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ABSTRACT 

Recent research has highlighted the importance of print advertising on student 

enrolment in higher education. The literature also has shown a need for additional 

research on dimensions of an effective advertisement, which include relevant news and 

empathy in print advertising. According to the Stimulus Response Theory, these 

dimensions in print advertising are crucial to boost the positive perceived value, and 

eliminate the perceived risk. However, until now, very limited research has been done 

on the impact these dimensions of print advertising have had regarding students’ 

perceived value and risk which finally led to students’ decisions to enrol. Drawing from 

the existing literature, this study strived to investigate this issue by collecting 415 

structured questionnaires from first-year degree students in three private universities of 

Vietnam. Data collection was adopted the convenient sampling technique and data 

obtained were analysed using linear regressions.  

The findings revealed that although relevant news in print advertising has no impact on 

utilitarian value, it has a strong negative impact on students’ perceived risk. Moreover, 

empathy in print advertising, despite having a weak negative impact on perceived risk, 

has a strong positive impact on hedonic value. The results also confirm that perceived 

risk has a much stronger impact on students’ enrolment than hedonic value while the 

utilitarian value does not have any significant impact.  

From a theoretical perspective, this is the first study utilising perceived value, and 

perceived risk as moderating variables in one conceptual model to enhance student 

enrolment. Additionally, from a managerial perspective, the model suggested this 

research might be beneficial to administrators and managers of Vietnamese universities 

in developing effective print advertising strategies and motivating students to enrol. 

However, the sample was drawn from a less than ideal number of Vietnamese private 

universities due to limited time and budget.  

Keywords: Relevant news, empathy, students’ enrolment, private universities, print 

advertising. 
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CHAPTER 1: INTRODUCTION 

 

1.1 Overview 

This chapter provides a brief discussion on the core concepts with clear justifications of 

this research study. Research questions and hypotheses are then proposed, and these are 

followed by operational definitions and limitations. Finally, a brief summary of this 

chapter will be given. 

1.2 Background of the Research  

In recent years, with the ever-increasing number of private universities competing 

worldwide, along with their unique opportunities and challenges, higher education 

advertising has received greater attention in the business management literature 

(Jugenheimer 1995; Liu 1998; Bonne and Kurtz 2001; Klassen 2001; Harris 2008; Kittle 

2000; Ayanwale et al. 2005; Akanbi et al. 2011; Jansen and Brenn-White 2011; Bamfo 

and Atara 2013).  This section explores the recent emergence of private universities in 

Vietnam, and the emergence of advertising and its role in the growth of private 

universities in Vietnam.  

1.2.1 The Emergence of Private Universities in Vietnam  

In 1986, the Vietnamese government presented a policy campaign, known as 

“Revolution”, to change the economic structure that led to the privatisation of education. 

According to Pham and Gerald (2002), this was the first time privatisation was 

introduced to education in the country and was subsequently applied to all levels of 

instruction from nursery to postgraduate.  

The main reason for this reform is that Vietnam is the most crucial emerging education 

market in Asia due to a youthful population and a growing economy (ICEF 2015). The 

Vietnamese government has been unable to provide sufficient higher education 
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institutions single-handedly. Thus, there has been an urgent need for expanding the 

number of private universities (Vaus 2002). In fact, the Vietnamese government 

encourages private universities to provide more tertiary education. As the Vietnam 

government has ambitions to provide tertiary education to all high school graduating 

students (Vietnam News 2013). Hence, a great number of private universities have been 

established in Vietnam within the last fifteen years. Table 1-1 shows the number of 

private universities in Vietnam from 2000 to 2015 (Thong Tin Tuyen Sinh 2016, 

Vietnam News 2013).  

Table 1-1: Private Universities in Vietnam  

 2000 2003 2006 2009 2013 2015 

The total private universities in Vietnam 17 17 22 27 83 86 

(Source: Thong Tin Tuyen Sinh 2016, Vietnam News 2013) 

1.2.2 Opportunities and Challenges in Private Universities in Vietnam 

A major opportunity for private universities in Vietnam is the increase in the number of 

students’ enrolling every year. According to Clark (2014), student enrolment increased 

from 10% in 2000 to 16% in 2005, and 25% in 2014. ICEF (2015) has also pointed out 

total enrolment in Vietnam universities more than tripled from 732,187 students in 2000 

to 2.25 million in 2013. It is predicted that by 2020, there will be more than 400 students 

per 10,000 persons (4,000,000 students) (ICEF 2015). Moreover, Vietnam has a 

significant tertiary-age population (Figure 1-1). To respond to this issue, the Vietnamese 

government has raised the budget for education, and has attracted private as well as 

foreign investors in the tertiary education and training programs (Vietnam News 2013).  
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Figure 1-1: Vietnam Population Age Chart in 2016  

(Source: Live Population 2016) 

 

Furthermore, many Vietnamese parents are able and willing to pay higher fees for their 

children’s tertiary education. Vietnam has seen enormous growth in its middle class 

(Tuoi Tre News 2014). Thus, Vietnamese parents tend to invest more in the higher 

education of their children. The latest report of “The foundation for the future” from 

HSBC showed that more than 60 per cent of respondents claimed they would consider 

borrowing money from a bank to provide international and excellent tertiary education 

for their children (Vnexpress 2016). Vietnam is ranked sixth after China, India, Korea, 

Saudi Arabia and Canada in the number of international students in the United States of 

America (Vnexpress 2016). In general, each student spends from 30,000 to 40,000 

dollars per year for tuition and living expenses. This high expenditure shows many 

Vietnamese parents are willing to pay much higher fees for their children to attend 

higher education and thus, these demand greater opportunities for private universities in 

Vietnam to recruit more students.  

On the other hand, private universities in Vietnam also have to compete not only with 

the public sector, but also with other universities around the world. The main reason is 

the mobility of Vietnamese students studying abroad in Australia, the United States of 

America, England, Singapore, China, and other countries. Vietnam has become a 

significant source of international students for both Australia and the United States 

universities (Clark 2014). The number of Vietnamese students in Australian and the 
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United States universities accounts for 36% of the total international students with 

approximately 106,000 overseas Vietnamese students in 2012 (Turauskis 2014). There 

is a clear hub for education in the predominantly western countries such as Australia, the 

United Kingdom, and the United States (UNESCO 2013). China is also a major 

destination for Vietnamese students, with 13,500 students’ enroled in 2011 (Turauskis 

2014). Figure 1-2 shows the top three destinations for Vietnamese students from 2006 to 

2013 (Clark 2014).  

If the trend of Vietnamese students pursuing their higher education oversea continues to 

grow, this may become a potential threat to private universities in Vietnam recruiting 

enough students. This growing number of students attending university overseas may 

lead to an obvious imbalance in the direction of student flows (UNESCO 2013). In other 

words, Vietnam now sends more students overseas to study than the number of students, 

both domestic and international who study in the country. In fact, according to Tuoi Tre 

News (2015) and ICEF (2015), while 125,000 Vietnamese students pursued tertiary 

education overseas in 2013, there were only 1,100 international students currently 

participating in academic exchange programs in Vietnam.    

Another challenge for private universities in Vietnam is a question of quality. Firstly, 

Vietnam’s higher education institutions focus more on theory rather than practical 

application. According to the Harvard report, most university graduates were unable to 

meet the needs of the local labour market, and apply what they have learned in 

university to their actual work duties (Clark 2014). They are considered “incompetent 

and uncompetitive”, so it becomes more difficult for students to find good jobs after 

graduating from domestic universities. According to Dan Tri (2015), haft of the students 

graduating from private universities in Vietnam are not qualified to apply jobs in their 

specialisation. Thus, employability of graduates and quality control are major concerns 

of students when they consider enrolling in a private university in Vietnam. ICEF (2015) 

suggested that private universities should rebuild the educational system to become 

more innovative and responsive to the market demands. Moreover, private universities 

currently suffer from low credibility. According to Turauskis (2014), many parents and 

students still question the quality of private universities and criticised them as 
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unauthorised and unrecognised universities. In addition, Clark (2010) emphasised many 

negative perceptions of the public that private universities are low quality and should be 

considered as a second choice after public universities. Indeed, both parents and students 

must acknowledge that generally, most private universities in Vietnam has been 

established only recently, so they require more time and effort to gain prestige and 

reputation (Vietnam News 2013).   

Government regulations are also one of the biggest barriers for private universities to 

obtain sufficient students’ enrolment. According to Vietnam News (2013), the Ministry 

of Education issues the minimum scores (the floor mark) students must achieve to enter 

higher education institutions. This regulation aims to prevent private universities 

accepting lower achieving students to increase enrolment. However, the mind-set that 

private institutions cannot recruit lower achieving students should be abolished. Clark 

(2010) has suggested the Vietnamese government should allow private universities to 

set their own admission requirements, and have more freedom to choose who they want 

to accept. Moreover, the government has refused to provide any subsidies or support to 

private universities such as land, buildings, and equipment (Pham and Dam 2014). Pham 

and Dam (2014) have also pointed out although the educational field has been opened to 

privatisation; the government has not encouraged it fully because of the burden of high 

tax rates. Thus, it is understandable tuition fees of private universities are relatively 

high.  

These challenges are major barriers for private universities to recruit sufficient students.  

According to Pham and Dam (2014), in recent years, the number of students’ enrolment 

in private universities has been gradually declining. They explained this phenomenon 

became evident worse when some universities closed down due to a shortage of students 

(Pham and Dam 2014). Vietnam News (2013) also emphasised some private universities 

funded by investors, both foreign and domestic, could not maintain sufficient 

enrolments and might be forced to close. In fact, 83 private universities in Vietnam have 

enroled only 17% of all Vietnamese undergraduate and post-graduate students (Vietnam 

News 2013). 
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1.2.3 Print Advertising in Private Universities  

Some researchers have been strongly believed print advertising can have a great impact 

on consumers’ behavioural intention (Lewis 1981, Parker 2013). For this reason, private 

universities around the world are investing a tremendous amount of expenditure on print 

advertising. For example, the University of Phoenix has spent $100 million annually on 

advertising, and The University of Bedfordshire invested more than £900,000 in 2013 

on the advertising campaign “Begin, Build, Believe”, an increase of 368 per cent 

between 2010-11 and 2012-13 (Miley 2009; Clarke 2014). As the private tertiary 

education industry becomes more competitive, expenditure of print advertising is 

expected to increase as well. Thus, understanding how to maximise effectiveness of 

print advertising is essential to induce students’ decisions to enrol in a private university.  

Practices of Print Advertising in Private Universities in Vietnam  

As the higher education environment in Vietnam has become dramatically more 

competitive, private universities must be more aggressive and creative in the use of 

advertising to attract ever more student enrolment. This has become necessary since 

more and more private universities in the world spend an increasing amount of their 

budget to recruit Vietnamese and international students. For instance, the state 

government of South Australia, The Council of Adelaide City and various private 

universities spent $ 1 million to advertise in Vietnam and other Asian countries to 

recruit students (Vietbao 2006). Although private universities in Vietnam are utilising 

print advertising, developing an effective print advertising is still a challenge (Vietnam 

News 2013). According to Mayers (2013), while the higher education market in 

Vietnam has become fiercely competitive, students in Vietnam have been inundated 

with information and print advertising which are not particularly unique, distinctive, or 

appealing.   

In the print advertising, it is recommended to follow logical steps with good taste and 

good judgements to generate an effective and efficient advertisement. It is very 

important for private universities to know which elements in print advertising can draw 

a student’s attention towards print advertising. According to Bamfo and Atara (2013), 
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providing sufficient information in an attractive and emotionally touching way through a 

print advertising is very essential in attracting and retaining prospective customers, since 

the survival and the success of a business relies significantly on marketing 

communications. As students’ perceptions, preferences, and expectations nowadays are 

very much different from those of previous generations, information and emotional 

elements in advertising need to change with the times as well (Abrahamson 2000).   

1.2.4 Print Advertising Dimensions on Perceived Value and Risk 

Many researchers emphasised both relevant news and empathy in print advertising can 

have a great impact on consumers’ perceived value (known as utilitarian value and 

hedonic value) and perceived risk (Taylor et al., 2011; Rosen 2012; Alhabash et al., 

2013; Swani et al., 2013; Chin and Lu 2015). Taylor et al., (2011) also indicated that 

presenting relevant news and empathetic aspect of print advertising in a creative way is 

a key source to increase advertising effectiveness to generate more utilitarian value and 

hedonic value. Reinartz and Saffert (2013) also supported by highlighting that the 

effectiveness of print advertising can be enhanced by relevant information and 

empathetic elements. Empathy in print advertising acts as the emotional appeal that 

triggers and motivates consumers’ effective responses and generates the effectiveness of 

a message (Alhabash et al., 2013). Those positive emotional responses can help to 

generate hedonic value which is driven from experiences of aesthetic or sensual pleasure 

(Huyn, Kim, and Lee 2011) Besides, relevant news in print advertising acts as rational 

appeal that provides all highest value of the products to generate a positive perceptual 

construct (Pavlou, Liang, and Xue 2007). Those positive cognitive thoughts can help to 

generate positive utilitarian value which is driven from functional benefits of a service 

(Huyn, Kim, and Lee 2011). That news can support consumers to make an informed 

judgement about the message (Taylor et al., 2011). In general, those elements directly 

help to generate positive attitudes, empathetic expressions, and viral behaviours with 

regards to print advertising (Lee and Hong 2016).  

