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Abstract

Aspects related to the emotional dimension begin to be considered in order to generate loyalty in the provision of
educational services. This contributes to the establishment of a dynamic long-term relationship with the organization.
Therefore, this study sought to analyze the impact of affective commitment to the university, participation in service
co-creation and customer engagement on the loyalty of graduate students. To examine this an empirical, explanatory
and transversal research was conducted, and personal surveys were applied to 484 graduate students in Mexico. The
results show that loyalty of postgraduate students to the university is explained by both affective commitment and
participation in co-creating the service. In addition, there is an indirect effect between affective commitment and
loyalty through participation in co-creation; however, in this context, the effect of engagement on loyalty could not be
confirmed.

Keywords: Service co-creation, Loyalty, Affective commitment, Engagement
Resumen

Los aspectos vinculados a la dimensién emocional empiezan a ser considerados para generar lealtad en la provisién
de servicios educativos, ya que esto contribuye al establecimiento de una relacién dindmica de largo plazo con la or-
ganizacién. Por ello, este estudio buscé analizar el impacto del compromiso afectivo a la universidad, la participacién
en la co-creacidén del servicio y el engagement del cliente en la lealtad de los estudiantes de posgrado. Para com-
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probarlo se desarrollé una investigacién empirica, expli-
cativa y transversal; se aplicé una encuesta personal a
484 estudiantes de posgrado en México. Los resultados
evidencian que, la lealtad de los estudiantes de posgra-
do a la universidad es explicada directamente tanto por
el compromiso afectivo como por la participacién en la
co-creacién del servicio. Ademas, existe un efecto indi-
recto entre el compromiso afectivo y la lealtad a través
de la participacién en la co-creacién, no obstante, para
este contexto, no pudo comprobarse el efecto del enga-
gement sobre la lealtad.

Palabras clave: Co-creacién del servicio, Lealtad,
Compromiso afectivo, Engagement.

Résumé

Les aspects liés a la dimension émotionnelle commen-
cent a étre considérés pour générer la loyauté dans la
prestation de services éducatifs, étant donné que cela
contribue a la mise en place d'une relation dynamique
a long terme avec l'organisation. C'est pourquoi, cette
étude a voulu analyser l'incidence de I'engagement af-
fectif envers I'université, la participation de la co-créa-
tion du service et I'engagement du client dans la loyauté
des étudiants de troisieme cycle. Pour pouvoir le con-
stater, nous avons développé une recherche empirique,
explicative et transversale. Une enquéte personnelle a
été réalisée aupres de 484 étudiants de troisieme cycle
au Mexique. Les résultats mettent en évidence que la
loyauté des étudiants de troisi€me cycle envers l'univer-
sité est expliqué directement aussi bien par I'engage-
ment affectif comme par la participation dans la co-créa-
tion du service. De plus, il existe un effet indirecte entre
I'engagement affectif et la loyauté par le biais de la par-
ticipation dans la co-création. Néanmoins, ce contexte
n'a pas pu vérifier I'effet de I'engagement sur la loyauté.

Mots clés: Création conjointe du service, Loyauté, En-
gagement affectif, Engagement.

1. Introduction

Facing an increase in both supply and de-
mand for postgraduate and continuous edu-
cation, many universities are making efforts
to improve their competitive position in the
education market. To achieve this, they focus
their strategies on aspects which they consid-
er to be value-adding differentiators such as
academic quality, reputation, improvement in
ranking and increasing the brand’s value (Ha-
zelkorn, 2013). However, other aspects relat-
ed to the emotional dimension are beginning
to be considered relevant to generate loyalty
to a university regarding the provision of ed-
ucational services, since this contributes to
the establishment of a dynamic long-term re-
lationship with the organization. Recent re-

search emphasizes the need to deepen the
knowledge about the effect of poorly stud-
ied variables of the market (Kumar, 2015)
and educational services (Cavazos and Enci-
nas, 2016, Ribes and Peralt, 2016), such as
affective commitment, service co-creation,
engagement (Maskell and Collins, 2017) and
the loyalty of university students. Therefore,
this research aims to analyze the impact of
affective commitment to the university, par-
ticipation in the co-creation of the service
and customer engagement to the loyalty of
postgraduate students.

2. Theoretical Framework

2.1 Affective Commitment and
Participation in the co-creation of the
service

Organizational commitment is a product
of individual-organization transactions and
is linked to the deployment of positive atti-
tudes that derive from the person-organi-
zation psychological relationship (Allen and
Meyer, 1996). According to the component
model, there are three types of commitment:
normative, affective and continuity; which
are present with different intensity in each
person linked to an organization (Meyer and
Allen, 1991).

The normative commitment represents
the loyalty derived from a sense of obligation
towards the company; the continuity commit-
ment is based on a perceived need to remain
in it (Panaccio and Vandenberghe, 2012), and
the affective commitment refers to emotional
attachment related to participation and iden-
tification with the organization (Carmeli and
Freund, 2009).

Recently, research on this topic began to
focus on how affective engagement affects
different constructs that impact consumers
(Liu and Mattila, 2015). Emotional engage-
ment represents the emotional bond of an in-
dividual with an organization, valuing their
involvement or membership with the firm (Al-
len and Meyer, 1990b). In this commitment,
the person perceives that their needs - essen-
tially the psychological ones - are satisfied,
which stimulates the emotional attachment
and the social identification with the organi-
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zation (Meyer and Allen 1984, Rayton 2006,
Chiang, Nunez, Martin and Salazar, 2010;
Lam and Liu, 2014). Therefore, when the af-
fective commitment works, voluntary conti-
nuity is fostered in the relationship and par-
ticipation with the organization (Anvari and
Seliman, 2010).

