in every aspect
of human activities and educational institutions are
continually adapting to the changing landscape of
teaching and learning process and pedagogies in
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order to stay connected and relevant for the next
generation of learners. The integration of Learning
Management System has been widely accepted by
majority of the HEIs due to its positive impact to the
learning strategies and outcomes for specific
courses. It cannot be considered applicable to certain
professional courses which need laboratory
instruction and simulation activities like in medical
and health sciences, engineering and computing
fields. There are also certain limitations that this
facility cannot provide to the learners.

In the context of perceived quality in bringing
technology to the students is considered a factor in
providing them with necessary skills. There is no
doubt on the quality of education that the HEI
provides to its stakeholders.

“The university provided me the right education and
training on how to develop technology skill that is
relevant to future job placement.”[A2]

Table 2. Comparison on Stakeholders’ Loyalty
from Technology Utilization

Stakeholde Y p-
rs’ Loyalty E S A M f-value valu
e

Brand

Trust: |

trusted this

university

because it

meets my

expectation 44 42 41 43 438 .701
7 5 8 0

by

providing

effective

learning

technologie

S

Customer

Satisfaction:

I feel

satisfied

with the

services 43 41 37 4.0 15852

rendered by O 5 3 6 **

the

University

through its

continuous

automation

.000
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Perceived

Quality: |

will

recommend

this

University

because of 45 44 44 45 .899 .408
: . 8 9 8 1

its  quality

education
through
technology-
based
facilities
Brand
Value: |
will still
choose this
University
no  matter
what the
other 9 5 8
institutions
provide for
the
customers
in terms of
ICT
Service
Quality:
This
university
deserves my
loyalty for
providing
efficient
services 5 8 6
which |

benefit from

utilization

of

communicat

ion

technology

Composite 4.3 42 41 42

Mean 1 5 5 4 .582 721

Note: E-employee; S-Students; A-Alumni; WM —
Weighted Mean; **Highly Significant at p-
value<0.01

38 42 42 41 10125

6 **

.000

42 39 37 40 13322

2 **

.000

Table 3. Relationship Across Stakeholders’
Loyalty From Technology Utilization

1 2 3 4 5
1. Bran 1
d Trust
2. Cust 0592(<. 1
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omer 05)

Satisfaction

3. Perc 0.194(>. 0.681(<. 1

eived Quality  05) 05)

4, Bran 0.544(<. 0.209(>. 0.712(<. 1

d Value 05) 05) 05)

5. Serv  0.205(<. 0.628(<. 0.274(>. 0.129(>. 1
ice Quality 05) 05) 05) 05)

“The university brings technology in providing
quality education from instruction to extra-curricular
activities which contribute to the holistic
development of skills, knowledge and character of
the students.” [S1]

Brand trust is an important element of success
among educational institutions on what the students
fell and think when they come across with the name
and logo of the university. Therefore, the University
website is always updated and recent news about the
achievement of the students, employees and alumni
are being featured and highlighted. It adds value to
the brand which also brings certain level of
customer loyalty as a long term relationship goal
which also serves as competitive edge in the midst
of the changing landscape of the market and social
environment among academic institutions. Building
reputation of the educational institution might also
help improve its visibility to the international market
and foreign universities.

Dziminska, Fijatkowska and Sutkowski [42] noted
that no organization can endure without trust from
the customers. One of the employees stated that:

“I believed on the continuous improvement of
technological facilities of the university can support
various quality assurance mechanisms such as
program accreditation, ISO Certification,
Autonomous Status and Centers of Excellence and
Development.” [E2]

However, there are also teachers and administrative
personnel who are stating their feelings of stress due
to overload because of various quality assurance
mechanisms where employees face the consequence
where they need appropriate technology to assist
them on doing these easily.
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“There are times employees are already overloaded
of work due to compliance on too many quality
assurance mechanisms of the university. We need
appropriate technology that will help us accomplish
some documentary requirements that can be
retrieved from only one database. A database
management system can be of great help” [ES].