For this reason, private universities around the world are investing a tremendous amount 

of expenditure on creative print advertising with both informative and empathetic 
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features to enhance hedonic value and utilitarian value and mitigate students’ perceived 

risk to raise the number of students’ enrolment. Therefore, in this study, hypotheses are 

proposed to enhance the effectiveness and efficiency of print advertising in public 

universities in Vietnam. Initially, the hypothesis is used to test the relationship between 

dimensions of advertising on students’ perceived value and students’ perceived risk. 

Next, the hypothesis is used test the relationship between students’ perceived value and 

perceived risk and students’ enrolment.  

1.3 Research Problem 

Private universities in Vietnam nowadays have to deal with two main challenges. 

Firstly, a highly competitive environment exists as private universities not only have to 

compete among themselves, and their public counterparts, but they also are competing 

with universities around the world due to the trend of studying abroad (Turauskis 2014). 

Secondly, the quality of education in private universities is still questioned by many 

students who perceive these institutions as “unauthorised and unrecognised” (Clark 

2010). These challenges are major barriers for private universities to recruit sufficient 

student enrolment. 

The challenges above require private universities in Vietnam to implement effective 

print advertising in Vietnam. Effective print advertising can help private universities 

gain a competitive advantage, generate positive cognitive and emotional responses, and 

eliminate negative perceptions by providing relevant information and emotional 

connections (Kittle 2000). Those elements can finally lead to a student’s decision to 

enrol in a private university.  Private universities in Vietnam invested a large amount of 

their budget on print advertising to raise awareness and attract prospective students and 

this expenditure is increasing yearly (Vietnam News 2013). They actually recognised 

the important role of print advertising in influencing students’ behaviour intentions 

(Ellsworth 2003).  However, the understanding on how to use print advertising 

effectively and efficiently is relatively weak (Vi 2010). Despite high print advertising 

expenditure, these universities cannot get a sufficient number of enrolled students. Thus, 

it is necessary to propose a model that helps to implement a more successful print 



9 
 

advertising strategy for private universities in Vietnam. It is also necessary to have a 

deep understanding of influential attributes of students’ enrolment in the context of 

Vietnam’s private universities. Thus, private universities can generate a more coherent 

and comprehensive understanding of student’s needs from print advertising. 

Perceived value and perceived risk are the influential attributes of a students’ decision 

process in deciding to enrol or not. The print advertising industry's understanding of 

perceived value and perceived risk has been acknowledged as important factors in 

understanding consumers’ behavioural intentions (Agarwal and Teas 2001; Snoj, Korda, 

and Mumel 2004; Gallarza and Saura 2006; Leiserowitz 2006). The impact of 

advertising dimensions (relevant news and empathy) on perceived value and perceived 

risk has been studied in other industries such as the food and beverage and hospitality 

industries. For instance, Lim (2015) conducted a study on the impact of internet 

advertising on shopper’s perceived value, perceived risk, and buying intention in online 

shopping. Hyun, Kim, and Lee (2011) investigated the influence of advertising 

dimensions on emotional responses, perceived value and behavioural intention in the 

restaurant industry. However, the research on the impact of print advertising dimensions 

on perceived value, and perceived risk in the education sector is scarce in higher 

education marketing literature. Especially, perceived risk in higher education marketing 

has not been investigated while any decision-making process always involves risks in a 

certain level. Moreover, nowadays, negative news about non-accredited universities, 

low-qualified universities was all over media in Vietnam (Vietnam News 2013). This 

news impacts the rational judgement of students in general and perceived risk in 

specific. Thus, this study attempts to fill the gap in the discussion and analysis of the 

influence of dimensions of print advertising on perceived value, perceived risks, and 

student enrolment. 
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1.4 Research Objectives  

The objective of this study was to investigate relevant news and empathy in print 

advertising that affected simultaneously students’ perceived value and students’ 

perceived risk and to investigate how these predictors impacted on students’ enrolment 

in private universities in Vietnam. Despite the fact that advertising dimensions, 

perceived value, and perceived risk have been the focus of previous research, these have 

been ignored in higher education advertising. This led to limited knowledge of key 

driving forces behind advertising effectiveness that finally enhanced students’ 

enrolment. While students’ enrolment was the most important activity for private 

universities in Vietnam, attracting sufficient prospective students to increase the revenue 

was still very challenging, especially in intense competition with little differentiation in 

tertiary education service. Therefore, several key variables were studied in relation to 

students’ perceived value and risk to have a further understanding of their role in 

students’ enrolment.   

Thus, the objectives of this study are threefold: 

a) To examine the impact of relevant news and empathy in print advertising on 

students’ perceived value (utilitarian value and hedonic value). 

b) To examine the impact of relevant news and empathy in print advertising on 

students’ perceived risk.  

c) To examine the impact of perceived value (utilitarian value and hedonic value) 

and perceived risk on students’ enrolment. 
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1.5 Research Questions  

In line with the research objectives, three research questions of this study arise: 

a) What is the impact of relevant news and empathy in print advertising on 

students’ perceived value (utilitarian value and hedonic value)? 

b) What is the impact of relevant news and empathy in print advertising on 

students’ perceived risk? 

c) What is the impact of perceived value (utilitarian value and hedonic value), and 

perceived risk on students’ enrolment? 

1.6 Scope of the Study 

Firstly, there are six dimensions in advertising: relevant news, brand reinforcement, 

stimulation, empathetic elements, familiarity, and confusion that might affect students’ 

perceived value, perceived risk, and their decision to enrol in a university (Huyn, Kim 

and Lee 2011). However, only two of these six dimensions - relevant news and empathy 

– have been studied in this research due to their relevancy and frequently used 

dimensions in educational advertising. Please refer to Section 3.2 for detailed 

justifications.   

Secondly, the target sample of this study was first-year undergraduate students who 

were currently enrolled in three particular private universities in Vietnam: Hoa Sen 

University, Hutech University, and Lac Hong University in both Ho Chi Minh City and 

Bien Hoa City. These two cities were chosen since most of the private universities in 

Vietnam are concentrated in Ho Chi Minh City and Bien Hoa City. Therefore, samples 

from these two cities can be considered an adequate representation of the actual 

populations.  

First-year undergraduate students were chosen instead of high school students because 

firstly, first-year undergraduate students are those students who have just decided to 

enrol in one of the three private universities, thus, they have clearly identified what 
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factors in any advertising influenced their decision to enrol. The first year students are 

existing customers so they know what value proposition a university should offer to 

prospective students. They also have a clear picture of the competition, currently offered 

in the market and where there are opportunities for a new entrant (Wasserman 2009). 

Second, the paper from Huyn, Kim, and Lee (2011) has also investigated existing 

customers to determine the influence of dimensions of print advertising on perceived 

value and consumers’ behavioural intentions. Please refer to Section 4.5 for more 

information on the data collection process.  

1.7 Significance of the Study  

This study expects to contribute in various ways to the body of knowledge and 

managerial aspects.  

From the theoretical perspective, the study investigates stimulus response theory to 

understand how advertising stimuli (relevant news and empathy) help to increase 

perceived value and thereby contributes to an understanding of students’ decision-

making process.  Stimulus response theory refers to a concept that behaviour is 

generated through the interplay between a stimulus and a response (Kim and Lemon 

2013; La, Kuber, and Edwards 2013; Khushaba et al. 2013; Jüttner et al. 2013). In other 

words, without any stimulus, there would be no behaviour. The findings of this study 

might help to explain how a student perceived stimuli in print advertising (specifically 

relevant news and empathy in the advert) to generate a positive response of enrolling in 

a private university in Vietnam. Both visual and verbal reinforcement of print 

advertising act as foundation stones to build positive hedonic value (emotional 

reinforcement) and positive utilitarian value (cognitive reinforcement); and students’ 

mitigate perceived risks. Thus, the findings of this study can support how relevant news 

and empathetic elements in print advertising may help to satisfy students’ needs, 

enhance perceived value (utilitarian value and hedonic value), eliminate perceived risk. 

This study might also test the strength of these stimuli in print advertising.      

This study provides a new model for testing the effectiveness of relevant news and 

empathy in print advertising within private higher education in Vietnam.  This study 
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contributes to the literature by incorporating advertising dimensions, perceived value, 

and perceived risk in understanding students’ decision to enrol in a tertiary institution 

because no study so far has explored these relationships in the context of higher 

education. Although most variables investigated in the related research which explain 

customers’ behavioural intentions is quite similar to students’ intentions to enrol in a 

university, those potential variables derived from conceptual and empirical literature 

deserve investigations in this particular context.  

From the managerial perspective, the findings of this study will be beneficial to future 

students who have to decide which universities to enrol. Most of their concerns are 

investigated to create effective print advertising which helps them to make a decision 

easier and faster. 

Second, the findings of this study will be beneficial to private universities (service 

providers) in Vietnam to assist them in creating more effective student recruitment 

strategies. From a managerial perspective, there is no doubt that student enrolment is 

important to be maintained and enhanced (Peggy and Galbraith 2016; Wilkinson 2015; 

Štefko, Fedorko, and Bačík 2015; Addi-Raccah and Israelashvili 2014). Thus, it may be 

worthwhile to understand the various relationships articulated in this model (for 

example, the relationship between advertising dimensions and perceived value and 

perceived risk) because this will help identify students’ attitude toward enrolment (for 

example students’ willingness to enrol).   

Finally, the results of this study will provide higher education communication specialists 

a deeper understanding of the effectiveness of advertising on both perceived value and 

perceived risk in order to increase student enrolment. This study will also contribute to 

an improved understanding of advertising dimensions’ influence on students’ perceived 

value (for example, utilitarian value and hedonic value) and mitigate perceived risk. In 

brief, this research will assist marketing communicators in the higher education industry 

in conducting advertising activities more efficiently and effectively, resulting in time 

and cost savings. 
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1.8 Limitations of the Study  

Due to limited time and resources, the sampling process of this present study was only 

carried out in Ho Chi Minh City, and Bien Hoa City which are large urban areas. 

Although most private universities are located in larger cities, some are also located in 

more suburban areas in Vietnam. Therefore, the samples were not sufficient to generate 

an exhaustive picture and reflect the whole population in Vietnam.  In addition, 

suburban students might provide different opinions on what they prefer to include in 

print advertising.  

1.9 Operational Definitions  

This section provides detailed definitions of both independent variables and dependent 

variables.  

Student Enrolment  

Student enrolment is the act of agreeing to be a student of a university, to officially join 

the academic year, to abide by the all the regulations of a university, to pay the required 

fees (University of Southampton 2015). Al-Fattal (2010) extended the definition of 

student enrolment as a students’ behaviour after students have gone through three 

previous stages: initial needs and motives, information gathering, and alternative 

evaluations. In this study, student enrolment means the total number of students properly 

registered and/or enrolled in a course at a university.  

Print Advertising  

Print advertising is a paid form of persuasive and impersonal communication using 

portable printed medium such as newspapers, magazines, brochures, fliers to reach a 

large audience by one particular sponsor (Belch and Michael 2012, 18; Bamfo and Atara 

2013). Thus, print advertisements are advertisements printed on paper like newspapers, 

magazines, fliers, and brochures.  
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Kotler and Keller (2011) also supported the functional definition of print advertising that 

is to communicate with customers by establishing a basic awareness and building their 

knowledge about the products. Print advertising can also provide benefits from using or 

employing specific products. Print advertising is widely used in business firms 

(especially private sector), not-for-profit organization and individuals. 

Advertising Dimensions in Print Advertising  

Advertising dimensions include relevant information, reinforcement, stimulation, 

empathetic elements, familiarity, and conclusion, which help to generate emotional 

responses, such as pleasure to target customers (Huyn, Kim, and Lee 2011, 690). 

Relevant News in Print Advertising 

Relevant news is the information about a product or service that is valuable to customers 

in order to make decisions (Schlinger 1979). According to Hwang, Yoon, and Park 

(2011), the relevant news in advertising can include advantages of a product or service, 

unknown information, the products’ impact on consumers’ lives or success, as well as 

the uniqueness that would allow a competitive advantage. 

Empathy in Print Advertising 

Empathy is the emotional state viewers feel when connected to a print advertisement 

through celebrities or creative works (Abrams and Harpham 2011). According to Huyn, 

Kim and Lee (2011), when viewers empathised with a print advertisement, they would 

imagine experiencing the product and feeling emotionally involved.  