Commonly, the affective commitment is
studied within work environments. How-
ever, it has also been applied in the under-
standing of consumers (Evanschitzky, Brock,
and Blut, 2011), analyzing its effect on as-
pects such as trust (Morgan and Hunt 1994)
(Harrison-Walker, 2001) and even loyalty
(Evanchitzky et al.,, 2006; Mattila, 2004); as
an opportunity to analyze their relationship
with other variables, which leads to new pos-
sible sources of competitive advantage for an
organization (Omar and Urteaga, 2008).

Some researchers consider that co-cre-
ation of value conforms to two dimensions,
participation and consumer citizenship
(Bove, Pervan, Beatty and Shiu, 2009). Cus-
tomer participation in services is understood
as a required, explicit, expected and neces-
sary behavior for the successful production
and delivery of the service (Groth, 2005).
Therefore, customer participation and in-
volvement are indispensable to achieve the
co-creation of the service, becoming a crit-
ical organizational issue (Mustak, Jaakkola,
Halinen, and Kaartemo, 2016). Clients with
greater affective commitment to the organi-
zation are more actively involved in co-cre-
ating value-for-service behaviors, even in
tose offered by higher education institutions
(Lengnick-Hall, Claycomb and Inks, 2000; Yi
and Gong, 2013), so the following hypothesis
is proposed:

H1: The affective commitment has a pos-
itive impact directly on the participation in
the co-creation of the service.

2.2. Affective Commitment and Customer
Engagement

The affective commitment has been con-
sidered as a substantive force of the identi-
fication and the involvement of an individ-
ual with a specific organization (Riketta,
2002). On the other hand, engagement has
been defined as an individual’s positive men-

tal state and achievement characterized by
their vigor, dedication and concentration in
the tasks to be performed (Schaufeli, Sala-
nova, Gonzdalez-Roma and Bakker, 2002; Van
Doorn, Lemon, Mittal, Nass, Pirner, Verhoef,
2010).

The concept of customer-focused engage-
ment emerges from the new theories of mar-
keting regarding services, which emphasize
its role and experiences in value creation
(Prahalad and Ramaswamy, 2004). In the
application of such construct to education-
al management, students are expected to be
actively involved in the services offered by
the institution (Blasco, 2014), becoming insti-
tutional satisfied allies, and thus improving
their persistence, learning and performance
(Bryson, 2016). Others suggest that engage-
ment on students involves taking a more ac-
tive role in assessing, assuring, and improv-
ing the quality of the educational experience
(Crawford and Derricott, 2017). Given that
the affective commitment implies a positive
attitudinal link with the university, it will be
expected to have a direct effect on student
engagement with the institution; therefore,
the following hypothesis is proposed:

H2: The affective commitment affects pos-
itive and directly the engagement of post-
graduate students with the university.

2.3. Commitment and loyalty

Commitment demonstrates the client’s de-
sire to maintain a relationship with the orga-
nization, thereby giving them a greater mar-
gin of confidence to respond to the actions of
the competition (Suarez, Vazquez and Diaz,
2007). From it emerges a relational stability
and a feeling of loyalty, making it unlikely to
abandon the relationship and granting it lon-
gevity by resolving the problems that arise
(Gillian and Bello, 2002).

Loyalty commitment is expected to have
a positive effect on loyalty, as loyal consum-
ers will repeat future purchases or acquisi-
tions at the same organization despite the ef-
forts of other organizations to attract them
(Zhang, Dixit, and Friedman, 2010). Previous
research on the service sector has found that
affective engagement affects loyalty (Mattila,
2004, Evanschitzky et al., 2006, Yang, Chem,
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and Chien, 2014). In the scope of educational
services, the following hypothesis is estab-
lished:

H3: Affective commitment affects positive
and directly the loyalty of graduate students

2.4. Participation in the co-creation of
service and loyalty

The co-creation experience entails a per-
sonal interaction with the organization (Bo-
swijk, Thijssen and Peelen, 2005) that fa-
cilitates value creation through the client’s
motivation and willingness to engage in the
service (Payne, Storbacka, and Frow, 2008).
Previous research has confirmed that there is
a significant relationship between co-creation
and attitudinal loyalty, which has a conative
or intentional character toward repeating a
purchase (Cossio-silva, Revilla-Camacho, Ve-
ga-Vazquez, and Palacios-Florencio, 2016).

Student loyalty has become a strategic as-
pect for institutions offering higher educa-
tion; there is a positive relationship between
their satisfaction and the performance of an
educational institution in a long-term rela-
tionship (Helgesen and Nesset, 2007). Loyalty
in higher education does not end at the level
of studies degree (Landazuri and Leo6n, 2013)
since the demand of permanent formation by
the labor market generates a change of vision
that has impacted the strategy of education-
al institutions. Both the undergraduate and
graduate students are potential candidates
who’d enroll in other programs (postgradu-
ate, courses, and seminars). This extended
view of training requirements operates in
broader cycles within the framework of the
ongoing training process (Petrella, 2008).

In this regard, a deep bond with students
facilitates loyalty, a sense of belonging and
pride towards the institution (Landdzuri and
Leon, 2012). This loyalty can be achieved by
turning them into participants of the educa-
tional center’s life so they collaborate, feel
useful and needed, as well as involved in the
different activities and projects in addition
to contributing to their own satisfaction by
improving the quality of the service provid-
ed to them. Some students may simply enjoy
participating in the service delivery process;
that is to say, they find the fact of participat-

ing as intrinsically attractive (Bitner, Faran-
da, Hubbert and Zeithaml, 1997), and this
can have repercussions on loyalty. Therefore,
the following hypothesis is established:

H4: Participation of students in the co-cre-
ation of private university services positively
affects their loyalty to the institution.

2.5. Customer Engagement and Loyalty

The concept of engagement has shifted
from the field of psychology and organiza-
tional behavior to marketing (Islam and Rah-
man, 2016a). In this area, a client voluntarily
and disinterestedly develops behaviors such
as commitment, loyalty and a positive word-
of-mouth that, among other aspects, makes
customer engagement essential for the long-
term performance of the client’s organiza-
tion (Cambra et al., 2012) and customer rela-
tionship management (Vivek, Beatty, Dalela,
and Morgan, 2014).

