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Abstract

Based on the research overview on the service satisfaction of university campuses at home and
abroad in recent years, this paper comprehensively expounds the research status of the service
satisfaction of campuses, and proceeds with the outlook of the research prospect on the evaluation
system of the service satisfaction in the hope that it can have a certain significance for theory ref-
erence in researching and establishing the evaluation system of the service satisfaction in univer-
sity campuses in China.
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1. Introduction

With the economic booming of China, the business of Chinese higher education also springs up. According to
the educational statistics released by National Bureau of Statistics of China, there were 25,477,000 undergra-
duates and college students and 1,848,000 graduate students in school in 2014 [1]. Faced with such a large group
of service objects, security services of campuses, as the basic security of university work, encounter with a huge
test. The expectation of universities on campus services is to provide superior, convenient and satisfactory ser-
vices to teachers and students in schools, which is also the goal pursued by campus services of universities. This
article summarizes research results related to service satisfaction in campuses of universities at home and abroad
in recent years, and combines with research status to have the outlook of researching and establishing the evalu-
ation system of the service satisfaction in university campuses in China in the future.
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2. Related Theories
2.1. Theories of Customer Satisfaction and Evaluation Model

2.1.1. Customer Satisfaction

Cardozo (1965) [2] considers that satisfaction is the result of expectation, while expectation is partly derived
from previous experience. In other words, expectation is from the experience, which can be adjusted by the ef-
forts of customers. In the opinion of Howard & Sheth (1969) [3], they believe that satisfaction is a kind of rec-
ognition condition whether the compensation obtained by sacrificing others by buyers is appropriate or not. This
definition includes the two components, namely, appraisal and comparison. Oliver (1980) [4] holds the idea that
satisfaction is a temporary and emotional reaction of consumers to matters. Westbrook (1981) [5] thinks that sa-
tisfaction is a kind of cognitive appraisal process in the comparison between the actual product performance and
the previous expectation by customers. Churchill & Surprenant (1982) [6] consider that satisfaction of customers
is a result of the purchase and use, which is produced by the comparison of the remuneration of expected results
and the investment costs by buyers. Cadotte, Woodruff& Jenkins (1987) [7] deem that consumers will use emo-
tional statements to express the positive or negative emotion on the usage of products, thereby affecting their sa-
tisfaction. Fornell (1992) [8] believes that satisfaction of customers is the overall appraisal of the experience in
purchasing from products or services. The research group of PZB (Parasuraman, Zeithaml & Berry) considers
that customer satisfaction is determined by the gap between the services that customers actually feel and the ex-
pected services. Kolter (1994) [9] holds the idea that satisfaction is the feeling level of a person, and it is the re-
sult of comparing perceived performance and expectation of products. Spreng, Mackoy & Harrell (1995) [10]
deem that satisfaction is not only a kind of emotion. Moreover, it is a kind of conception of emotional evaluation
and quasi cognition. Woodruff (1997) [11] believes that the comparison standard should base on the value
yearned by customers which dates from the property, performance and results of products. The judgment of sa-
tisfaction on customers should take the expected value hierarchy of customers established before purchasing as
the foundation. International Organization for Standardization (ISO) pushes the concept of customer satisfaction
by quality standards of 1S09000: customer satisfaction is the degree of satisfaction that customers’ requirements
have been met, including ostensive, connotative or performing demands or expectation.

2.1.2. Evaluation Model of Customer Satisfaction

1) Foreign Evaluation Model of Customer Satisfaction

Oliver & Desarbo (1988) [12] think that the mainstream of the research on customer satisfaction can be di-
vided into three categories, including inconsistent and deformed expectation, the model of compensation process,
and other perspectives:

(1) Theory of customer satisfaction in inconsistent and deformed expectation: Anderson (1973) [13] summa-
rizes reasons for the formation of the theory, including assimilation theory by Festinger (1957) [14], contrast
theory by Hovland (1957) [15], assimilation-contrast theory by Parasuraman, Zeithaml & Berry (1991), and ge-
neralized negativity theory by Smith & Aronsom (1963) [16] and Howard & Sheth (1969) [3].