Perceived Value  

Perceived value is the value in a consumer’s mind derived from utilitarian value and 

hedonic value of a product that generate a competitive advantage and a better 

understanding of customers (Gallarza and Saura 2006, 439). Previously, perceived value 

had been defined as customers’ overall perception and assessments of the uses and 

functions of a product or a service (Mandan, Hossein, and Furuzandeh 2012, 6). 
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Utilitarian Value 

Utilitarian value is the value derived from cognitive, instrumental, goal-oriented, and 

functional dimensions (Dhar and Wertenbroch 2000, 60). In other word, utilitarian value 

tends to be more task-oriented in order to satisfy the functional aspects of the product. 

Hedonic Value 

Hedonic value is the value generated from emotional and sensory experiences of 

aesthetic or sensual pleasure, fantasy, and excitement (Dhar and Wertenbroch 2000, 60). 

In other word, hedonic value tends to be more entertaining and fun involving 

gratification of the senses. 

Perceived Risk 

 Perceived risk is the level of uncertainty and the risk of expected loss from a product or 

service customers decide to purchase (Lim and Ting 2012, 167). In the case of private 

universities, perceived risk could be obtained by information on personal security, 

academic accreditation, and national and international college rankings (College Atlas 

2015). Moreover, perceived risk can be obtained by unrealistic, impersonal, irrelevant, 

and unsuitable feelings because there is no emotional connection between a customer 

and the product (Huyn, Kim, and Lee 2011). 

1.10 Organisation of the Study  

This thesis has five chapters and the following is the organisation of the study:  

Chapter 1: This chapter provides a general background of the research project, relevant 

information on the interests of the study, research problems, objectives, questions, 

scope, significance and operational definitions. 

Chapter 2: This chapter reviews the literature by analysing related theories and 

addressing how these theories help to explain the relationships between advertising 

dimensions, perceived value, perceived risk, and students’ enrolment. Moreover, this 

chapter provides a comprehensive review of important advertising dimensions that 
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enhance perceived value, minimise perceived risk, and thus lead to a student’s decision 

to enrol.  

Chapter 3: This chapter concentrates on developing the conceptual framework of the 

study by providing justification on how this model was designed and presenting the 

hypotheses development. 

Chapter 4: This chapter covers the research methodology of the study by stating the 

justifications for the research design, sample selection, sampling technique, instrument 

design, data collection, data presentation and data analysis employed in this study. 

Chapter 5:  This chapter represents the results of pilot study, sampling, demographic 

information, descriptive analysis, normality test, reliability test, validity test, and 

regression analysis.  

Chapter 6: This chapter discusses the results, provides a conclusion, implications, 

recommendations, the contribution of the study, and suggestions for future research. 

1.11 Conclusion of the Chapter  

This chapter has provided an overview of this study. It has discussed the relevant 

information with justifications for the interest of the study.  The research problem, 

research objectives, research questions, the scope of the study, and the research 

significance were all covered.  Moreover, the limitations of the study were emphasised 

and operational definitions were clearly defined. The next chapter will present the 

literature review. 
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CHAPTER 2: LITERATURE REVIEW 

 

2.1 Introduction  

This literature review is designed to explore the theoretical foundation underpinning the 

impact of advertising dimensions on customers’ perceived value, perceived risk, and 

their relationships toward consumers’ behaviours in various industries. The aims of this 

chapter are to review the relevant theories with rational arguments to provide additional 

insights forming the basis of this study. This chapter presents extensive research on 

factors those impact students’ enrolment, particularly advertising dimensions, perceived 

value, and perceived risk.  The first part of the chapter focuses on the review of the 

fundamental research streams. The second part focuses on the review of literature 

related to the antecedent of student enrolment. The final part is the synthesis of the parts 

one and two.  

2.2 Review of the Fundamental Research Streams  

This section provides the background of the research study, the theoretical foundation 

for the study, which is the Stimulus Response Theory - the nature of higher education as 

a service, student enrolment, and higher education advertising to recruit students.  

2.2.1 Grounding Theory 

Stimulus Response Theory 

The stimulus response theory is based on the assumption that human behaviour is 

learned and manipulated (Kim and Lennon 2013). The stimulus and response theory 

mainly focuses on the causal relationship and can be regarded as the foundation stone on 

which customers build our behavioural model (La, Kuber, and Edwards 2013). A 

stimulus is the influence which brings and evokes an identifiable response (Khushaba et 

al. 2013). A stimulus can enact new behaviour, change existing behaviour, and reduce or 
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eliminate the behaviour (Jüttner et al. 2013). Most customers tend to use their own self-

awareness, imagination, conscience, and independent wills to decide the strength of a 

stimulus (Kim and Lennon 2013).  A response is that human behaviour which is caused 

or evoked by an identifiable stimulus (Van and Thomas. 2013). The response can be 

negative reinforcement and positive reinforcement (Foxall 2014).  

According to Foxall (2014), the association between stimulus and response relies on the 

strength of the stimulus (which are relevant news and empathy in print advertising), the 

nature of the stimulus (which is the nature of print advertising on students’ enrolment), 

the perceived value and relevance of the stimulus (which are utilitarian value and 

hedonic value), the person who the stimulus is applied (students). Promotion is one of 

marketing stimuli that impacts buyer behaviour. Thus, marketing management tries to 

figure out what in the consumers’ mind, how customers perceive stimuli, the decision 

making process, and what buying behaviour is undertaken (Möller 2013).  

This study fully applied this theory to generate the conceptual model. In this study, print 

advertising stimuli were relevant news and empathy. Relevant new utilised verbal to 

generate verbal comprehension response. If this relevant news was favourable to 

students, it could reinforce positive cognitive response, created positive utilitarian value, 

and reduced the perceived risk. Moreover, based on the strength of relevant news, the 

nature of that relevant news, and the characteristics of potential students, students would 

decide whether to enrol in a private university or not.  At the same time, empathy 

utilised visual to generate imagery response. If these empathetic elements were 

favourable, they might reinforce a student’s visual pleasant feeling and finally might 

help him to decide whether to enrol in a private university in Vietnam or not.  Figure 2-1 

shows the application of the stimulus response theory of this study.  
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Figure 2-1: Advertising Response Model for Present Study 

2.2.2 Universities in Vietnam  

The higher education system in Vietnam has experienced dramatic reforms in the 

number of students’ enrolment and the trend of studying abroad over the last decade. 

The first change is on the number of enrolments at the tertiary level. According to Clark 

(2014), there is a 25% increase in college student enrolment in 2014 compared to 2013. 

He also pointed out that there were 234 universities operating under The Ministry of 

Education and Training to satisfy the needs of 1,252,400 students’ enrolment (account 

for 62% university undergraduate students). The second major change is the mobility of 

Vietnamese students studying abroad in Australia, the United States of America, 

England, Singapore, and China. To embellish the above point, Australia had the largest 

Vietnamese student population with 22,550 students, followed by the United States of 

America with 16,098 students (Turauskis 2014).   If these numbers still grow, it can be 

predicted that this issue will become a potential threat to private universities in Vietnam.   

While most public universities in Vietnam are usually overwhelmed by applicants, 

private universities have to strive hard to get enough students. According to Johnston 

(2010, 15), due to the highly competitive environment, private universities nowadays 

face a great challenge to recruit sufficient students annually and this trend is prone to 

become increasingly severe. Atarah and Peprah (2014, 55) also pointed out the severe 

competition among private universities. Moreover, in the case of Kenya, according to 

Waruru (2013), private universities had to face intense competitions on students’ 

enrolment, with only 20% of total students enrolled. In the Vietnamese context, public 

universities are the first choice of most Vietnamese students since they have higher 

rankings and credibility in Vietnam as well as lower tuition fees (Vietnam News 2013). 
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Therefore, private universities in Vietnam were recommended to spend large budgets on 

media and other communication channels to raise students’ enrolment (Vietnam News 

2013).  

Against this backdrop, the challenge is to raise the effective advertising strategies to 

increase students’ enrolment in private universities. The main function of advertising is 

to ensure the best quality of information flow for potential students to understand the 

university programmes. Thus, some institutions decided to advertise heavily in 

broadcast media, and printed media to attract more students (Waruru, 2013). 

Khammavong, Pimpa, and Rametse (2014) concluded in their research that advertising 

was crucial in enhancing students’ enrolment. This conclusion is consistent with the 

finding of Kittle (2000, 45) that advertising was an essentially controlled channel in 

communicating universities’ messages and thus it became the main tool in higher 

education integrated marketing communication. Studied marketing of higher education 

institutes in Vietnam, Mai & Thorpe (2015) suggested universities using advertising to 

gain more enrolments from undergraduate students. In the case of private universities in 

Ghana, Atarah and Peprah (2014); and Bamfo and Atara (2013) supported the argument 

on the imperative need of advertising to strengthen universities’ message and to obtain 

more students’ enrolment.  

Understanding media preferences and how to use advertising strategies effectively and 

efficiently in private universities are very important for marketers in the education sector 

to know current media trends and reach their potential customers. This is why this 

research will study the impact of advertising dimensions on students’ perceived value, 

and risk, and students’ enrolment in private universities in Vietnam. 

2.2.3 Studies of Print Advertising in Higher Education  

Private universities deliver education, and education is considered as a service which is 

characterised as an intangible, heterogeneous, perishable product (Armstrong and Kotler 

2006; Cusumano 2015). In other words, tertiary education is a pure service, which is 

unable to be perceived, felt, or tested in advance. This service is also associated with 

risks that hinder the process of communicating services to potential customers (Ahmed 
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et al. 2002). Specifically, according to (Srikatanyoo and Gnoth 2002), it is very difficult 

for students to physically evaluate higher education programs. Thus, advertising for 

tertiary education needs to be created in a thoughtful and informative manner as well as 

conducted in an attractive, cultivated, and graceful manner to engage students 

(Jugenheimer 1995). Klassen (2001) also claimed there were many print advertising 

portraying images of higher education as “Lots of Fun, Not Much Work, and No 

Hassles” to attempt to reduce students’ perceived risk. 

Prior research has emphasised print advertising as a significant integrated marketing tool 

in higher education (Akanbi et al. 2011; Jansen and Brenn-White 2011; Van Dusen 

2014; Micu and Moraru 2014; Prendergast and Yi-Zheng 2015; Papadimitriou and 

Gerardo 2015; Tucciarone 2015). These nine studies have examined print advertising 

and its impact on student college choices and found strong positive influences of 

advertising on student enrolment. Specifically, prior research has identified the use of 

advertising in higher education around the world. Akanbi, Omotesho, and Ayinde 

(2011) emphasised the main aims of print advertising is to make known the availability 

of a product or a service offered to the target customers. Consequently, it might enhance 

consumers’ awareness, increase positive attitudes, and allow a faster decision-making 

process toward the product (Ayanwale et al. 2005). Print advertising is also important in 

higher education marketing since it can create attentions, persuade, and remind students 

and parents of academic courses and other important news (Cusumano, Kahl and Suarez 

2015). Print advertising can also highlight competitive advantages and benefits students 

can only receive from the advertised university (Bonne and Kurtz 2001; Toma 2007).  

Jansen and Brenn-White (2011) also claimed print advertising can enhance images and 

visibility of a university in a particular geographic area. Moreover, print advertising can 

support a university to increase prestige (Jugenheimer 1995; Brewer et al. 2002).  

However, higher education marketers also face some problems when promoting 

education through print advertising. According to Jugenheimer (1995), the credibility of 

advertising is a major concern since many students still believe there are misleading and 

dishonest claims in print advertising. Moreover, while print advertising can deliver 

messages to the right hands of those who cannot be visited or received in person, print 
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advertising cost is high and results are uncertain, and difficult to measure (Jugenheimer 

and White 1991). In fact, it is not unusual for some private universities nowadays to 

spend over a million dollars annually on advertising to recruit students, print advertising 

may still be able to reach far more potential students, generate positive opinions, provide 

student with relevant and sufficient information to facilitate their decisions to enrol 

(Jugenheimer 1995).    

2.2.4 Students’ Enrolment 

Student enrolment is a customer’s behaviour taken after carefully evaluating losses and 

gains under risk (Chan-Ling et al. 2008). Print advertising should visualise customers’ 

desired outcomes of the products and help them to reduce any uncertainties, and their 

behaviour will be guided accordingly.  

There have been several studies on the determinants that affect student enrolment 

(Peggy and Galbraith 2016; Wilkinson 2015; Addi-Raccah and Israelashvili 2014). 

Watjatrakul (2014, 676) identified factors influencing student college choice at private 

universities such as students’ perceptions (university reputation), information access 

from media, the learning environment, course design, and graduate successes. Lai, 

Gibson, and Muthaly (2014, 590) also researched on the attributes affecting student 

enrolment: parents, and friends, college publications, proactive communication, and 

passive advertising. Gautam (2011, 66) also pointed out the four main determinants of 

students’ enrolment, which were advertisements, publicity, a school’s appearance and 

public relations. In addition, according to Mai and Thorpe (2015, 681), there are six 

factors affecting student enrolment in Vietnam facilities and services; academic and 

non-academic programmes; tuition fees; offline and online information; and 

communication tools. Those tools play a crucial role in allowing students to explore, 

analyse, and access information regarding their choice of private universities. 