Several theories have been used to explain
customer engagement (Islam and Rahman,
2016a). However, there are three theories
consolidated in the literature. Firstly, in Mar-
keting Relationships due to the importance of
establishing stable and lasting relationships
beneficial for both parties (Gronroos, 1994;
Morgan and Hunt, 1994; Gummesson, 1987).
These relationships add value to the product
or service, allowing consumers to become in-
different and loyal. Secondly, it emphasizes
the Theory of Reciprocity which states that
when the organization invests in the client,
the client will feel indebted and will want to
correspond to the organization by showing
non-transactional behaviors such as loyalty,
commitment, or recommendations to their
circle of friends (Palmatier, Jarvis, Bechkoff
and Kardes, 2009); and the dominant logic of
services theory which maintains that prod-
ucts include elements of service in relation to
their use value, and the consumer creates the
real value for the user (Gronroos, 2011).

Previous research in different industries
has found that customer engagement posi-
tively impacts their loyalty (Hollebeek, 2011,
Gummerus et al., 2012, Islam and Rahman,
2016b, So et al., 2016). But to our knowledge,
it has not been investigated if customer en-
gagement positively affects loyalty, so testing
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Figure 1. Hypothetical model
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the following hypothesis is proposed:

H5: Engagement of graduate students pos-
itive and directly affects university loyalty.

It is possible that there is an indirect rela-
tionship between two variables when a third
mediates the effect between them (Ruiz, Par-
do, and San Martin, 2010). Therefore, consid-
ering the structure of the conceptual model,
it is necessary to verify if there is an indi-
rect relation between commitment and loyal-
ty, mediated as much by participation in the
co-creation of the service as by the engage-
ment of the client. Thus, it is proposed that:

H6a: There is an indirect relationship be-
tween affective commitment and loyalty me-
diated by student participation in the co-cre-
ation of services at private universities.

H6b: There is an indirect relationship be-
tween affective commitment and loyalty me-
diated by student engagement.

3. Methodology

3.1 Study design and sample

An empirical, explanatory and transver-

sal investigation was developed (Hernandez
Fernandez and Baptista, 2010). For the col-
lection of the data, a personal survey tech-
nique was applied. The unit of analysis was
formed by students enrolled in postgraduate
degrees, both master’s and doctorate, from a
private university in Mexico. A non-probabi-
listic sampling technique was used for con-
venience, resulting in 484 subjects surveyed.

3.2. Scale

The survey was developed based on dif-
ferent scales (Table 1), among which one cor-
responded to the latent dependent variable
Loyalty (LE) in the Covariance Structure
Model, and three assigned as independent
latent variables: creation of service (PCS),
affective commitment (AC) and customer en-
gagement (CE).

3.3. Hypothetical model

To analyze the influence of predictor vari-
ables on the outcome variable, a conceptual
model that poses the hypotheses to be exam-
ined was developed (Figure 1.)

The model proposed in Figure 1 presents 4
reflective constructs, including participation
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Table 1. Constructs and indicators

Constructs and indicators

Constructs and indicators

Information search 2

Client’s Engagement 2

I have requested information about the services X1
offered by the university
I have searched for information on the location of X2
university services
I have paid attention to the behavior of other stu- X3
dents in the correct use of university services
Share Information @

When I use university services, I clearly explain X4
to employees what I need
I give appropriate information to university em- X5
ployees when I use their services
I provide the necessary information so that the X6
employees of the university can carry out their
work
I answer to university employees all the ques- X7
tions related to their services

Responsible behavior @
I perform all the tasks that the university esta- X8
blishes
I adequately fulfill all the behaviors expected by X9
the university
I fulfill all responsibilities with the university X10

Personal interaction @
I follow all orders or instructions from university yq1
employees
I am friendly towards university employees X12
I'm kind to university employees X13
I'm polite to university employees X14
I am gracious to university employees X15
I do not act rudely toward university employees  x16

My relationship with this university has made me X17
feel appreciated
I feel I have a personal bond with this university = X18
I believe that this university has cared for me as X19
a person
I believe that I have established a special rela- X20
tionship with this university

Affective commitment 2
I believe my personal values and the values of this  X21
university are very similar
I am willing to make all my effort to help this uni- x22
versity achieve its goals
I am proud to be a part of this university X23
This university inspires me to give my best in my x4
studies
I really worry about the success of this university  xo5
This university is the best choice among the avai- xog
lable educational alternatives

Loyalty ?

I ispeak positive about this university to other peo-  x97
ple
I recommend this university to anyone who asks  yog
me for advice
I encourage friends and family to study at this y9q
university
This university was my first choice for my studies X30
I would consider returning to study at this univer- X31

sity in the next few years

a 1= totally disagree to 7 = totally agree

Source: Author’s own elaboration.

in the co-creation of the service (PCS) as a
second-order reflective-reflective order con-
sisting of the constructs: information search
(IS), sharing Information (SI), responsible be-
havior (RB) and personal interaction (PI). For
the treatment of the data, the analysis of the
multicollinearity between the items was per-
formed in order to estimate the existence of
redundant variables (bivariate correlations
greater than 0.80, cutoff point suggested by
Albashrawi, 2015).

A two-step modeling procedure was used
to examine the MEC (Hair, Anderson, Tatham
and Black, 1998) of Figure 1. Models were
evaluated with respect to convergent and dis-
criminant validity to measure the extent to
which the set of indicators exactly represents
the construct. The criterion used is related to
the size of the load to evaluate the reliability
of the indicator with the construct that it in-
tends to measure (Seidel and Back, 2009). In
the seven reflective models of measurement,
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including those of second order, only those in-
dicators that had a standardized factor load
= 0.5 were retained (Johnson and Stevens,
2001). The convergent validity was measured
by factor load (cut-off point of 0.5 or more)
(Johnson and Stevens, 2001) and reliability
index (cut-off point between 0.50 and 0.60)
(Cheah, Wan Abdul Manan, and Zabidi-Hus-
sin, 2010; Sridharan, Deng, Kirk and Corbitt,
2010). In a satisfactory discriminant validity,
the Average Variance Extracted (AVE) should
be greater than the square of the correla-
tion between the pair of constructs (Bhat-
tacherjee and Premkumar, 2004, Wixom and
Todd, 2005). In addition, the correlation co-
efficients between constructs must be less
than the corresponding reliability coefficient
(Gerbing and Anderson, 1988).