Although, they felt pressured about this issue, they
still trusted the university and believed on its vision
and objectives to provide quality to all stakeholders.
Trust is one of the hardest quality attributes of the
organization to establish and sustain to gain loyalty
and reputation.  Technology facilitates in
maintaining long lasting relationship between and
among employees and other interested parties
through constant communication in email, social
media, group chats and video chats. For academic
institutions, they ensure the quality of inputs from
delivery of instruction and services using learning
technologies, qualification of teaching and non-
teaching personnel are enhanced through online
learning, the availability and functionality of
physical plants and technological facilities are some
of the manifestation of technology utilization aside
from maintaining the essential elements of quality
assurance mechanisms.

Dziminska, Fijatkowska and Sutkowski [42] noted
that faculty and admin staff as well as institutional
reputation are key factors for survival and success.
The trust obtained from graduates can translate in
the enrolment to graduate school education of their
siblings and children and even the grand children.
By being connected with the parents of the current
students and alumni helps the school to get strong
support from the community. It is good to note that
alumni have higher loyalty in terms of choosing the
university where they graduated because of its
reputation than the responses of employees and
students. Establishing higher level of personal
assistance to alumni expands the overall reach of the
institution and the ability to offer more quality
services that they need for employment and become

productive to their present jobs.
23343



"TIEST

Engineering & Management

Some employees are expressing their intention to
transfer in the government offices or agencies
because of the security of tenure and other benefits
which cannot be offered to them by the private
academic institution as well as the right
compensation equivalent for their licenses. One of
the interviewees answered:

“I always wanted to stay where I started because of
the people | used to work with but I need to think of
my future when it comes to my finances to support
the needs of my family.” [E1]

“I am always open for any possibility of changing
the workplace for greater opportunity to grow
personally and professionally.” [E4]

Even though they have some thoughts of
transferring to another workplace, employees have
still significantly higher feeling of satisfaction with
the services rendered by the university compared to
the satisfaction level of alumni which is considered
significantly lower. The university is devoting much
of its resources in addressing the requirements of
quality assurance mechanisms but focusing on how
the customers will be more satisfied and more
engaged and establishing brand loyalty is not yet
being considered towards nurturing profitable
customer relationship.

Satisfaction has something to do with the happiness
of the employee along the way while providing key
educational services to all stakeholders [43-48].
Maintaining a good working environment with
available technological resources makes the
employees more engaged in providing quality
services to customers while showing genuine care
and concern in the work setting. It also encourages
positive behaviour that translates into high job
performance and loyalty. The motivation it creates
from developing positive attitude makes the
employees more dedicated in fulfilling their duties
and obligations to students.

Although majority of the employees in a visionary
and aggressive academic institution has acquired a
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lot of stressful moments but they considered it as a
learning experience. Listening to the concerns and
problems of the employees is one way of showing
care to their needs. Providing them the right
compensation and benefits help improve their self-
esteem and morale.

Educational leaders provide proper direction from
the implementation of its strategic plan on how to
build strong connection with the stakeholders and
retain the brand name of the academic institution in
the minds of the customers [49] especially the
students and alumni.

Reputation is an important aspect of brand value in
institutional level [50-52]. The loyalty as a resulting
component of trust may be relevant to the corporate
image of the organization. The respondents believed
on how the university built its reputation through
various national and international quality assurance
mechanisms, achieved various awards from different
academic, cultural and sports competitions.

Universities are now very innovative and creative on
how to become more attractive. Competition
between private and public HEIs is very high in
terms of attracting prospective students. Parents tend
to become more practical due to some economic
reasons. That is why, most parents choose to enroll
their children in government educational institutions
to avail free tuition fees which served as a great
challenge among private HEIs in the Philippines.
Thinking of different strategies on how to win the
choices of the market needs serious planning and
studying the needs and want of the customers
[53,54].