Bamfo and Atara (2013, 268) researched the role of advertising, public relations, and 

sales promotion on student enrolment in Ghana. Štefko, Fedorko, and Bačík (2015) 

pointed out the role of advertising in constructing the image of a private university and 

motivating students to enrol. Šula and Banyár (2015) emphasised that innovative 
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advertising can be considered as an effective tool to generate a positive image of a 

university and enhance its competitive advantages. Table 2-1 summarises selected 

empirical studies of student enrolment. 

Table 2-1: Selected Empirical Studies of Student Enrolment 

Study Variables Studied Key Findings 

Peggy and 

Galbraith 

(2016) 

Student enrolment 

Institutional research 

Marketing  

Reputations  

a. Peggy and Galbraith (2016) confirmed the 

importance of a marketing approach to 

promote tertiary education and attract 

prospective students. Print media were the 

most effective promotional activity.  

Wilkinson (2015) Student enrolment 

Perceived risk  

a. Safety concerns were perceived as a factor 

by the potential students so it is highly 

important for universities to propose risk 

management policies for students to eliminate 

perceived risk. 

Štefko, Fedorko, 

and Bačík (2015) 

Student enrolment  

Advertising  

a. Štefko, Fedorko, and Bačík (2015) pointed 

out the role of advertising in constructing a 

positive image of a private university and 

motivating students to enrol. 

Addi-Raccah and 

Israelashvili 

(2014) 

Student enrolment  

Personal traits  

a. Personality traits such as self-confidence and 

determination in determining success in life 

are significant for students’ decision to enrol.  

Angelopulo 

(2013) 

Student enrolment 

Academically 

excellent  

Expensive quality 

education. 

a. One key driver of students’ enrolment is 

academic excellence. Students will consider 

whether the university is highly respected, 

prepares students for the real world, lecturers’ 

academic knowledge is excellent; university 

research reflects the latest knowledge in the 

subject area.  

b. Another key driver of students’ enrolment is 

the cost of education. Students will consider 

whether they like the campus, the university 

provides students modern facilities and good 

teaching quality at a reasonable price.  

Kongolo (2012)  Student enrolment 

Focus on students 

Marketing strategies 

a. Student’ perspectives, demands, and need 

are the most essential factors when offering a 

university program. Specifically, a university 

must understand the factors influencing 

students’ college–choice: the students’ 

background characteristics, academic 

environment factors, and institution attributes.    

b. Improving access to information is a 

significant attribute for enrolment’s growth. 
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Hedges (2011) Students’ enrolment  

Social structure 

Habitus  

a. The findings of this study showed the 

importance of self-esteem and personal growth 

in enhancing students’ decisions to enrol in a 

university.   

b. Expectations and the closeness of fit, and an 

individual's habit are the key drivers of 

students’ enrolment.  

2.3 The Antecedent of Students’ Enrolment 

Based on the discussion of theoretical foundation and a comprehensive review of 

academic literature pertinent to student enrolment and its antecedent factors, four 

variables have been identified for further investigation. Specifically, this section 

provides comprehensive empirical and conceptual supports from the relevant academic 

literature. 

2.3.1 Evaluative Dimensions of Print Advertising 

Schlinger (1979) suggested six complex advertising dimensions such as relevant news, 

brand reinforcement, entertainment, empathetic elements, familiarity, and confusion 

after reviewing the consumers’ subjective value. According to Strasheim et al. (2007), 

these evaluative dimensions were confirmed through the reliability test in later studies 

and thus widely accepted. The review of the relevant literature shows that no study has 

examined evaluative dimensions of advertising and its impact on students’ perceived 

value and students’ perceived risk.  

The Evaluative Dimension of Relevant News in Print Advertising 

Historically, relevant news in print advertising has been considered having a significant 

impact on customers’ perceived value and perceived risk (Petty, Cacioppo, and 

Schumann 1983; Nelson 1974; Reilly and Hassett 1998; and Ducoffe 1996). Until now, 

many studies still found a significant influence of relevant news (Huyn, Kim and Lee 

2011; Mandan, Hossein, and Furuzandeh 2012; Anderson and Renault 2006). 

Specifically, Huyn, Kim and Lee (2011) investigated the influence of advertising 

dimension on emotional responses, utilitarian value, and hedonic value in the chain 

restaurant industry. It was proposed that there were strong relationships between these 
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variables. The research concluded relevant news was rated as the highest influential 

factor than any other advertising dimensions. This suggests relevant news has a strong 

impact on generating more positive cognitive responses from customers and a product 

with more utilitarian value. Thus, the researchers suggested relevant news deserves 

more careful attention in creating effective advertisements. The relevant news of this 

study also supports the Anderson and Renault (2006) study, which focused on important 

advertising contents. Another research study extends support from a different context to 

investigate the relationships between relevant news and customer cognitive satisfaction. 

Mandan, Hossein, and Furuzandeh (2012) asserted the strong link between these 

variables. Various researchers in the 1980s and 1990s likewise supported the contention 

relevant news in advertising significantly affects utilitarian value (Holbrook and Batra 

1987; Lazarus 1982; Olney et al. 1991; Schlinger 1979; Stout and Leckenby 1986). 

Thus, Huyn, Kim and Lee (2011) emphasised the importance of including information 

on services, facilities, product advantages, and product uniqueness to create effective 

advertisements. The study by Huyn, Kim and Lee (2011) was precise in examining the 

impact of relevant news on customers’ perceived value. Gibbs and Dean (2015) also 

emphasised the relationship between positive utilitarian value and information sources 

for students’ enrolment in higher education institutions. Brech (2016) emphasised the 

importance of relevant news on cognitive judgement. The more information provided to 

students, the easier the decision making process.  This, in turn, implies the crucial 

impacts of this dimension and so will be worthwhile to examine.  

After identifying all the needs and expectations from a university, students will evaluate 

all the relevant news such as university programs, faculty, facilities, reputation, 

accreditation, and other important information. Advertising delivers information so 

consumers can easily make deliberate considerations before purchasing products. The 

prior information affects customers’ decisions and their buying behaviour. Thus, 

previous studies were thoroughly implemented to answer the question: “What elements 

should be included in advertising?” The information is mostly from external sources to 

help students answer all their questions, and concerns (Menon et al. 2007). The amount 

of information needed depends on the level of each student’s need and involvement. 

According to the Elaboration Likelihood Theory, students with high elaboration needs 
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will require a lot of information to consider carefully before deciding confidently to 

enrol in any university. The information gathering is very crucial to high-involvement 

students since the decision to choose the right university impacts greatly their future 

prospects (Drummond 2004; Al-Fattal 2010). According to Bamfo and Atara (2013), 

information provided by advertising is the most effective way to trigger cognitive 

appraisals (utilitarian value) from students, and create a positive attitude towards the 

brand. 

Humans can be motivated extrinsically when there are separate outcomes from 

performing an activity. These outcomes can be visualised through related information on 

the utilitarian benefits provided by advertisements. The utilitarian benefits of its 

conveniences, various product offerings, opportunities, and the quality of the product 

then leads to the generation of utilitarian value (Ballantine 2005; Rintamaki et al. 2007). 

Table 2-2 summarises selected empirical studies of students’ enrolment.  

Table 2-2: Selected Empirical Studies of Relevant News in Advertising 

Study 

Variables 

Studied Key Findings 

Brech (2016) Relevant news  

Utilitarian value 

a. Brech (2016) emphasised the importance of 

relevant news on cognitive judgement. The more 

information provided to students, the easier the 

decision making process.  

Gibbs and Dean 

(2015) 

Relevant news  

Utilitarian value 

a. Gibbs and Dean (2015) pointed out the 

relationship between positive utilitarian value and 

information sources for students’ enrolment in 

higher education institutions.  

Bamfo and Atara 

(2013) 

Relevant news  

Utilitarian value 

a. Information provided by advertising is the most 

effective way to trigger cognitive appraisals 

(utilitarian value) from students, and create a 

positive attitude towards the brand. 

Mandan, Hossein, 

and Furuzandeh 

(2012) 

Relevant news  

Utilitarian value 

a. There are very strong relationships between 

relevant news and customers’ cognitive satisfaction.  

Huyn, Kim, and 

Lee (2011) 

Relevant news  

Utilitarian value 

a. Relevant news in print advertising strongly 

influenced utilitarian value. Relevant news has a 

significant impact on generating more positive 

cognitive responses from customers and more 

utilitarian value for the product.  

b. Relevant news was rated as the greatest 

influential factor of any advertising dimensions. 

The importance of including information on 

services, facilities, product advantages, and product 



28 
 

uniqueness to create effective advertisements. 

Al-Fattal (2010) Relevant news  

Utilitarian value 

a. The information gathering is very crucial to high-

involvement students since the decision to choose 

the right university impacts greatly on their future 

prospects 

Menon et al. 

(2007) 

Relevant news  

Utilitarian value 

a. After identifying all the needs and expectations 

from a university, students will search for all the 

relevant news such as university programs, faculty, 

and facilities, reputation, accreditation, and other 

important information. Then, relevant news is 

mostly from external sources that help students 

answer their questions, and concerns and generates 

cognitive responses.  

Rintamaki et al. 

(2007) 

Relevant news  

Utilitarian value 

a. Utilitarian benefits of its convenience, various 

product offerings, opportunities, and the quality of 

the products then leads to the generation of 

utilitarian value. 

Anderson and 

Renault (2006) 

Relevant news  

Utilitarian value 

a. The researchers suggested relevant news 

deserves careful attention when creating effective 

advertisements. 

 

The Evaluative Dimension of Stimulation in Print Advertising 

In addition, Huyn, Kim, and Lee (2011) indicated the significant impact of the 

stimulation in advertising on emotional responses from the viewers. Historically, many 

researchers concluded the entertainment and humorous element in advertisements could 

easily capture the customers’ attention (Sternthal and Craig 1973; Geuens and De-

Pelsmacker 1998; Dean and Biswas 2001). The stimulated elements in an advertisement 

can generate positive feelings and induce positive emotional responses from potential 

customers. Thus, Huyn, Kim, and Lee (2011) and Spotts et al. (1997) recommended 

creating pleasurable, enjoyable, fun advertisement for customers to watch, to experience 

pleasure, and to embed the advertisements in their minds. Table 2-3 summarises selected 

empirical studies of stimulation in print advertising. 

Table 2-3: Selected Empirical Studies of Stimulation in Advertising 

Study Variables Studied Key Findings 

Huyn, Kim, and 

Lee (2011) 

Stimulation in print advertising  

Emotional responses from 

viewers. 

There was significant effect from the 

stimulations in advertising on emotional 

responses of the viewers. 

Dean and 
Biswas (2001) 

Stimulation in print advertising  
Emotional responses from 

viewers. 

Entertaining and humorous elements in 
advertisements can easily capture the 

customers’ attention 
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Spotts et al. 

(1997) 

Stimulation in print advertising  

Emotional responses from 

viewers. 

It is recommended to create pleasurable, 

enjoyable, fun advertisement for 

customers to watch, to experience 

pleasure, and to embed the 

advertisements in their minds 

 

The Evaluative Dimension of Empathy in Print Advertising 

Previous studies found a significant influence of empathy on the customers’ perceived 

value and perceived risk (Stout and Leckenby 1986; Escalas and Stern 2003; Basil, 

Ridgway, and Basil 2008). Huyn, Kim, Lee (2011) also provided strong support for 

empathy on enhancing emotion from the potential customers. Their empirical findings 

revealed that when customers empathised with an advertisement, they are more likely to 

generate emotional involvement, and positive beliefs about the product or se  rvice. 

They additionally emphasised it is essential to know what potential customers want to 

experience in their real life, what can give them joy, and what can reflect their true 

interests. These findings also support Abrams, Howard, and Harpham (2011) view that 

the dimension of empathy in advertising plays an important role in maximising 

advertising effectiveness. Kezar and Bernstein-Sierra (2016) pointed out corporate 

advertisement such as promotional booklets and brochures are more visually appealing, 

and empathetic to capture students. 

Empathy is an ability to feel the emotional value of an event, or an object (Eisenberg 

and Strayer 1987). The empathetic element is one of the most important elements in 

effective advertising. Empathetic advertisements require understandings students’ 

feelings, their needs, and what they take pleasure in. Moreover, customers are attracted 

to visuals, and activities rather than words, and figures. Thus, the functional benefits can 

be similar but the emotional elements make a difference, and embed into the memory 

for a longer period of time (Mandan, Hossein, and Furuzandeh 2012). A great 

advertisement must contain empathetic elements, which engage people in what happens, 

enjoy the emotional moments, and feel an emotional connection shown in an 

advertisement (Tittle 2011). Atahan and Sarkar (2011) emphasised the important role of 

empathy in generating more hedonic value for a product. He suggested generating 

creative and enjoyable advertisement for customers, especially for those people who are 
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motivated intrinsically. Table 2-4 summarises selected empirical studies of empathy in 

print advertising. 