The items used to measure the seven re-
flective constructs did not present a normal
multivariate distribution (Mardia test of bias
and kurtosis, p value of bias = 0.000 and p
value of kurtosis = 0.000). However, since the
scales used correspond to Likert scales of 7
categories, and by making use of the assump-
tion that procedures for interval scales can
be applied to the Likert scale with 5 to 7 cat-
egories (Garson, 2012), model estimates have
been performed using the Spearman correla-
tion matrix shown in Table 2. The analysis of
the multicollinearity between the items al-
lowed to note that the bivariate correlations
between x14 and x15, x18 with x20 and x27
with x28 were greater than 0.80, so it was
not necessary to eliminate x15, x20 and x28.

The fit of the model was determined by the
Satorra-Bentler scaled x2 test of goodness of
fit (a non-significant p-value is desirable), giv-
en the conditions of non-normality of the data
(Allan, 2010; Bentler, 1993; Randall, Mar-
tin, Johnson and Poon, 2012); (Bentler, 1992,
Crowley and Fan, 1997, Musil, Jones, and
Warner, 1998), as well as the Bentler-Bonet
comparative index (CFI). And the square root
of the mean square of the approximation er-
ror (RMSEA), being less than 0.08 indicates
a good fit of the model, Browne and Cudeck,
1993). The most parsimonious model was cho-
sen with the Lagrange multiplier (Bosompra,
2001). The conceptual model in Figure 1 was
adjusted using the SEM package through sta-
tistical software R 3.0.1.

4. Results

4.1 Characteristics of the subjects of study

The characteristics of the respondents are
shown in Table 3 where it is shown that the
majority of the respondents (93.0%) attended
a master’s degree. More than half were wom-
en (66.6%) and almost 70% reported having
some type of scholarship. In addition, the av-
erage age of the sample was 30.05 years of
age.

4.2 Structural Equation Modelling of
Student Loyalty to the University

Table 4 shows the factor loads and the oth-
er estimators. The model shows a good fit
with Bentler CFI = 0.91 and RMSEA = 0.06
even though Chi square is significant (p val-
ue <0.05). The measurement models for the
7 latent variables are represented either
by the indicators considered which are sig-
nificant (figure 2 and table 4 in the annex).
Therefore, in the proposed model the mea-
surement structure is satisfactory in all la-
tent variables. The criteria of convergent and
discriminant validity were met for each sub-
scale (Table 5). Between the AC and LE con-
structs only the second criterion of discrimi-
nant validity is met, which provides sufficient
evidence of the validity of the construct.

It was found that the affective commitment
(AC) has a positive and significant effect (B1
= 0.632) on the participation in the co-cre-
ation of the service (PCS), proving hypothe-
sis 1. Also, PCS directly and positively affects
loyalty (LE) (B4 = 0.142) and hypothesis 4
was verified (figure 2). The results indicate
that the mediation of the total effect of AC on
LE through PCS (AC, PCS, LE) is significant
(B1 * B4 = .632 * .142 = .090), boosting the
effect of AC on LE with a Positive effect (B3
= 0.990), and a significant effect of total LE
in 1,080 (0.990 + 0.090). The overall effect
greater than 1 is valid due to the absence of
multicollinearity in the data (Joreskog, 1999),
so H6a is checked.

As for the second order dimensionality
of the Participation in Service Co-creation
(PCS), the model indicates that the strength
of the relationship lays between factors of
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Table 3. Main characteristics of the study sample

Characteristic n Minimum Maximum Mean D.S.

Age 422 22 69 30.05 6.449
%

n Masters PHD

Graduate level 468 93.0 71
Woman Man
Gender 476 66.6 334
Yes No
Scholarship 474 69.6 30.4

Source: Author’s own elaboration.

Figure 2. Final version of the structural equations model to predict loyalty
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** significant to 0.05

Source: Author own elaboration.
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Table 4. Standardized estimators of the SEM model with robust,
significant standard errors with alpha = 0.001

Construct Item Parametert Model Construct Item Parametert Model
(Estimator) (Estimator)
I I
PCS IS All 0.428 x24 A23,6 0.88688792
SI A21 0.591 x25 A24,6 0.84263734
RB A31 0.853 x26 A25,6 0.77534238
PI A1 0.731 (&) 1
ol,1 0.60041873 616 0.41916
IS x1 A52 0.85249316 617 0.43265114
X2 262 0.87750534 618 0.21558439
x3 A72 0.48367889 619 021342982
(1 0.81698705 620 0.28996231
61 0.27325542 621 0.39884419
62 0.22998438 CE x17 226,7 0.80460959
63 0.76605474 x18 A27,7 0.86253429
SI x4 283 0.79156942 x19 A28,7 0.89043729
x5 293 0.89983636 x20 02,2 0.43746086
x6 210,3 0.87310897 622 0.35260342
x7 Al11,3 0.77375399 623 0.25603461
2 0.65023407 624 0.20712144
64 0.37341786 LE x27 A31,8 0.86374
65 0.19029453 x28 A32,8
66 0.23768073 x29 A33,8 0.86382728
67 0.40130477 x30 A34,8 0.64368733
RB x8 A12,4 0.7344357 x31 A35,8 0.69867576
x9 A13,4 0.88478546 ¢3,3 0.17780514
x10 A4,4 0.9042277 627 0.25395321
3 0.27183177 628
68 0.4606042 629 0.25380243
69 0.21715469 630 0.58566662
610 0.18237226 631 0.51185219
PI x11 A15,5 0.64101068 B1 (H1) 0.632
x12 A16,5 0.85493789 B2 (H2) 0.750
x13 Al17,5 0.92942253 B3 (H3) 0.990
x14 A18,5 0.89496963 B4 (H4) -0.142
x15 A19,5 0.62749786 B5 (H5) -0.001
x16 «“u 0.46533952 Goodness of Fit
611 0.58910531 Indexes
612 0.26908121 42 independent
613 0.13617376 model® 7764.3
014 0.19902936 ¥2 de Satorra-Bentler” 979.65
615 0.60624643 Bentler CFI 0.914
AC x21 220,6 0.7621286 RMSEA 0.060
x22 A21,6 0.75322564 *Significant to 0.01
x23 A22,6 0.88567241