(2) Theory of customer satisfaction in the compensation process is proposed by Day & Landon (1977) [17],
and Richins (1983) [18]. The theory of the compensation process mainly studies that customers will take what
kind of action to obtain the compensation process when they are dissatisfactory; furthermore, it also indirectly
researches the process of the impact of customer satisfaction on the post-purchase behavior, which is the biggest
difference from the above-mentioned theories

(3) Theory of customer satisfaction in other perspectives: the modes of customer satisfaction in other perspec-
tives include equity theory by Oliver & Desarbo (1988) [12] and Huppertz, Renson & Evans (1978) [19], attri-
bution theory by Bitner (1990) [20] and Weiner, Russell & Lerman (1979) [21], performance theory by Ol-
shavsky & Miller (1972) [22], Westbrook (1981) [5], Tse & Wilton (1988) [23] and Hirschman & Holbrook
(1982), emotional and cognitive theory by Oliver (1993) [24], and the model of customer satisfaction with the
combination of antecedents and consequences by Heskekk, Jones, and Loveman et al (1994) [25].

2) Chinese Evaluation Model of Customer Satisfaction

China began to study Customer Satisfaction Index (CSI) from 1995. The concept of CSI was initially intro-
duced by the Professor Zhao Ping from Tsinghua University. In 1998, China State Bureau of Quality Technical
Supervision (CSBTS) commissioned School of Economics and Management of Tsinghua University to carry out
the research work about the establishment of CSI in China. From 2000 to 2002, State Administration for Quality



Y. N. Sun, Q. Gao

Supervision and Inspection and Quarantine (AQSIQ) and the Chinese Enterprise Research Center of Tsinghua
University had jointly undertaken to carry out the Research on the Construction Method of CSI in China, and
put forward the model of Chinese customer satisfaction index (CCSI for short) [26].

2.2. Definition, Evaluation Factors and Evaluation Model of Service Quality

2.2.1. Definition of Service Quality

Gronroos (1982) [27] considers that the essence of service quality is the perception of service objects or custom-
ers on services, which is the ratio between the expected services and actually perceptive services. Moreover, it is
the subjective response of service objects to services. Garvin (1983) [28] divides service quality into five cate-
gories: 1) method of characteristics; 2) method of foundation; 3) user-based approach; 4) manufacturing-based
approach; 5) value-based approach. In other words, service quality is the subjective response of consumers on
matters, which can’t be quantized and measured by the nature and characteristics of matters. The research group
of PZB (Parasuraman, Zeithaml & Berry, 1985) [29] considers that service quality is a kind of attitude, the ap-
praisal of service quality is the perception of the attitude, which contains attitude evaluation in the process of
service delivery as well as attitude evaluation after achieving the results of services. If the actual perception of
the attitude is higher than the actual perception, it means that service quality is favorable. Lehtinen U. & Lehti-
nen J. R (1991) [30] think that the subjective perception generated in the phase of accepting services is service
quality, which is obtained by comparing the services obtained by actual perception and the expected services
that should be provided by service providers in their opinion. Xu Jincan et al. (2002) [31] believe that the quality
of service is the characteristic integration that services meet the needs of the service recipients. Xie Lishan et al.
(2007) [32] hold the idea that service quality is a perceptual assessment of remarkable grade of services in ac-
cepting services by service-objects.

2.2.2. Evaluation Factors and Evaluation Model of Service Quality

1) Factors of Service Quality

The research group of PZB (Parasuraman, Zeithaml & Berry, 1985) [29] believes that the quality of service
should cover ten evaluation factors, including the tangibles, responsiveness, credibility, reliability, responsive-
ness, security, tangibles, access, communication and understanding. At the same time, they put forward the ser-
vice quality gap analysis model SERVQUL, revise and optimize the model, and refine the original ten dimen-
sions of service quality into the existing five dimensions in: 1) tangibles; 2) reliability; 3) responsiveness; 4) as-
surance; 5) empathy.

2) Evaluation Model of Service Quality

Fishbein model is used as the foundation to measure the tendency of attitudes of service accepters. In the
meantime, it is applied to measure service quality targeting at the degree of attention and feelings to things of
service accepters. Sasser model can take the hardware and software aspects of the service operation into account.
Moreover, it also incorporates the visible parts including device, raw materials and personnel, ideas and other
invisible parts for consideration. As for the model of Parasuraman, Zeithaml & Berry (1985) [29], Parasuraman,
Zeithaml and Berry define service quality as the gap between perceived performance of customers and expecta-
tions (SQ = P — E), and propose the gap model of performance and expectations. The research group of PZB
(1985) comes up with the idea that service quality can be measured by ten factors, and integrates the ten factors
into five factors in 1988. Furthermore, the research group of PZB (1988) studies five levels of SERVQUAL in
1991 again, and put forward the method for measuring service quality by the amendments of SERVQUA. In the
empirical results, the measure method of adequacy-importance is a favorable measure model (Cronin & Taylor,
1992) [33]. Although SERVPERF model is not as detailed and explicit as the above-mentioned models in the
usage, it can clearly evaluate service quality since it can measure the performance of execution results of servic-
es in the virtue of simplification. Brown, Churchill & Peter (1993) [34] disagree with the idea in SERVQUAL
that the gap between perceived services and expected services is served as the method of measuring the service
quality. Moreover, they think it will make the service quality become the third variable, following the two va-
riables—the cognitive services and the expected services. Therefore, they suggest that the gap between per-
ceived service and expected service in customers’ mind should be directly measured and serve as the service
quality. In the dynamic model, Boulding, Kalra, Staelin et al. (1999) [35] consider that the supported expecta-
tion should be the manifested service level in the ideal situation, while the coming expectation is that the service
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level might be showed in the real state in customers’ opinion. Since those two can evaluate customer psycholog-
ical process, they can confirm the customers’ perception on service quality.