Table 2-4: Selected Empirical Studies of Empathy in Advertising 

Study Variables Studied Key Findings 

Kezar and  

Bernstein-

Sierra (2016) 

Empathy in print 

advertising  

Emotional responses 

from the viewers. 

a. Corporate advertisement such as promotional 

booklets and brochures are more visually appealing, 

and empathetic to capture students.  

Mandan, 

Hossein, and 

Furuzandeh 

(2012) 

Empathy in print 

advertising  

Emotional responses 

from the viewers. 

a. The functional benefits can be similar but 

empathetic elements make a difference, and embed 

into the memory for a longer period of time 

Huyn, Kim, 

Lee (2011) 

Empathy in print 

advertising  

Emotional responses 

from the viewers. 

a. There is a strong support of empathy on enhancing 

emotional arousals from potential customers.  

b. When customers empathise with an advertisement, 

they are more likely to generate emotional 

involvement, and positive beliefs about the product 

or service.  

c. To create empathetic advertisements, it is essential 

to know what potential customers want to experience 

in their real life, what can make them happy, and 

what can reflect their true interests. 

Abrams, 

Howard, and 

Harpham 

(2011) 

Empathy in print 

advertising  

Emotional responses 

from the viewers. 

a. The dimension of empathy in advertising plays an 

important role in maximising advertising 

effectiveness. 

Tittle (2011) Empathy in print 

advertising  

Emotional responses 

from the viewers. 

a. A great advertisement must contain empathetic 

elements which engage people in what happens, 

enjoy the emotional moments, and feel an emotional 

connection shown in an advertisement 

Atahan and 

Sarkar (2011) 

Empathy in print 

advertising  

Emotional responses 

from the viewers. 

a. Empathy can play the dominant role in generating 

more hedonic value for a product, which includes a 

creative and enjoyable element to connect with 

people.  

 

The Evaluative Dimension of Familiarity in Print Advertising  

Huyn, Kim, and Lee (2011) claimed it is essential to have the dimension of advertising. 

They claimed customers tend to have positive emotional responses after experiencing a 

sense of familiarity. Therefore, they recommended showing the same advertisement 

campaign over a long period and scheduling spots at the same time every day. Moreover, 

according to Tellis (2003), repetitive advertising strategies can enhance the effectiveness 
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of a campaign, may generate a feeling of familiarity with a print advertisement, and 

ultimately enabling the ability to recall a brand name. Zajonc et al. (1974) also found 

support for this argument. In a different context, Schlinger (1979) revealed a negative 

relationship between familiarity and emotional reinforcement. Potential customers might 

feel bored and irritated when they are overexposed to the same advertisement. This 

implies that utilising familiarity is likely to induce negative emotions. Thus, it is 

necessary to have a further investigation on how familiarity in advertising can impact 

emotional responses from customers. Table 2-5 summarise selected empirical studies of 

familiarity in print advertising. 

Table 2-5: Selected Empirical Studies of Familiarity in Advertising 

Study Variables Studied Key Findings 

Huyn, Kim, 

and Lee 

(2011) 

Familiarity in print 

advertising  

Emotional responses 

from the viewers 

Customers tend to have positive emotional responses 

after experiencing a sense of familiarity. 

It is recommended showing the same advertisement 

campaign over a long period and scheduling spots at the 

same time every day.  

Tellis 

(2003) 

Familiarity in print 

advertising  

Emotional responses 

from the viewers 

Repetitive advertising strategies can enhance the 

effectiveness of a campaign and can generate a feeling 

of familiarity with a print advertisement 

Schlinger 

(1979) 

Familiarity in print 

advertising  

Emotional responses 

from the viewers 

Schlinger (1979) revealed a negative relationship 

between familiarity and emotional reinforcement. 

Potential customers might feel bored and irritated when 

they are overexposed to the same advertisement 

Zajonc et al. 

(1974) 

Familiarity in print 

advertising  

Emotional responses 

from the viewers 

Repetitive advertising strategies can enhance recall of 

the brand name.  

 

The Evaluative Dimension of Reinforcement in Print Advertising 

Huyn, Kim, and Lee (2011) revealed that there was no significant impact between brand 

reinforcement and patrons’ perceived value while many previous researchers believed 

there were strong relationships between these two variables and consequently many 

marketers pay more attention to building brand image (Aaker et al. 1986; Keller, 1999; 

Stout and Leckenby 1986; Stout and Rust 1993). The main interpretation of these 
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contrasting claims is due to differences in personal preference (Huyn, Kim, and Lee 

2011). Table 2-6 summarises empirical studies of reinforcement in print advertising. 

Table 2-6: Selected Empirical Studies of Reinforcement in Advertising 

Study Variables Studied Key Findings 

Huyn, Kim, and 

Lee (2011) 

Reinforcement in print 

advertising  

Emotional responses from the 

viewers 

There was no significant impact between 

brand reinforcement and patrons’ 

perceived value because each customer 

has different personal preference. 

Keller (1999) Reinforcement in print 

advertising  

Emotional responses from the 

viewers 

It is recommended for many marketers to 

pay more attention to build brand images 

 

The Evaluative Dimension of Confusion in Print Advertising 

The finding of the Huyn, Kim, and Lee (2011) study showed the confusion dimension 

does not influence on the perceived value in the chain restaurant context. Nonetheless, 

this finding is inconsistent with the existing theoretical background on the relationships 

between these variables generated by Ellsworth (2003); and Horowitz and Reidbord 

(1992) who claimed the important role of this dimension in mitigating feelings of 

perplexity and/or irritation. Huyn, Kim, and Lee (2011) observed that only complex 

advertisements with significant amounts of information could cause great confusions in 

the viewers. Table 2-7 summarises empirical studies of reinforcement in print 

advertising. 

Table 2-7: Selected Empirical Studies of Confusion in Advertising 

Study Variables Studied Key Findings 

Huyn, Kim, and 

Lee (2011) 

Confusion in print advertising 

Emotional responses from the 

viewers. 

The confusion dimension of 

advertising does not influence on the 

perceived value in the chain restaurant 

context. 

Only complex advertisements with 

information can cause great confusions 

in the viewers. 

Ellsworth 

(2003) 

Confusion in print advertising 

Emotional responses from the 

viewers. 

Ellsworth (2003) claimed the 

important role of that dimension was 

to mitigate feelings of perplexity 

and/or irritation. 
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2.3.2 Perceived Value  

Perceived value is the customers’ perceptions of the uses of a product or services, and 

what value the product actually provides and what value consumers actually receive 

(Zeithaml 1988). The discrepancies in perceived value happen between perceived 

benefits and perceived sacrifices (Lai and Chen 2011).   

There are two classifications of motivation in the Cognitive Evaluation Theory - 

extrinsic and intrinsic motivation. According to Rogers (1995), both factors effect on 

perceived value and behavioural intention. Customers use cognitive and affective 

elements to make evaluations based on both utilitarian value and hedonic benefits.  

Consumers will make a decision to enrol based on both utilitarian value, and hedonic 

value (Childers et al. 2001, 421- 422). Forsythe et al. (2006) created a scale 

measurement between perceived gains and losses. They drew a conclusion that 

utilitarian benefits are more important than hedonic benefits. Hence, it can be inferred 

that, for example, when online shopping, extrinsic motivation is more powerful than 

intrinsic motivation. Thus, students with higher utilitarian motivations can perceive 

greater value of an advertisement than students with other motivations. This value has 

motivated consumers toward buying a product (Petrick 2002; Yang and Peterson 2004; 

Overby and Eun-Ju Lee 2006).  

Hedonic value occurs when customers actually interact dynamically with brands.  

Dynamic interaction is a crucial requisite for hedonic arousal. However, an educational 

product could not be touched, smelled, or tasted (Childers et al. 2001, 421-422). 

Students are only able to recognize and understand educational services through pictures 

and information provided by a particular university. Students may decide to enrol in a 

private university, but the actual usage of the educational service occurs after the day of 

enrolment. Thus, hedonic value is harder to create than utilitarian value. Previous 

literature also emphasised that hedonic motives are the key player in shaping the attitude 

towards online shopping. For instance, Childers et al. (2001) confirmed both cognitive 

and hedonic motives are significant attributes of customers’ behaviours. In brief, it can 
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be inferred that with tangible products, hedonic value can be more powerful but with an 

intangible product, utilitarian value is dominant. 

Utilitarian Value 

Utilitarian value is gained from functional benefits and the cognitive usefulness of a 

product is the extrinsic motivation. The level of cognitive usefulness of the product 

depends on the level of satisfying expectancy and measuring the amount of extrinsic 

motivation. Specifically, individuals will judge the level of desirable usefulness on their 

desire to be involved in an activity due to external rewards, their ability to accomplish 

the task, or the functional quality of a product (Venkatesh et al. 2003). The human mind 

automatically cognitively assesses the excellence or superior quality of the product to 

generate appropriate utilitarian value to a product (Zeithaml 1988). In other words, all 

the information on product quality and product usefulness will be utilised to create 

utilitarian value based on customer needs. Hazelkorn (2015) emphasised the impact of 

utilitarian value on students’ enrolment. 

Utilitarian value is very relevant for the functional benefits of enrolling in a university 

since utilitarian value assesses the specific use of a product deliberately and gives 

thorough consideration before actual buying (Hoffman and Novak 1996). Utilitarian 

value enhances the process of cognitive analysis of attitude, especially the amount of 

value received compared to the amount of money spent (Zeithaml 1988). Moreover, 

products can be judged by their convenience and time saving to conserve temporal and 

psychological resources (Grewal et al. 2003).  

According to Chiu et al. (2012), people have a tendency to choose an alternative to the 

highest utilitarian value. Woodside (2004) emphasised that positive cognitive response 

from the benefits of consuming products can create desired consequences to utilitarian 

value.  Table 2-8 summarised empirical studies of utilitarian value in advertising. 
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Table 2-8: Selected Empirical Studies Utilitarian Value in Advertising 

Study Variables Studied Key Findings 

Hazelkorn 

(2015) 

Utilitarian value  

Students’ enrolment.  

Hazelkorn (2015) emphasised the 

impact of utilitarian value on students’ 

enrolment.  

Chiu et al. 

(2012) 

Utilitarian value  

Students’ enrolment. 

People have a tendency to choose an 

alternative to the highest utilitarian 

value. 

Woodside 

(2004) 

Utilitarian value  

Students’ enrolment. 

A positive cognitive response from the 

benefits of consuming products can 

create desired consequences to 

utilitarian value.    

Venkatesh et al. 

(2003) 

Utilitarian value  

Students’ enrolment. 

The level of cognitive usefulness of the 

product depends on the level of 

satisfying expectancy and measuring 

the amount of extrinsic motivation 

Grewal et al. 

(2003) 

Utilitarian value  

Students’ enrolment. 

Utilitarian value enhances the process 

of cognitive analysis of attitude, 

especially the amount of value received 

compared to the amount of money 

spent 

Zeithaml (1988) Utilitarian value  

Students’ enrolment. 

The human mind automatically 

cognitively assesses the excellence of 

the superior product to generate 

appropriate utilitarian value to a 

product.  

 

Hedonic Value 

Hedonic value is gained by enjoyment of or empathy of a product, which is the intrinsic 

motivation (Kim 2007). In other words, people are motivated intrinsically by 

experiencing pleasure and joy. This emotional value derived from feelings or an 

affective state is called its hedonic value (Sweeney and Soutar 2001).  Hedonic value 

assesses thoroughly the experiential benefits, especially entertainment and escapism 

(Overby and Lee 2006). According to Batin et al. (1994), the appreciation of the 

experience from hedonic value is often more important than the instrumental benefits of 

a product gained through the utilitarian value. An entertainment feeling from hedonic 

value meets the expectations of consumers and is recognised as an essential element in 

many industries (Kim 2007).  In his conclusion, Sarkar (2011, 64) emphasised the 

importance of hedonic value in attracting and retaining customers who are hedonic 
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motivated, and intrinsically motivated. Table 2-9 summarises empirical studies of 

hedonic value in advertising. 

Table 2-9: Selected Empirical Studies of Hedonic Value in Advertising 

Study Variables Studied Key Findings 

Sarkar (2011) Hedonic value  

Customers’ behavioural 

intentions. 

Hedonic value plays an important role in 

attracting and retaining customers who are 

hedonically motivated, and intrinsically 

motivated. 

Kim (2007) Hedonic value  

Customers’ behavioural 

intentions 

Hedonic value is gained by enjoyment, and 

empathy of a product, this is referred to as 

intrinsic motivation. 

Entertainments from hedonic value meets the 

expectations of consumers and are recognised 

as an essential element in many industries.  

Overby and Lee 

(2006) 

Hedonic value  

Customers’ behavioural 

intentions 

Hedonic value thoroughly assesses the 

experiential benefits, especially entertainment 

and escapism.  