b Comparative adjustment index

Source: Author’s own elaboration.
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Table 5. Criteria of convergent and discriminant validity of the proposed model

Construct Reliability Correlation between Reliability Reliability @ij2 IVEi IVEj
coefficient factors ij coefficient i coefficient j

IS 0.79 PCS <> EC 0l2 048 0.75 093 023 045 0.73
SI 0.90 PCS <--> CA ©13  0.63 0.75 0.92 040 045 0.67
RB 0.88 PCS <--> LE 014 048 0.75 0.90 0.23 045 0.6
PI 0.92 EC <--> CA 023 0.75 0.93 0.92 056 0.73 0.67
PCS 0.75 EC <--> LE @24  0.67 0.93 0.90 045 0.73 0.6
CE 0.93 CA <-> LE ®34  0.90 0.92 0.90 0.81 0.67 0.6
AC 0.92

LE 0.90

Source: Author’s own elaboration.

first order and second order with loads above
0.50, except for Information Search (IS) with
load of 0.428; although Responsible Behav-
ior (RB) is the strongest PCS measurement
(0.853). It can be said that when considering
the weights of the four dimensions, PCS is
a predominantly responsible behavior (RB)
with other complementary characteristics.

A direct and positive effect of the Affective
Commitment (CA) on Customer Engagement
(B2 = 0.750) was verified, but the relationship
of EC with LE was not significant (5 = 0.001)
and H5 was rejected; and therefore, it was
found that EC did not average the relation be-
tween AC and LE, rejecting H6b.

5. Discussion and conclusions

This empirical research evidences that the
loyalty of postgraduate students to the uni-
versity is explained by both affective commit-
ment and participation in the co-creation of
the service. Emotional commitment is a pow-
erful emotional force that stimulates ties and
identification (Allen and Meyer, 1990a) with
the university institution, directly influenc-
ing three constructs: participation, student
engagement (client) and loyalty. Nonetheless,
commitment indirectly affects loyalty when
mediated by participation, but not through
student engagement.

These results coincide, on one hand, with
what has been found in the educational sec-

tor when studying the relationship between
the attitudinal link and the active involve-
ment of the student with engagement (Blasco,
2014), through works that validate the rela-
tionship between affective commitment and
Co-creation of services (Yi and Gong, 2013)
and studies on the impact of commitment on
loyalty (Castafieda and Luque, 2008).

However, despite previous research in oth-
er sectors showing the relationship between
customer engagement and loyalty (Palmatier
et al., 2009; Van Doorn et al., 2010), the re-
sults of this research when applied in the ed-
ucation sector did not show any significance
regarding this relationship. One possible ex-
planation may be due to the complexity of the
interaction of services in the education sec-
tor, since the student, in addition to being the
primary consumer, is the co-producer of his
education (Duque, 2003), which increases his
autonomy in relation to the institution (Nuno,
2003). On the other hand, since the student
assumes different roles in the academic field,
such as academic, civic or client / service user
(Fitzgerald et al., 2016), it is possible that the
latter is the least associated with loyalty.

Engagement is relevant to value creation
(Prahalad and Ramaswamy, 2004), which
applied to the field of marketing of educa-
tional services actively involves the partici-
pant during service interaction (Gupta et al.,
2015). Therefore, it is advisable to develop
strategies that strengthen this relationship
in the field of educational marketing.
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These findings also highlight the impor-
tance of including in the postgraduate mar-
keting strategy the construction of a re-
lationship based on the generation of an
emotional commitment. Higher education
institutions should focus their marketing ef-
forts on gaining the goodwill of students to
engage emotionally with the institution and
on generating higher active participation ori-
ented towards building a long-term relation-
ship with their graduate students. Among the
limitations of the study, it is mentioned that
the collected sample was non-probabilistic.
Since a hypothesis testing assumption con-
sists of collecting a random sample (Garson,
2012), the results of the tests and their gen-
eralization must be interpreted with caution
(Taylor-Powell, 1998). Among future studies,
the relevance of exploring in greater depth
the co-creation of the service applied in the
educational field is identified.

6. References

Albashrawi, M. (2015). The Impact of Governance
on Corporate Charter. IOS journal of Business
and Management, 17(8), 31-38.

Allan, N.P. (2010). A Confirmatory Factor Analy-
sis of Effortful Control: Comparing a Two Factor
Model Consisting of Hot and Cool Latent Vari-
ables and a General Domain Model. (Thesis).
Florida State University, Tallahassee, USA.
Format from: http://diginole.lib.fsu.edu/etd/170

Allen, N. ]J., & Meyer, ]J. P. (1990a). Organizational
Socialization Tactics: A Longitudinal Analysis
of Links to Newcomers’ Commitment and Role
Orientation. The Academy of Management Jour-
nal, 33(4), 847-858.

Allen, N. J., & Meyer, J. P (1990b). The measure-
ment and antecedents of affective, continuance
and normative commitment to the organization.
Journal of Occupational Psychology, 63(1), 1-18.