Although the domestic theoretical researches in the field of service quality starts lately, many scholars have
carried out a lot of applied researches and empirical researches on the theories of foreign countries, and also put
forward some ideas of their own. Taiwan scholars He Yongging and Su Yunhua (1995) [36] have proposed the
method to measure the quality of service for consumers to repeatedly receive the service rate. For example, in
the empirical research on the services of hotel industry and newspaper industry, Wei Fuxiang (2002) [37] veri-
fies the viewpoint of Caruana & Berthon et al., namely, the perceived service quality of customers has low cor-
relation with the repurchase intention of customers. Wang Chunxiao, Wen Biyan and Jiang Caifen (2001) [38]
show that service quality, consumption value and customer satisfaction have a direct impact on the behavior in-
tention of customers, and point out that these four different concepts are the sub concepts of consumption expe-
rience of tourism services through the empirical research.

3. Research Status of Service Quality Evaluation in Universities
3.1. Foreign Research Status

There are few literatures about the evaluation of service quality in university campuses, Owlia (1996) [39] es-
tablishes the model for the concept of higher education services, starts from characteristics of services of higher
education, and divides service evaluation of higher education into service facilities, service ability, service atti-
tude, service content, the process of services and reliability. In addition, Ford (1999) [40], Oldfield & Baron
(2000) [41], Wright & O’Neill (2002) [42], Lagrosen (2004) [43] and Athiyaman (2006) [44] also distinguish
the service quality of higher education in different aspects. Anderson (1995) [45] employs SERVQUAL ques-
tionnaire to appraise the discrepancy of service quality of university students on college education. Mathew &
Beatriz (1999) et al. [46] adopt important-performance model to analyze the service quality of higher education.

3.2. Chinese Research Status

Gui Lingling (2005) [47] applies the theories related to institutional economics to analyze the shortcomings of
the traditional campus system from the perspective of institutional arrangements and institutional environment,
and believes that the socialization reform policy of campus management of institutions of higher learning is not
perfect. Through the analysis of the specific factors and forms affecting the implementation of the policy, we
should carry out with the specific recommendations targeting at the socialization reform of university campuses.
Chinese inherent idea that schools run the society can not meet the needs of the development of universities in
new era. Therefore, the socialization reform of university campuses is imperative (Wang Liguo, Zhang Wenhan,
2007) [48].

Guo Lingling (2004) [49] proposes that the service quality system of university campuses can be divided into
the system of service evaluation index and the system of economic evaluation index. Through endowing rea-
sonable weights to those two systems, we can get the comprehensive assessment scores of service quality in
university campuses. However, this study does not give a specific and operable evaluation index system. Hu
Tiewei (2004) [50] employs the method with the combination of quantitative and qualitative analyses, and puts
forward the specific reform direction against the existing problems in campuses from three aspects-the scientific
management system, legal person system and self restraint system, which aims for the enterprization of univer-
sity campuses. Moreover, he also establishes the evaluation model of reform performance in university campus-
es, and selects a university in China for the empirical analysis in order to provide a scientific basis for the pro-
found reform of the enterprization of university campuses. Ji Xiaoyi and Huang Xiaoping (2005) [51] conduct a
survey on the satisfaction evaluation of education service quality in universities, establish the evaluation index
system of customer satisfaction, and apply the method of AHP to conduct comprehensive assessment on cus-
tomer satisfaction in universities. In the literature, the campus security, one of indicators of investigation item, is
analyzed by quantitative evaluation. Lin Weiying (2005) [52] researches on the perceived quality of serves of
college students, and studies the problem of customers’ perceived quality in the model of customer satisfaction
index. Li Fayou et al. (2009) proposes a model system for evaluating the serve satisfaction in campuses based
on the relevant literature review. Guo Linsong et al. (2010) [53] makes an analysis on the necessity and signi-
ficance of establishing the evaluation index system of service satisfaction in campuses, and tries to establish the