Sweeney and 

Soutar (2001) 

Hedonic value  

Customers’ behavioural 

intentions. 

Hedonic value is derived from the emotional 

value, feelings or affective state  

 

2.3.3 Perceived Risk  

Perceived risk is a major determinant that affects customers’ behaviour. Sarkar (2011) 

claimed perceived risk needed to be reduced or eliminated to change customers’ 

behaviour. The level of risk and uncertainty can be both rational and non-rational. 

People usually have to make decisions with risks, which are usually derived from lack 

of important informational and emotional stimulus.  According to Chiu et al. (2014), 

people not only have concerns about what they will gain, but also what they might lose 

when making a decision. Any perceived risks would negatively impact on customers’ 

decision-making. They also pointed out that people prefer to choose a product with a 

higher certainty, but lower benefits, rather than a lower certainty but higher benefits. 

Abdellaoui, Bleichrodt and L’Haridon (2008) claimed that the psychological pain 

gained from losses is doubly powerful compared to the pleasures gained from benefits.  

According to Forsythe et al. (2006), there are broadly five types of perceived risks: 

financial risk, performance risk, physical risk, social risk, and psychological risk. 



37 
 

Financial risk is the perceived loss of money and consumers’ perceived insecurity. For 

instance, students pay the tuition fee but private universities might latter close, or for 

some reason the university cannot issue a degree. Performance risk is related to the 

expectation on future performance of the product. For example, the teaching quality is 

not as good as advertised and lecturers are not qualified. Physical risk might be job 

opportunities after graduation or students cannot adapt to university life. Social risk is 

about social acceptance. According to Bhatnagar and Ghosh (2004), the risks from 

product performance and costs are the most important determinants and closely 

associated with customers’ intention behaviours. Therefore, these types of perceived 

risks in any decision-making are the major causes of cognitive dissonance in customers. 

Moreover, it is a common belief an individual with a higher utilitarian motivation can 

recognise more risks than individual with a higher hedonic motivation can.  However, 

Sarkar, Karan, and Pradhan (2011) claimed when the perceived risk is high, it will be 

more difficult to persuade people with hedonic motivation (intrinsic motivation) since 

they do not read the facts. The main reason might be that extrinsically motivated people 

are more attracted to rewards and external factors. Thus, they tend to eliminate the 

cognitive dissonance by changing their beliefs of perceived risk and consequently, their 

beliefs and their behaviour can be consonant. Similar to high-elaborated people, they 

will try to search for the truth from various sources. However, low-elaborated people 

will obtain information from negative sources and digest that information. Table 2-10 

summarises empirical studies of perceived risk in advertising. 
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Table 2-10: Selected Empirical Studies of Perceived Risk in Advertising 

Study Variables Studied Key Findings 

Chiu et al. (2014) Perceived risk  

Customers’ behavioural  

intentions 

People are not only concerned about what 

they will gain, but also what they might 

lose. Those perceived risks would 

negatively impact on customers’ decision-

making. 

People usually have to make decisions 

with some risks, which are usually derived 

from lack of important informational and 

emotional impact. 

Sarkar (2011) Perceived risk  

Customers’ behavioural  

intentions 

Perceived risk needs to be reduced or 

eliminated to change customers’ 

behaviours. 

People usually have to make decisions 

with some risks, which are usually derived 

from lack of important informational and 

emotional impact. 

Sarkar, Karan, and 

Pradhan (2011) 

Perceived risk  

Customers’ behavioural  

intentions 

When the perceived risk is high, it will be 

more difficult to persuade people with 

hedonic motivation (intrinsic motivation) 

since they are not concerned with the fact.  

Abdellaoui, 

Bleichrodt and 

L’Haridon (2008) 

Perceived risk  

Customers’ behavioural  

intentions 

The psychological pain as a result from 

loss is doubly powerful compared to the 

pleasures gained from benefits.  

 

Bhatnagar and 

Ghosh (2004) 

Perceived risk  

Customers’ behavioural  

intentions 

The product performance risks and 

financial risks are the most important 

determinants and closely associated with 

customers’ intention behaviour. 

 

2.4 Synthesis   

A number of conclusions can be drawn from the above discussion about student 

enrolment and its attributes. First, the cognitive dissonance theory provides a solution on 

how to mitigate perceived risk, to make consonance between customers’ beliefs and 

their actions.  However, there are limited prior empirical studies supporting these 

theories. Thus, these variables must be tested and analysed in a model to examine their 

impact on student enrolment. Second, despite the attention given to issues of perceived 

value and perceived risk drawn from several research areas such as hospitality, 

restaurant, and online shopping, a literature review has not yet been conducted in the 

educational sector, specifically for private universities in Vietnam. The previously cited 
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researchers provided the concepts, and empirical verification on the impact of 

advertising dimensions, perceived value, and perceived risk toward customers’ 

intentional behaviour. These variables such as relevant news, empathy, utilitarian value, 

hedonic value, perceived risk have all been used in recent studies (Lim 2015; Huyn, 

Kim, and Lee 2011; Grewal et al. 2003). While each of the reviewed studies 

demonstrates coherence and relationships with identified antecedents, these findings 

cannot be applied in the educational sector. Thus, this study is required to fill this 

knowledge and provide an empirical assessment that contributes to the understandings 

of those variables to the topic of students’ enrolment under such a framework.   

2.5 Conclusion of the Chapter 

This chapter provides a comprehensive review of the relevant literature showing there 

are many advertising dimensions in print advertising that help to enhance customers’ 

perceived value, and eliminate perceived risk.  As discussed in earlier sections, the 

advertising dimensions are relevant news and empathy. In addition, the literature reveals 

these advertising dimensions affect perceived value (utilitarian value and hedonic value) 

and perceive risk.  The link between perceived value, and perceived risk, and customers’ 

behaviour was also explored in this chapter. Thus, further discussion on the relationship 

between previous mentioned attributes and student enrolment will be included in the 

next chapter. Accordingly, the next chapter of this study proposes a comprehensive 

conceptual framework that incorporates the identified predictors of student enrolment 

along with hypothesised path relationships.  
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CHAPTER 3: CONCEPTUAL FRAMEWORK 

 

3.1 Overview  

This chapter discussed the development of the proposed conceptual framework, research 

variables, and the research hypothesis in detail. The research hypothesis discusses the 

relationship between independent variables and dependent variables. In addition, the 

variables are defined in this chapter.  

3.2 Conceptual Model 

The conceptual framework for this study is based on a previous study by Hyun, Kim and 

Lee (2011). Their conceptual framework integrates various evaluative dimensions of 

advertising that influence perceived value and finally lead to behavioural intentions. 

This theoretical framework was adopted since it was the only model that fully assesses 

all the advertising dimensions impacting customers’ perceptions on product value, and 

their behavioural intentions. Moreover, all the constructs of this model had high 

reliability (Cronbach’s Alpha values greater than 0.9) and validity (Huyn, Kim, and Lee 

2011). This conceptual framework comprises the purchasing intention (actually going to 

a restaurant) as a dependent variable, and perceived value (utilitarian value and hedonic 

value) generated by seven advertising dimensions from the existing literature. The 

advertising dimensions identified are relevant news, reinforcement, stimulation, 

empathy, familiarity, and confusion. The theoretical model is presented in Figure 3-1.  
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Modifications to the conceptual framework were proposed in order to accommodate the 

aims and the objectives of this study. The developed conceptual framework has been 

modified by investigating two evaluative dimensions of advertising, relevant news and 

empathy. The researcher found all the relevant news could be used to reinforce the 

brand. For example, relevant news in advertising can provide reasons why customers 

choose this brand, or think this brand is a dependable, reliable and good choice (Hwang, 

Yoon and Park 2011).  Moreover, Binet and Field (2009) found that empathetic 

advertisements could generate stimulation. An empathetic advertisement can capture a 

customers’ attention, generate excitements watching and listening to (Binet and Field 

2009). These two dimensions were empirically investigated to be the most significant 

dimensions (Hwang, Yoon and Park 2011; Binet and Field 2009; Huyn, Kim and Lee 

2011). Relevant news was found to be the most crucial evaluative dimensions of 

advertising and helps generate more positive cognitive responses. The above explains 

why these two evaluative dimensions of advertising were chosen for this study. 

Moreover, Binet and Field (2009) found the strong impact of both hedonic value and 

utilitarian value on customers’ behaviour. Briefly, the advertising dimensions (relevant 

Figure 3-1: Hyun, Kim and Lee Model (2011) 
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news and empathy) were investigated through their relations toward perceived value 

(hedonic value and utilitarian value). The conceptual framework is modified in this way 

to study the essential attributes that influence students’ decisions to enrol in a private 

university, which is in line with the research objectives. 

Four remaining advertising dimensions were removed from the model due to several 

reasons. First, dimension of stimulation focuses on the pleasurable, enjoyable, and fun 

aspects of an advertisement. The entertaining and humorous aspects of stimulation are 

not appropriate for higher education advertising but widely used in commercial 

advertising for entertaining products (Kotler 2012). Moreover, the stimulation 

dimension of advertising is more suitable for digital or website advertising rather than 

print advertising. Thus, the dimension of stimulation was removed. Second, brand 

reinforcement in print advertising aims to build a strong, positive, and unique brand 

association. However, customers usually have a negative perception about advertising as 

“exaggerated and dishonest” so even a truthful advertisement branding will not be 

appreciated and would be questioned (Lindstrom 2008). Specifically, higher education 

advertising in Vietnam has been criticised as “untrustworthy and misleading” by many 

credible newspapers (Police Newspaper 2015). Moreover, each student has different 

expectations and personal preferences so generating a common branding advertising 

strategy is inappropriate for all the students (Wells 2013). Thus, the dimension of brand 

reinforcement was removed. Third, the dimension of familiarity focus on generating 

repetitive advertising strategies is not appropriate for a one-time purchase product like 

education (Bernbach 2016). Thus, the dimension of familiarity was also removed. 

Fourth, the dimension of confusion only applies to complicated and excessive 

information such as technology, or medicine (Huyn, Kim, and Lee 2012). However, the 

information in the advertisement for a private university is simple and straightforward. 

Thus, the dimension of confusion was also removed.  

In addition, a further modification adopted from Lim (2015) was made to address 

perceived risk as an important attribute that influences customers’ intentions. Moreover, 

this model investigated both perceived value and perceived risk with high reliability and 

validity.  Lim (2015) concluded that perceived risk has a strong negative impact on 
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intention to shop at online group buying sites. It was found that most customers tend to 

avoid purchasing risk-involved products, especially educated people. Choosing a right 

university are very important to their future life, thus, students take more precautions in 

making the right decision. Thus, the phenomenon of perceived risk is similar to the 

higher education industry.  

This study was developed because of the lack of existing research of the dimensions of 

advertising on perceived value, perceived risk, and student enrolment. Moreover, the 

competitive environment within private universities raised the need to study about the 

effectiveness of advertising.  Building on the literature review, the proposed conceptual 

framework of this study is shown in Figure 3-2. 

 

Figure 3-2: Proposed Conceptual Framework 

 

From the literature review, both relevant news and empathy have a positive influence on 

perceived value and perceived risk. Perceived value is the utilitarian value gained from 

in advertisements. Perceived value is also empirically proven to have a strong positive 

impact on student enrolment. Moreover, perceived risk can be minimised by the 

provision of relevant news and empathetic elements in advertisings. Perceived risk is 

also empirically proven to have a strong negative impact on student enrolment. The 

further explanations for hypotheses development is in Section 3.4.  

In general, this model can be divided into two smaller models. The first model tests the 

impact of relevant news and empathy in advertising on students perceived value and 

perceived risk. Thus, in the first model, relevant news and empathy are independent 

variables while perceive value and perceived risk are the dependent variable. The 

second model tests the impact of both perceived value and perceived risk on students’ 
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enrolment. Thus, in the second model, perceived value and perceived risk are 

independent variables while students’ enrolment is a dependent variable. 

3.3 Measurement Items of Each Variable  

According to Creswell (2014, 52), independent variables are the causing, influential, 

antecedent, and predictor variables affecting the outcomes. On the other hand, 

dependent variables can be the results, or consequences influenced by the independent 

variables (Creswell, 2014, 52).  

In the above conceptual framework, relevant news (which includes four items) and 

empathy (which includes three items) are independent variables since they all 

manipulate the degree of perceived value (utilitarian value, and hedonic value), and 

perceived risk. Perceived value (utilitarian value, which has 3 items and hedonic value, 

which has three items) are mediators because they are all influenced by relevant news, 

empathy, and influence students’ enrolment. Perceived risk (which includes five items) 

is also a mediator, which is influenced by relevant news, empathy, and influence 

students’ enrolment.  Student enrolment (which includes four items) is an outcome of 

enhancing perceived value and minimising perceived risk so this is a dependent value. 

The interval scale have been used to measure the variables since this scale is used to 

measure the Likert scale when there exists numerically equal distances (Malhotra 2012; 

Zikmund 2003). 