The respondents believed on the quality provided by
the university for its customers. The competitive
advantage of the organization is being disseminated
to make the people aware of its capacity to compete
with other HEIs in the region and even in the entire
country. The word of mouth in social media is one
of the effective ways of marketing [55-56].
Customers recommend the university to their friends

and relatives which is an evidence of loyalty.
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The use of social media in various ways like in
educational purposes [57] builds strong connection
between the learning and social virtual interactions
among teachers and students. It facilitates learning
activities that promote higher engagement among
students [58-60].

Many students really wanted to pursue their college
education in private institutions. But due to
economic reasons, they tend to enrol in public HEIs.
Therefore, no matter how good the performance of
the private institutions, the middle class to low
income earners could not able to send their children
to private HEIs unless they can get scholarship and
financial assistance from the private individuals,
politicians and government subsidy. The loyalty of
students and alumni is still there because of the
attachments to teachers and memories created with
classmates and friends.

Relationship Across Organizational
From Technology Utilization

Loyalty

Customer experience with the use of technology has
been an important aspect in doing business with the
clients to showcase the uniqueness of the products
and services against the competitors. The change of
behaviour from a particular experience with the
employees of academic institutions builds a strong
foundation of long lasting relationship. An
incomparable experience makes the customers
delighted and stayed with the organization and
shared happy memories with the co-employees that
are being translated to customer satisfaction. Study
of Ali et al. [17] revealed that customer service
experience had positive and significant impact on
consumer memories and loyalty intentions.

Implications to Educational Management

Findings of this study may be utilized in the
establishment of customer relationship management
or CRM on how to retain major stakeholders and
clients through the application of available
technological resources. Zablah, Bellenger and
Johnston [61] described customer relationship
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management in terms of its two (2) key sub-
processes: knowledge and interaction management.
Building a database of students, employees and
alumni may help identify the demographic and
psychographic  profiles of these customers.
Identifying customer requirements builds a certain
level of commitment from the organization to
provide specific educational services based on the
needs of the clients. Learning to appreciate the
differences of various stakeholders and the changes
on technology, culture and society makes an
institution prepared for the challenges that might
encounter in the long-run. Customer retention and
loyalty are still being considered part of the trend in
marketing toward building relationships [62-65].

Customer relationship management has a complex
concept where wider cooperation of majority of the
work units need to be defined its processes as
integrated system from [49]. It brings information to
the educational leaders and policy makers regarding
how the students will be better served from their
given profile and characteristics. This is one way of
building good relationships to retain and gain the
loyalty of the customers [5], [66-68].

Connecting knowledge into practice makes the
institution more successful in bringing valuable and
more personal services to customers through
creating positive interactions from the environment.
There is a very limited studies conducted about
customer relationship in the Philippines pertaining
to higher education institutions. Some conducted
studies are related to e-commerce [69] and tourism
[70]. Therefore, adapting the concept of CRM to
educational institutional can help them maintain the
loyalty of their stakeholders.

Meanwhile, knowledge sharing is an important
process in knowledge management in which HEIs
could initiate to bring all together the experts of the
organization to contribute ideas which will serve as
the basis for continuous improvement. Introducing
knowledge sharing platforms and management
dashboards to the school operation could provide
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latest information and updates coming from the
customers and other stakeholders [71,72].

In addition, identifying the customer suggestions
towards the improvement of the institution through
the use of social media is one way of being
proactive in addressing satisfaction. Sometimes
customer experience is one of the methods being
used to gauge the impact of the educational services.
How the students assess the delivery of instruction
as well as the performance of administrative staff
during the course of their journey towards the end of
their degree program in the university through exit
interviews might help the institution improves its
services. Having customer satisfaction survey
mobile application could help assist the organization
in identifying customer requirements regarding their
feeling, thoughts and emotions attached to the
services provided by the employees.