Allen, N. J., & Meyer, J. P. (1996). Affective, Con-
tinuance, and Normative Commitment to the
Organization: An Examination of Construct Va-
lidity. Journal of Vocational Behavior, 49(3), 252-
276.

Anvari, R., & Seliman, S. (2010). Personal Needs
Assessment Approach in Strategic Training and
Affective Commitment. International Journal of
Business and Management 5(7), 144-157.

Bentler, P. M. (1992). EQS Structural Equation
Program Manual. Los Angeles, USA: BMDP Sta-
tistical Software.

Bentler, P. M. (1993). EQS Structural Equations
Program Manual. Los Angeles, USA: BMDP Sta-
tistical Software.

Bhattacherjee, A., & Premkumar, G. (2004). Un-
derstanding changes in belief and attitudes
towards information technology usage: A the-
oretical model and longitudinal test. MIS quar-
terly, 28(2), 229-254.

Bitner, M. J., Faranda, W. T., Hubbert, A. R., &
Zeithaml, V. A. (1997). Customer contributions
and roles in service delivery. International Jour-
nal of Service Industry Management, 8(3), 193-
205.

Blasco, L. (2014). Los procesos de co-creacion y
el engagement del cliente: Un analisis empiri-
co en medios interactivos. (Tesis). Universidad
de Zaragoza. Zaragoza, Espafna. Recupera-
do 02/03/2017 de: http://zaguan.unizar.es/re-
cord/13508/files/TESIS-2014-019.pdf

Bosompra, K. (2001). Determinants of condom use
intentions of university students in Ghana: An
application of the theory of reasoned action. So-
cial Science and Medicine, 52, 1057-1069.

Boswijk, A., Thijssen, J. P. T., & Peelen, E. (2005).
A new perspective on the experience economy:
meaningful experiences. The European Centre
for the Experience Economy. Articles on experi-
ences, 3, 76-99.

Bove, L. L., Pervan, S. J., Beatty, S. E., & Shiu,
E. (2009). Service worker role in encouraging
customer organizational citizenship behaviors.
Journal of Business Research, 62(7), 698- 705.

Bryson, C. (2016). Engagement through part-
nership: Students as partners in learning and
teaching in higher education. International
Journal for Academic development, 21(1), 15-20.

Browne, M. W., & Cudeck, R. (1993). Alternative
Ways of Assessing Model Fit. In K. Bollen, ]J.
Long, (Eds.). Testing Structural Equation Mod-
els. Newbury Park, USA: SAGE Publishing.

Cambra, J., Melero 1., Sese, F. (2012) Aproxima-
cién al concepto de engagement: Un estudio
exploratorio en el sector de la telefonia movil.
Universia Business Review, 33-(84), 84-103.

Carmeli, A.,, & Freund, A. (2009). Linking Per-
ceived External Prestige and Intentions to
Leave the Organization: The Mediating Role
of Job Satisfaction and Affective Commitment.
Journal of Social Service Research, 35(3), 236-
250.

Castaneda, J., Luque, T. (2008). Estudio de la leal-
tad del cliente a sitios web de contenido gra-
tuito. Universidad de Granada. Revista Europea



Francisca Cecilia Encinas Orozco :: Judith Cavazos Arroyo

de Direccion y Economia de la Empresa, 17(4),
115-138.

Cavazos, J., & Encinas, F. C. (2016). Influence of
academic engagement in graduate students’
loyalty: A Structural Equation Modelling ap-
proach. Estudios Gerenciales, 32(140), 228-238.

Cheah, W. L., Wan Abdul Manan, W. M., & Zabi-
di-Hussin, Z. A. M. H. (2010). A structural equa-
tion model of the determinants of malnutrition
among children in rural Kelantan, Malaysia.
Rural and Remote Health, 10, 1248.

Chiang, M., Nuiiez, A., Martin, M. J., y Salazar, M.
(2010). Compromiso del Trabajador hacia su Or-
ganizacién y la relacion con el Clima Organiza-
cional: Un Andlisis de Género y Edad. Panorama
Socioeconomico, 28(40), 92-103.

Cossio-Silva, F. J., Revilla-Camacho, M. A., Ve-
ga-Vazquez, M., & Palacios-Florencio, B. (2016).
Value co-creation and customer loyalty. Journal
of Business Research, 69(5), 1621-1625.

Crawford, K., & Derricott, D. (2017). Developing
student engagement in higher education. Lin-
coln, UK: SAGE Publishing.

Crowley, S. L., & Fan, X. (1997). Structural Equa-
tion Modeling: Basic Concepts and Applications
in Personality Assessment Research. journal of
Personality Assessment, 68(3), 508-531.

Duque, L. (2003, septiembre). La satisfaccion del
usuario del servicio ‘formacién educativa uni-
versitaria (pp. 88-99). Economia de la educacion
AEDE XII. Asociacion de Economia de la Educa-
cion (AEDE), Zaragoza, Espana.

Evanschitzky, H., Iyer, G. R., Plassmann, H,,
Niessing, J., & Meffert, H. (2006). The relative
strength of affective commitment in securing
loyalty in service relationships. Journal of Busi-
ness Research, 59(12), 1207-1213.

Evanschitzky, H., Brock, C., & Blut, M. (2011). Will
you tolerate this? The impact of affective com-
mitment on complaint intention and postrecov-
ery behavior. Journal of Service Research, 14(4),
410-425.

Fitzgerald, H. E., Bruns, K., Sonka, S. T., Furco,
A., & Swanson, L. (2016). The Centrality of En-
gagement in Higher Education: Reflections and
Future Directions. Journal of Higher Education
Outreach and Engagement, 20(1), 245-253.

Garson, G. D. (2012). Testing Statistical Assump-
tions. Asheboro, USA: Statistical Associates
Publishing, Blue Book Series.

Gerbing, D. W., & Anderson, J. C. (1988). An updat-
ed paradigm for scale development incorporat-

ing unidimensionality and its assessment. Jour-
nal of marketing research, XXV, 186-192.