Y. N. Sun, Q. Gao

evaluation index system of service satisfaction in university campuses (see Table 1). Yuan Liang et al. (2012)
[54] conduct an empirical research on the construction of the evaluation index system of service satisfaction in
university campuses (see Table 2). Gao Qing (2012) [55] carries out an empirical study on the service satisfac-
tion in the student canteen based on college students’ consumption behavior, establishes the service satisfaction
model of college students from the perspective of catering service research.

4. Conclusion

The theoretical significance of the Service Satisfaction research in university campuses was to establish and
perfect the customer satisfaction model of university campus, analyze the influence factors with the model, spe-
cific conditions of use of the model, and enlarge the using range of the model. In addition, the author thinks that
the research has its practical significance, including: (1) To optimize of the overall work in university campuses.
The customer satisfaction research in university campuses is helpful to find out the shortage of the service in
University Campuses, and it is also helpful to improve management level and competitive ability of the university;

Table 1. Evaluation index of the serve satisfaction in campuses proposed by Guo Linsong et al. (2010) [53].

Dining environment
Tableware hygiene
Price tag

1 Catering services Food prices
Food quality
Variety and emaciated look of food
Service attitude of dining
Environment of living area
Sanitation in apartment buildings
Construction of apartment culture

2 Apartment services Timeliness of apartment maintenance
Quality of apartment maintenance
Water supply service
service attitude of accommodation
Sanitation of community Environment
Sanitation of teaching buildings
Campus greening

3 Public services o )
Living area greening
accuracy of sending and receiving newspapers and magazines
Public service attitude
Stability of hydropower operation
Operation stability of elevators
Maintenance timeliness

4 Maintenance services
Maintenance quality
Civilized construction

Service attitude of maintenance
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Table 2. Evaluation index of the serve satisfaction in campuses raised by Yuan Liang et al. (2012) [54].

Rationality of food price
Taste of dishes

Variety of dishes

Food quality
Food innovation
Fresh and healthful food
Food component
1 Canteen services Comfortable and clean restaurant environment
Dining environment Profound atmosphere of restaurant culture

Dining room
Service attitude
Dining waiting time
Service quality
Tableware hygiene status
Employee grooming
Attitude of dorm staff
Service attitude
Attitude of maintenance personnel
Accommodation condition
construction of apartment culture
2 Accommodation services Service quality
Timeliness of apartment maintenance
Quality of apartment maintenance
Environmental sanitation of living area
Sanitary condition
Sanitation of the apartment building
Environmental sanitation of the campus
Service quality Classroom management
3 Property services Campus greening
Service attitude of security
Service attitude
Service attitude of Buildings
Variety and quality of goods
Service quality Price tag
4 Business services Business Hours
Salespersons’ attitude
Service attitude
Checkout speed
Medical time
Medical quality Medical expenses
5 Medical services Medical effect
Number of doctors

Medical attitude
Doctors’ attitude
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(2) To increase the student source and improve the quality of the student source. Only if a university constantly
improves the internal customer and external customer satisfaction, can it improve the university’s popularity and
social recognition which help to get high quality student source; (3) To improve the school’s reputation and
create brand effect. The school’s reputation directly affects the quality of student source, the employment rate of
graduate and quality of teachers.

Achievements have been made in related research in China, however, there still exist many problems in the
research and use of satisfaction surveys, such as lack of standardization and analysis benchmarking, emphasis on
a specific service at the expense of the school’s overall service quality, lack of psychological surveying and re-
search on applicability and practicability, artificially introduced bias factor in conducting the surveys, oversim-
plified presentation of survey results, and limited use of information. In view of the above situations, we can
conduct wide researches and analyses in the future researches to establish the evaluation index system of satis-
faction in university campuses in China. By virtue of the method of factor analysis, we can analyze the influence
factors of satisfaction in university campuses. Therefore, we can propose the evaluation index system of satis-
faction to the general universities in extensive adaptability. Furthermore, we can conduct a questionnaire survey
in Chinese universities, and validate its effectiveness and credibility through the structural equation model. The
ultimate goal is to establish a comprehensive and universal evaluation index of service satisfaction in Chinese
universities, and to propose a set of impeccable evaluation methods.
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