The independent variables are adopted from previous studies by Huyn, Kim, and Lee 

(2011) and Lim (2015). The dependent variables are adopted from Huyn, Kim, and Lee 

(2011). These items are re-organised in this way as to be applicable in the context of 

private universities in Vietnam. The definition and items for each variable are 

summarises in Table 3-1. 
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Table 3-1: Measurement Items of Each Variable  

Variables Measurable Items 

Relevant News Information about universities’ programme, universities’ securities, 

universities’ accreditation, college ranking, benefits and advantages to 

enrol 

Empathy Empathetic element: extracurricular activities, interested clubs, reflection 

of students’ interests and talents, creative and emotional content design, 

celebrity endorsement 

Utilitarian 

Value 

Satisfaction with students’ understandings before enrolling; the variety of 

information and opportunities’ options; updated and sufficient information 

Hedonic Value Feel excited, happy, and stimulated to fulfil interests and talents in the 

university. 

Visualisation of the university as the most wonderful place to meet 

celebrities, like-minded people. 

Unique, pleasing, and professional layout. 

Perceived Risk The value of the university does not match the cost paid 

The quality of education is different from the expectations and from the 

advertisement. The program might not provide enough knowledge and 

skills for my future works. 

The job opportunities after graduation 

Cannot adapt to the university life. 

Concerned about social accepted. I might not be accepted by my relatives 

and friends. 

Students’ 

Enrolment 

Satisfy with current enrolment 

Decide to enrol in this university in the future 

Recommend to friends 

Say positive things, and discuss the details of my university to others. 

(Source: Huyn, Kim, and Lee 2011; Lim 2015) 

3.4 Hypotheses Development  

This section provides six hypotheses formulated to answer the research questions.  

3.4.1 Relevant News in Print Advertising and Utilitarian Value 

Ismail, Hassan, and Sheriff (2015) confirmed the strong relationship between relevant 

news and perceived positive utilitarian value about an advertised university.  According 

to Anderson and Renault (2006, 98), one of the core functions of print advertising was 

to deliver important information about a product or a service for consumer to facilitate 

decision making and action stimulation. Hwang, Yoon, and Park (2011) also emphasised 

the function of a print advertising to inform customers about both the uses and 

advantages of a product or service, unknown information, the impact of a product on 

their lives or success, as well as the uniqueness that allows a competitive advantage. 
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Schumann and Thorson (2007, 210) argued that pre-purchase information played an 

important part in forming some cognitive thoughts on perceived value, and risks 

associated with products. Especially, print advertising is considered one of the largest 

sources of information (Warren et al., 2015).  For this reason, all relevant information or 

messages can trigger a cognitive appraisal and interpretations in a customers’ mind. The 

relevant news in print advertising could also help shape the cognitive responses in a 

customers’ mind that an advertised product is greater than its competitors in terms of 

enhancing their lives and providing more benefits (Bootwala, Lawrence, and Mali 2007, 

63). Brecht (2010) concluded that relevant information in print advertising helped shape 

the value of purchasing a product or a service.  Most print advertisements that are 

information-driven such as newspaper advertisements and magazine advertisements 

would be appropriate to activate the cognitive dimensions of students’ minds (Bronner 

and Velthoven 2008, 14). These print advertisements are inclined to provide customers 

useful and credible information, offer new knowledge, and properly answer their 

questions to form an informed decision. Wiswall and Zafar (2015) concluded students’ 

own future earnings depends highly on the cognitive perceived value from given 

accurate information of a university in print advertising. Thus, it is hypothesised that: 

H1: Relevant news in print advertising has a positive influence on utilitarian value. 

3.4.2 Empathy in Print Advertising and Hedonic Value 

According to Binet and Field (2009, 131), empathy in print advertising such as creative 

work, believable information, emotional contents, and unusual news could generate 

hedonic value, an emotional response from potential customers. Hyun, Kim, and Lee 

(2011, 691) believed that when viewers empathised with a print advertisement, they 

would imagine a reliable product, feel emotional involvement, which eventually leads to 

greater hedonic value. According to College Atlas (2015), promoting an empathetic 

print advertisement with sports activities and contests could touch affective responses of 

those students who considered athletics as an essential part of their daily life. Print 

advertisements are also prone to influence the moods of viewers (Bronner and 

Velthoven 2008, 14). In print advertisements, utilising emotional elements, known as 
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hedonic value, such as sensory, excitement, and satisfied experiences are appropriate. 

Those stimuli from positive experiences could also raise interest and the desires of 

potential customers and generate a mutual connection between a service provider and its 

potential customers. Thus, it is hypothesised that: 

H2: Empathy in print advertising has a positive influence on hedonic value. 

3.4.3 Relevant News in Print Advertising and Perceived Risk 

According to Lim (2015, 82), relevant information in print advertising could eliminate 

perceived risk in the mind of potential customers especially information on security, 

credibility, and opportunities. Moreover, according to Hemsley-Brown and Oplatka 

(2015), the relevant news in print advertising also helps to eliminate financial risk, price 

sensitivity. Before enrolling in a private university, students will have concerns about 

accreditation, the college’s ranking (generally known as reputation), and opportunities to 

find jobs after graduation, professor quality, and state-of-the-art learning facilities 

(College Atlas 2015). Handlin (2012) argued that relevant and sufficient information 

could help mitigate customers’ needs to search for more information and avoid negative 

perceptions on unnecessary risks. According to Bootwala, Lawrence and Mali (2007), 

relevant news in advertising could suggest in the minds of customers that products are 

free from any risk. Brecht (2010) concluded that relevant information on print 

advertising such as reassuring statements, security statements, opportunity statements, 

and testimonials could help minimise the uncertainties of purchasing products in 

consumers’ minds.   Thus, it is hypothesised that: 

H3: Relevant news in print advertising has a negative influence on perceived risk. 

3.4.4 Empathy in Print Advertising and Perceived Risk 

Since empathy in print advertising could generate an emotional connection between 

customers and products, it could eliminate unrealistic, impersonal, irrelevant, and 

unsuitable feeling when purchasing (Hyun, Kim and Lee 2011, 691). According to 

College Atlas (2015), campus life is one of the primary concerns of many students. 
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Thus, empathetic print advertisements depicting a university life with extracurricular 

activities or interested clubs connected to students’ talents, desires, and true daily habit 

can eliminate the risk of irritated and annoying emotion and that could eventually lead to 

the risk of rejecting to enrol. Thus, it is hypothesized that: 

H4: Empathy in print advertising has a negative influence on perceived risk. 

3.4.5 Perceived Value and Students’ Enrolment 

According to Lai and Chen (2010, 321), perceived value, known as utilitarian value and 

hedonic value affected directly and positively to behavioural intentions of potential 

customers.  Ha and Jang (2010) also confirmed the positive influence of perceived value 

on customers’ action in the hospitality field. Bronner and Velthoven (2008, 14) also 

found that the utilitarian value driven from newspaper encouraged customers to 

immediately take actions such as searching for more information on websites, visiting 

stores to understand products, discussing products with others, and actually purchasing 

products. Moreover, they found a magazine advertisement could stimulate actual action 

and increase satisfaction from mood congruence. Thus, they concluded that hedonic 

value affected on mood congruence while utilitarian value affected on behaviour 

impetus. Tanakinjal et al. (2012) argued that there was a strong relationship between 

perceived value and customers’ willingness to purchase a product. Thus, it is 

hypothesized that: 

H5a: Utilitarian value has a positive influence on students’ enrolment.  

H5b: Hedonic value has a positive influence on students’ enrolment. 

3.4.6 Perceived Risk and Students’ Enrolment 

According to Dowling and Staelin (1994, 125), perceived risk occurred when consumers 

recognised uncertainties and potentially undesirable results from the products that 

obviously influenced their intentions to purchase. Kim, Shin, and Lee (2007, 283) also 

supported that customers were prone to deny buying a product associated with risk.  Lin 

and Bernstein (2008, 439) also emphasised that it would be much easier for customers to 
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purchase a risk-free product.  Handlin (2012) believed that, in currently crowded 

product categories, a customer had to rely on print advertising to eliminate unsuitable 

alternatives to facilitate easier decision-making at the point of purchase. Chang-Ling et 

al. (2011, 178) also concluded that perceived risk is linked to customers’ intention to 

purchase a product. Thus, it is hypothesised that: 

H6: Perceived risk has a negative influence on students’ enrolment.   

3.5 Conclusion of the Chapter  

This chapter covered how the proposed conceptual framework is developed. This 

conceptual framework is proposed based on a few previous studies in advertising 

dimensions, perceived value, and perceived risk in other industries. This allows the 

present study to investigate the relationships among different variables concerning their 

decision to enrol in a private university. The proposed variables are comprehensively 

defined in chapter one. 

A total of seven research hypotheses has been proposed to address three research 

objectives and three research questions. These hypotheses will assist the sequential 

analysis, which will be covered in chapter five. Chapter four provides detailed research 

methodology employed in this study. 
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CHAPTER 4: METHODOLOGY 

4.1 Overview 

This chapter discusses the research methodology employed in this specific study. It 

begins with an introduction to the research paradigm, followed by the justification for 

the chosen research methodology, and finally the research design. The central focus is 

the detailed description of the research steps and procedures on how the survey 

questionnaire was developed and administered. Then, this chapter will address the 

ethical issues related to the study and finally, a brief summary is provided.   

4.2 Research Paradigm   

Social research is a set of relevant ideas and constructs that reflects an image about the 

real world (Neuman 2007). All social research must be based on one or more particular 

research paradigms (Gray 2013). Saunders et al. (2003) described a paradigm as 

viewpoints, worldviews, and a set of fundamental beliefs to define the nature of the 

world, and to guide the research process. In other words, a research paradigm shows 

how reality can be interpreted by a researcher, and thus every researcher will impress 

their own personal philosophies onto their research. The two main social science 

paradigms highlighted in this section are positivism (scientific) and constructivism 

(phenomenology). A summary and application of each paradigm are discussed below.  

The positivist paradigm is a collection of beliefs, rules, and evaluative criteria to justify 

causal relationship among variables (Jennings 2007). Positivism holds the viewpoint 

that the world has universal laws and truths, which are testable by scientific methods 

(Neuman 2007, Creswell 2013). Quantitative research methods are used in the 

positivism approach (Robson 2002). This study has adopted the positivism approach for 

a number of reasons. First, since the objectives of this study are to investigate the trends 

in the data to develop scientific principles, this approach aligns best with this study. 

Thus, a quantitative research method is justifiable and useful to provide objective 
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information where statistical analysis is required (Gray 2013). Second, the researcher 

also believes human behaviour is predictable and generalisable through general causal 

relationships. Since this study has investigated human behaviours (the students’ 

enrolment), it is appropriate to use quantitative research methods and procedures (the 

positivism approach). According to Kardes, Cronley and Cline (2014), rigorous 

quantitative research methods and procedures is the dominant approach to describe, 

explain, control, and predict consumer behaviour.  However, it is very crucial to 

consider the limitations of the positivist paradigm. For instance, research findings may 

not be represented as objective facts and established truths since any minor deviations 

from those facts, theories, or laws are generally ignored by almost every positivist 

researcher (Jennings 2007).  

Constructivism is an approach to investigate individual experiences or perceptions about 

something (Marton and Booth 1997; Cavana, Brian, and Uma 2001; Svensson 1997; 

Akerlind 2005). Constructivism holds that every individual differs in his or her natural 

reality, social reality, the actions, and in consciousness. Thus, qualitative research 

methods are used in the constructivist approach. This study will not adopt the 

constructivism approach for many reasons. This approach does not align with the 

objectives of this study since the objectives of the constructivism approach are to 

investigate thoroughly each individual value, purpose, interest, and psychological aspect 

based on culturally and historically derived interpretations (Crotty 1998, 67). Moreover, 

although this approach can explain the intricate details of a phenomenon, though rich 

and complex in data it is not sufficient to support or build a theory and to generalise.   

In brief, quantitative research method was aligned with various previous research on 

advertising dimensions, perceived value, perceived risk, and consumers’ behaviour 

(Huyn, Kim, and Lee 2011; Lim 2015; Stout and Leckenby 1986). Moreover, 

quantitative research can measure the number of customers who have the same thoughts, 

feelings or behaviour by analysing statistics to generate the results (Davis 2011). Thus, 

it is appropriate for this study to examine how many students support the effectiveness 

of relevant news and empathy in print advertising and how strongly they support those 

elements.  
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4.3 Research Design  

In the marketing research project, Creswell (2003) defined research design as a 

framework or blueprint that provides the necessary procedures to obtain all needed data, 

and information to solve the problem. The main aims of the research design are to 

ensure the efficiency, and effectiveness of the marketing research project (Malhotra 

2012, 83).  