Gillian, D., & Bello, D. (2002). Two sides to atti-
tudinal commitment: The effect of calculative
and loyalty commitment on enforcement mech-
anisms in distribution channels. Journal of the
Academy of Marketing Science, 30(1), 24-43.

Gronroos, C. (1994). Quo vadis, Marketing? To-
ward a relationship marketing paradigm, Jour-
nal of Marketing Management, 10(5), 347-360.

Gronroos, C. (2011). Value co-creation in service
logic: A critical analysis. Marketing Theory,
11(3), 279-301.

Groth, M. (2005). Customers as good soldiers: Ex-
amining citizenship behaviors in internet ser-
vice deliveries. Journal of management, 31(1),
7-27.

Gummerus, J., Liljander, V., Weman, E., & Pihl-
strom, M. (2012). Customer engagement in a
Facebook brand community. Management Re-
search Review, 35(9), 857-877.

Gummesson, E. (1987). The new marketing-devel-
oping long-term interactive relationships. Long
Range Planning, 20(4), 10-20.

Gupta, A., Calfs, K. J., Marshall, S. ]J., Robinson, T.
N., Rock, C. L., Huang, J. S., ... Epstein-Corbin,
M. (2015). Clinical trial management of par-
ticipant recruitment enrollment, engagement,
and retention in the SMART study using a Mar-
keting and Information Technology (MARKIT)
model. Contemporary Clinical Trials, 42, 185-
195.

Hair, J. F. Jr., Anderson, R. E., Tatham, R. L., &
Black, W. C. (1998). Multivariate data analysis
(5th ed.). London, UK: Prentice Hall Interna-
tional.

Harrison-Walker, L. J. (2001). The measurement of
word-of-mouth communication and an investi-
gation of service quality and customer commit-
ment as potential antecedents. Journal of Ser-
vice Research, 4(1), 60-75.

Hazelkorn, E. (2013). How rankings are reshaping
higher education. In V. Climent, F. Michavila, y
M. Ripolles, (Eds.), Los rankings universitarios.
Mitos y Realidades. Castellon, Espafia: Técnos.

Helgesen, 0., & Nesset, E. (2007). What accounts
for students’ loyalty? Some field study evidence.
International Journal of Educational Manage-
ment, 21(2), 126- 143.

Hernandez, R., Fernandez, C., Baptista, M. (2010).
Metodologia de la Investigacion (52 ed.). Ciudad
de México, México: McGraw Hill.



Cuadernos de Administracién :: Universidad del Valle :: Vol. 33 N° 57 :: January - April 2017

Hollebeek, L. (2011). Exploring customer brand
engagement: definition and themes. Journal of
strategic Marketing, 19(7), 555-573.

Islam, J. U., & Rahman, Z. (2016a). The transpir-
ing journey of customer engagement research
in marketing: A systematic review of the past
decade. Management Decision, 54(8), 2008-
2034.

Islam, J. U., & Rahman, Z. (2016b). Examining the
effects of brand love and brand image on cus-
tomer engagement: An empirical study of fash-
ion apparel brands. journal of Global Fashion
Marketing, 7(1), 45-59.

Johnson, B., Stevens, J. J. (2001). Confirmatory
factor analysis of the school level environment
questionnaire (SLEQ). International Journal of
Learning Envrionments Research, 4(3), 325-
344.

Joreskog, K. G. (1999). How large can a standard-
ized coefficient be. Chicago, USA: Scientific
Software International. Retrieved 22/08/2015
from: http://www.ssicentral.com/lisrel/tech-
docs/HowLargeCanaStandardizedCoefficient-
be.pdf

Kumar, V. (2015). Evolution of marketing as a dis-
cipline: what has happened and what to look out
for, Journal of Marketing, 79(19), 1-9.

Lam, L. W,, & Liu, Y. (2014). The identity-based
explanation of affective commitment. Journal of
Managerial Psychology, 29(3), 321-340.

Landazuri, A., Ledn, V. (2013). Marketing relacio-
nal, vision centrada en el cliente. Caso de es-
tudio: colegios particulares. (Tesis Doctoral).
Universidad Catdlica de Santiago de Guayaquil,
Ecuador. http://repositorio.ucsg.edu.ec/bits-
tream/123456789/383/1/T-UCSG-POS-COM-
2.pdf

Lengnick-Hall, C. A., Claycomb, V., & Inks, L. W.
(2000). From recipient to contributor: Examin-
ing customer roles and experienced outcomes.
European Journal of Marketing, 34, 359-383.

Liu, S. Q., & Mattila, A. S. (2015). “I Want to Help”
versus “I Am Just Mad” How Affective Commit-
ment Influences Customer Feedback Decisions.
Cornell Hospitality Quarterly, 56(2), 213-222.

Maskell, E. C., Maskell, E. C., Collins, L., & Col-
lins, L. (2017). Measuring student engagement
in UK higher education: do surveys deliver?
Journal of Applied Research in Higher Educa-
tion, 9(2), 226-241.

Mattila, A. S. (2004). The impact of service fail-
ures on customer loyalty: The moderating role
of affective commitment. International Journal

of Service Industry Management, 15(2), 134-
149.

Meyer, J. P., & Allen, N. J. (1984). Testing the “Side-
Bet Theory” of Organizational Commitment:
Some Methodological Considerations. jJournal
of Applied Psychology, 69(3), 372-378.

Meyer, J. P., & Allen, N. ]J. (1991). A Three-Compo-
nent Conceptualization of Organizational Com-
mitment. Human Resource Management, 1(1),
61-89.

Morgan, R. M., & Hunt, S. D. (1994). The commit-
ment-trust theory of relationship marketing.
Journal of marketing, 58, 20-38.

Musil, C., Jones, S. y Warner, C. (1998). Structural
equation modeling and its relationship to multi-
ple regression and factor analysis. Research in
Nursing and Health, 21, 271-281.