Establishing a feedback mechanism through social
media or other online and web-based channel for
communication would strengthen the relationship
among students, parents and alumni with the
educational institution. Constant communication
with the customers may also help the organization
builds certain level of trust where the demands of
the students can be properly and immediately
addressed. One of the dimensions of gaining loyalty
is the customer responsiveness which measures the
quality and speed in communicating with the
stakeholders. Talking with the customers may also
build good relationship as a sign of support through
listening and getting sensitive information and
handling  personal  concerns of  different
stakeholders.

Introducing smart technologies in HEIs provides
meaningful teaching and learning process between
students and teachers as well as non-teaching
personnel as support to perform effectively and
efficiently their jobs. Smart classroom technology
emphasizes enhanced learning experience with
interactive blackboard and easy access to online
resources  [73-74]. Abstract concepts and
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illustrations can be presented in an interactive and
more engaging manner to encourage active
participation of the learner. This is a time-saving
technology where lecture notes written in the board
can easily save and sends to everyone. Students can
make presentations as well and can be shared
directly and can easily get feedback from the
teacher.

Continuous training of the human resources is
necessary to keep them up-to-date of the latest IT
solutions that they can use to provide basic services
to the students and other stakeholders. They could
have the following resources like blogs, ebooks,
audio books and webcasts so that they will be aware
of various e-learning technologies.

Application of online technology in education
through Learning Management System must also be
capitalized to strengthen the capacity of the
institution in bringing its resources to a wider
network and establishing better opportunities to gain
international  students. Automation of school
credentials and other requests may be filed and paid
online to lessen the time of manual filing and the
time of the alumni to be devoted in going to the
University just to file for a request of their
documents. Online enrolment is also suggested to
minimize the effort of the department secretaries in
entertaining students face-to-face.

The University may do some rebranding of the
curricular offerings which can address the 21st
century skills and respond to the demands of the
industries. Reengineering of the curriculum as well
as the degree programs which are futuristic,
visionary and looking forward to the needs of the
future jobs. Integrate more student development
activities pertaining to the advantages and
disadvantages on the use of smart technologies and
how these can help them improve their technology
skills to become job ready.
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V. CONCLUSION

Technology has always been part of creating a
meaningful experience for the stakeholders.
Integrating appropriate information and
communication technology in classroom setting and
any learning environment contributes in the
development and enhancement of knowledge, skills
and values that geared towards positive behavior and
engaging organizational loyalty.

Employees have significantly lower response on
brand value where they have some thoughts of
changing work environment if they will be given the
opportunity. Furthermore, alumni have significantly
lower customer satisfaction on the services rendered
by the university which also reveals lower response
if the university deserves their loyalty. Result
suggests that those respondents with higher level of
positive experience with the services of the
university are also those with higher degree of
loyalty.

Convenience is one of the objectives of utilizing
technology in terms of communication, paying
system, dissemination of information, enrolment
process, and transfer of transfer. Technology brings
the concept of loyalty on how people are engaged in
various school learning and social activities and how
they are looking for ways to participate without their
physical presence.

Using artificial intelligence brings unique customer
experience from the website which will assist the
user in navigating important information or anything
that they need to know about the school. It captures
the attention of the customers every time they visit
the school site that offers information they need.

It is always important for the educational institution
to offer efficient services through the use of modern-
day technology to become interactive and
responsive to the needs of the students, alumni and
even employees.

Having live-chat or chatbots feature is a good idea to
have it in the website aside from having it separately
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in the social media. This is a small chat window that
allows visitors to ask questions interactively and real
time. Having virtual assistance facilitates friendly,
efficient and helpful ways to entertain visitors as a
way of proving them the sincerity of the
organization to provide quality services. It also
builds trust and gains loyalty from the customers the
next time they will visit again the school website.

Providing immediate feedback regarding the results
of their major examination after a day or two may
inform them about their performance. Facilitating
online major exam may address this suggestion from
the students. They can take the exam inside the
classroom using mobile phones or other electronic
gadgets to answer the short quiz or long exams. This
may encourage students to determine the outcome of
their efforts from studying and can still change their
behavior towards the subject or course because they
know their academic status.
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