Mustak, M., Jaakkola, E., Halinen, A., & Kaarte-
mo, V. (2016). Customer participation manage-
ment: developing a comprehensive framework
and a research agenda. Journal of Service Ma-
nagement, 27(3), 250-275.

Nuno, G. (2003). Marketing en los Servicios de
Educacion: Modelos de Percepcion de Calidad.
(Tesis Doctoral), Facultad de Ciencias Econémi-
cas vy Empresariales, Universidad Complutense
de Madrid, Madrid, Espafia.

Omar, A., & Urteaga, A. F. (2008). Personal values
and organizational commitment. Ensenanza e
Investigacion en Psicologia, 13(2), 353-372.

Palmatier, R. W., Jarvis, C. B., Bechkoff, J. R. &
Kardes, F. R. (2009). The role of customer grat-
itude in relationship marketing. Journal of Mar-
keting, 73(5), 1-18.

Panaccio, A., & Vandenberghe, C. (2012). Five-fac-
tor model of personality and organizational
commitment: The mediating role of positive
and negative affective states. Journal of Voca-
tional Behavior, 80(3), 647-658.

Payne, A. F., Storbacka, K., & Frow, P. (2008).
Managing the co-creation of value. Journal of
the Academy of Marketing Science, 36(1), 83-96.

Petrella, C. (2008). Gestion de la relacion de las
universidades con docentes, estudiantes y
egresados. Revista Iberoamericana de Educa-
cion, 47(5), 2-14.

Prahalad, C. K., & Ramaswamy, V. (2000). Co-op-
ting customer competence. Harvard Business
Review, 78(1), 79-87.

Prahalad, C. K. & Ramaswamy, V. (2004). Co-cre-
ation experiences: The next practice in value



Francisca Cecilia Encinas Orozco :: Judith Cavazos Arroyo

creation. Journal of Interactive Marketing Vol-
ume, 18(3), 5-14.

Randall, G. K., Martin, P., Johnson, M. A., & Poon,
L.W. (2012). Successful Aging: A Psychosocial
Resources Model for Very Old Adults. Journal of
Aging Research, 1-11. doi:10.1155/2012/934649

Rayton, B. A. (2006). Examining the interconnec-
tion of job satisfaction and organizational com-
mitment: an application of the bivariate probit
model. The International Journal of Human Re-
source Management, 17(1), 139-154.

Ribes, G., & Peralt, A. (2016). Structural equation
modeling of co-creation and its influence on the
student’s satisfaction and loyalty towards uni-
versity. Journal of Computational and Applied
Mathematics, 291, 257-263.

Riketta, M. (2002). Attitudinal organizational
commitment and job performance: A metaanal-
ysis. Journal of Organizational Behavior, 23(3),
257-266.

Ruiz, M., Pardo, A., & San Martin, R. (2010). Mo-
delos de ecuaciones estructurales. Papeles del
Psicélogo, 31(1), 34-45.

Schaufeli, W. B., Salanova, M., Gonzalez-Rom4, V.,
& Bakker, A. B. (2002). The measurement of en-
gagement and burnout: A two sample confirma-
tory factor analytic approach. Journal of Happi-
ness Studies, 3(1), 71-92.

Seidel, G., & Back, A. (2009, June). Success factor
validation for global Erp.17". European Confer-
ence on Information Systems, Association for
Information Systems, Verona, Italy.

So, K. K. F, King, C., Sparks, B. A.,, & Wang, Y.
(2016). The role of customer engagement in
building consumer loyalty to tourism brands.
Journal of Travel Research, 55(1), 64-78.

Sridharan, B., Deng, H., Kirk, J., & Corbitt, B.].
(2010, June). Structural Equation Modeling for
Evaluating the user perceptions of E-learning

effectiveness in Higher Education. 18™ Europe-
an Conference in Information Systems, Associ-
ation for Information Systems: Pretoria, South
Africa.

Suarez, L., Vazquez, R., Diaz, A. (2007). La con-
fianza y el compromiso como determinantes de
la lealtad: Una aplicacién a las relaciones de las
agencias de viaje minoristas con sus clientes.
Universidad de Oviedo, 04(1), 68-87.

Taylor-Powell, E. (1998). Questionnaire Design:
Asking questions with a purpose. Wisconsin,
USA: University of Wisconsin Extension.

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S.,
Pick D., Pirner, P., & Verhoef, P. (2010) Custom-
er engagement behavior: Theoretical founda-
tions and research Directions. Journal of Ser-
vice Research, 13(3), 253-266.

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R.
M. (2014). A generalized multidimensional scale
for measuring customer engagement. Journal of
Marketing Theory and Practice, 22(4), 401-420.

Wixom, B. H., & Todd, P. A. (2005). A theoretical
integration of user satisfaction and technolo-
gy acceptance. Information Systems Research,
16(1), 85-102.

Yang, C. C., Chen, P. S., & Chien, Y. H. (2014). Cus-
tomer expertise, affective commitment, cus-
tomer participation, and loyalty in B y B Ser-
vices. International Journal of Organizational
Innovation, 6(4), 174-180.

Yi, Y., & Gong, T. (2013). Customer value co-cre-
ation behavior: Scale development and valida-
tion, Journal of Business Research, 66, 1279-
1284.

Zhang, J. Q., Dixit, A., & Friedmann, R. (2010).
Customer loyalty and lifetime value: an empiri-
cal investigation of consumer packaged goods.
Journal of Marketing Theory and Practice, 18(2),
127-140.

¢How to quote this article?

Encinas Orozco, F., & Cavazos Arroyo, J. (2017). Students loyalty in higher education: the roles of affective com-
mitment, service co-creation and engagement. Cuadernos de Administracién, 33(57), 96-110. DOI: 10.25100/cdea.

v33i57.4464

Cuadernos de Administracién journal by Universidad del Valle is under licence Creative Commons Atribucién-No-
Comercial-Compartirlgual 2.5 Colombia. Based in http://cuadernosdeadministracion.univalle.edu.co/