This study has adopted the cross-sectional research design. Zikmund et al. (2011) 

defined the cross-sectional study as a sampling of many segments of a population in 

order to make a snapshot of a market situation at a single moment. The cross-sectional 

study can accurately represent the samples; prevent biased responses with less cost and 

time (Nargundkar 2008, 45).  The study design is also correlational as it investigates the 

relationships between advertising dimensions, students’ perceived value, students’ 

perceived risk, and students’ enrolment.   

The researcher has used primary data for the analysis with the instrument of this study (a 

self-administered questionnaire) which was adapted from previous studies (Huyn, Kim 

and Lee 2011; Lim 2015).  

4.4 Sampling 

Target Population  

Target population is defined as a group of people that shares, or provides information to 

researchers regarding a particular problem (Malhotra 2012). The target population for 

this study has only included current first-year undergraduate students from Hoa Sen 

University, HCMC; Hutech University, HCMC; and Lac Hong University, Bien Hoa 

City.  

There are many reasons to choose current first-year undergraduate students. Since first-

year undergraduate students are those students who have just decided to enrol in one of 

three private universities, thus, they have clearly identified what factors on advertising 

influenced their decision to enrol, and what they want from print advertisements. On the 
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other hand, high school students have not decided what factors will be important to their 

decision making. In addition, the researcher will give them some specific advertising 

brochures to ask them whether they would be willing to enrol in the university described 

in the advert. Moreover, many previous studies on customers' perceived value, 

perceived risk, and behavioural intention also utilised existing customers to investigate. 

For example, the paper for Huyn, Kim and Lee (2011) also utilised existing customers to 

investigate the impact of advertising dimensions on perceived value and customer’ 

behavioural intention. In addition, Mandan, Hossein, and Furuzandeh (2012) conducted 

research on the impact of advertising dimensions on customers’ behavioural intentions 

in an Agriculture Bank based on existing customers’ who used the bank’s services at 

least three times.  Hwang, Yoon, and Park (2011) also investigated existing customers 

who have visited restaurants to explore the impact of cognitive and effective responses 

toward purchase intentions.   

For the purpose of the study, three particular universities were chosen to participate in 

the survey for several reasons. First, Hoa Sen University, Hutech University, Lac Hong 

University are all well-known universities in Vietnam. Second, Hoa Sen University 

offers undergraduate programs with high tuition fees, followed by Hutech University 

with more reasonable tuition fees, and finally Lac Hong University with much lower 

tuition fees. Therefore, target students of each university is different to each other. The 

researcher can investigate various kind of students to have a broad view about students’ 

perceived value, perceived risk toward enrolment. Thus, these universities are 

appropriate for this study.   

Sample Size 

Roscoe (1975) suggested the limit of sample sizes should not be lower than 30 

respondents and not larger than 500 respondents. Moreover, according to Yamane 

(1967, 886), the sample size should be calculated using by the formula shown in Figure 

4-1. 
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Figure 4-1: Sample Size Calculation Formula 

Hoa Sen University Ho Chi Minh City had 2,346 undergraduate students enrolled in 

2015 (Bao May 2015). Hutech University, Ho Chi Minh City had 5,670 undergraduate 

students enrolling in 2015 (Hutech University 2016). Lac Hong University, Bien Hoa 

City had 2,280 students in 2015 (Thong Tin Tuyen Sinh 2015).  Thus, the total 

population for this study was 10,296 students’ enrolment. 

Based on this formula, the appropriate sample size of this study is 386 samples. Thus, 

the sample size was 415 respondents to represent and generalise the research findings. 

Sampling technique 

The convenient sampling technique of the population in three selected private 

universities was selected. The convenient sampling technique was used to collect data 

from students that were in the pre-determined place at the pre-determined time 

(Malhotra 2012). The researcher chose this technique since it was the least expensive 

and least time-consuming (Zikmund et al. 2012). Because the researcher did not have a 

sampling frame, this non-probability technique was appropriate. Moreover, it was easy 

to access, measure, and incorporate with other sampling units (Zikmund et al. 2012. The 

total samples for this study will be found in Table 4-1. 

Table 4-1: Targeted Responses of Three Private Universities 
Private universities Students’ Enrolments Targeted Responses 

Hoa Sen University   2,346 90 

Hutech University   5,670 220 

LacHong University  2,280 90 

Total  10,296 400 

(Source: Bao Moi 2015, Hutech University 2016, Thong Tin Tuyen Sinh 2015) 
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4.5 Data Collection  

A paper-based survey was utilised in this study. A paper-based survey is the 

dissemination of printed questionnaires (Rea and Parker 2005). The advantage of a 

paper survey is to ensure the instructions are followed (Rea and Parker 2005). 

Participants may ask questions directly to the researcher so the integrity and credibility 

of the questionnaire sequence can be maintained.  Moreover, the researcher can reach 

the population easier since the researcher does not have contact with any of the 

participants.  

Participants were given a sample advertisement designed by the researcher to ensure that 

the given advertisement contained all the advertising dimensions to evaluate. The 

researcher delivered the questionnaires to students in the library, canteen, and labs. 

Participants were given a scenario. They must imagine they are high school students. 

After reading these advertisements, would they be willing to enrol in this university. In 

order to ensure the advertisement was appropriate, and participants could recognise the 

utilitarian and hedonic value in these advertisements, a pilot study was being 

undertaken. Lim (2015) also utilised a scenario to investigate the impact of internet 

advertising on customers’ perceived value and perceived risk and customers’ 

behavioural intentions in online shopping. 

The data were collected within a period of one month in May 2016. The questionnaires 

included a cover letter to introduce the researchers to the respondents and an approval 

letter from Hoa Sen University, HCMC; Hutech University, HCMC; and Lac Hong 

University, Bien Hoa City, as well as additional information and a consent form.  

The researcher was responsible for distributing questionnaires in all three universities. 

Specifically, these questionnaires were distributed in high-density locations such as the 

library, labs, and canteen. Initially, the researcher introduced herself and explained the 

study as well as delivered the participant information form (as shown in Appendix II). 

This step ensured participants understood the project, knew who the researcher was, the 

reason they were asked to participate, their responsibilities, benefits, risks, and contact 

information. After participants approved to participate in the survey, they then received 
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the questionnaire. Respondents were guided to complete the questionnaire and were then 

asked to return the questionnaire immediately to prevent unreturned and unresponsive 

questionnaires.  

Pilot Study 

Polit, Beck, and Hungler (2001) defined a pilot study as a small-scale trial version to 

prepare for the actual study. The questionnaire was distributed randomly to 50 students 

at four chosen private universities since Baker (1994) advised that an appropriate sample 

size for a pilot study be within 10 to 20 per cent of the actual sample size of the main 

study.  This prior test was utilised to test the reliability of the research instrument 

through measuring the accuracy and appropriateness of the research design and 

instrumentation (Baker 1994). In other words, the aims of this pilot study were to reveal 

the deficiencies in the questionnaires, and to test whether the method of analysis was 

correct in order to finalise the main survey questions and obtain additional suggestions 

and comments from participants. The Cronbach Alpha Coefficient was utilised to ensure 

the reliability level of survey questionnaires. After the pilot study in the first weeks of 

April of 2016, the main survey was undertaken. 

4.6 Research Instrument 

Questionnaire Design 

The instrument used in this study was designed and adapted from prior published 

research regarding the crucial antecedents (advertising dimensions, perceived value, and 

perceived risk) affecting consumer behavioural intentions and the important factors 

affecting students’ selection of a university. The instrument was a structured, self-

administered questionnaire that was distributed to the respondents in the form of a 

survey and used subsequently as primary data for analysis. The questionnaire was 

designed to ensure accuracy of responses, avoid neutral answers, and demonstrate 

consistency among each question (Reichheld 2003). 

After conducting the pilot study, the main survey was developed with the title: “Survey 

of Advertising on Students’ Enrolment”. The participant information form was also 
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attached to introduce the researcher, and explain the purpose of this study. The survey 

questionnaire had been approved by the Ethics Committee (Ethical approval number 

RDSE-05-16) following Curtin University’s policies and regulations. The main survey 

had four sections with 22 questions adapted from various studies such as Huyn, Kim, 

and Lee 2011; Tsang, Ho, and Liang 2004; David 2006; Lim 2015.  It normally took 5 

to 10 minutes for participants to finish these 22 questions. Please see APPENDIX I for a 

copy of the questionnaire. 

Measurement Scale Type 

Self-administered questionnaires are based on a five-point Likert scale, in increasing 

order, ranging from (left to right), “strongly disagree”, “disagree”, “not sure”, “agree”, 

“strongly agree” in Section A, Section B, Section C. The questionnaires were displayed 

in numerical form where 1 represented “strongly disagree”, 2 represented “disagree’, 3 

represented “neutral (not sure)”, 4 represented “agree”, and 5 represented “strongly 

agree”. This study adopted the interval scale of measurement since this scale of measure 

is used to measure Likert scale when there exists numerically equal distances (Malhotra 

2012; Zikmund 2003).  For example, for the question: “The advertisements show certain 

advantages of the university (the university’s programs, ranking, accreditation, 

opportunities to find a job after graduating)” in Section A, participants were required to 

put a cross (X) in the chosen box from Strongly Disagree (1), Disagree (2), Neutral (3), 

Agree (4), Strongly Agree (5). 

Section D used the multiple choice format, and only one single textbox scale. For 

example, participants were required to provide answers, which are categorised as 

“Business”, “Medicine”, “Engineering”, “Education” and “Communication” by ticking 

the box corresponding to their answer. This multiple-choice scale produces nominal 

data. 

Measurement of Variables   

The questionnaire has four sections which are adapted from various studies (Huyn, Kim, 

and Lee 2011; Tsang, Ho, and Liang 2004; David 2006; Lim 2015). 
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Section A provided the questionnaires with seven items and two independent variables, 

which are relevant news and empathy. Items were designed to measure the level of 

effectiveness of the advertising dimensions. Four measurable items of relevant news was 

adapted from previous research done by Huyn, Kim, and Lee (2011); Tsang, Ho, and 

Liang (2004); Kittle (2000). Three measurable items of empathy was based on previous 

research done by Huyn, Kim, and Lee (2011); Tsang, Ho, and Liang (2004). All the 

common items from these studies were chosen to enhance the reliability of the construct. 

Moreover, these studies clearly defined the two independent variables, which were 

similar to the current study.  

Section B provided the questionnaire with four items and a dependent variable 

(students’ enrolment). Items were designed to measure students’ behavioural intentions 

regarding enrolment, such as respondents’ satisfaction with their current enrolment and 

the respondents’ willingness to recommend friends. Four measurable items of student 

enrolment were based on the previous research done by Huyn, Kim, and Lee (2011); and 

Kim, Kim and Wachter (2012) because all the common items from these studies were 

chosen to enhance the reliability of the construct. Moreover, this study clearly defined 

the dependent variable, which is in line with the current study.  

Section C provided the questionnaires with eleven items and three variables (utilitarian 

value, hedonic value, and perceived risk) that affect students’ enrolment. Items of 

utilitarian value were designed to measure respondents’ satisfaction of advertising 

information, their interest on the variety of information and opportunities’ options, and 

the updated information. Three measurable items of utilitarian value were adapted from 

previous research done by Huyn, Kim, and Lee (2011); Li, Li and Kambele (2010); Kim 

(2015); Kittle (2000). Items of hedonic value were designed the attractive design of 

media, the unique and professional layout, and compelling visuals of university life. 

Three measurable items of hedonic value were based from previous research done by 

Huyn, Kim, and Lee (2011); Li, Li and Kambele (2010); Kim (2015), Kittle (2000). 

Items of hedonic value were designed to measure the effectiveness of the advertisement 

on the universities’ accreditation, the per cent age of qualified and experienced 

professors, the effectiveness of relevant news in advertising on mitigating perceived 
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risk, and the effectiveness of hedonic value in advertising on mitigating perceived risk. 

Five measurable items of perceived risk were based on the previous research done by 

Lim (2015), Kittle (2000). All the common items from these studies were chosen to 

enhance the reliability of the construct. Moreover, this study clearly defined those 

variables, which were similar to the current study. 

Section D provided the questionnaires with five items on the respondents’ demographic 

information.  Items were designed to identify their current enrolment status, gender, age, 

nationality, and university faculty.  

The variables to measure the constructs were taken from the research papers of Huyn, 

Kim, and Lee (2011) and Lim (2015). Table 4-2 shows how the research construct are 

measured.  

Table 4-2: Overview of Construct Measures 

Variables Measures Sources 

Relevant 

news  

The advertisements show certain advantages of the 

university. 
 

Huyn, Kim, and 

Lee (2011) 

Tsang, Ho, and 

Liang (2004) 

Kittle (2000) 

The information from advertisements shows me 

something about my interest field that I did not know 

before. 

After I viewed the advertisements, I have a good reason 

why I would like to study in the university. 

The information from advertisements is reliable, timely, 

up-to-date and important for me. 

Empathy  

I felt as though I was right there in the advertisement; 

enjoy the same beautiful campus, caring faculties, and 

lively campus life.  

Huyn, Kim, and 

Lee (2011) 

Tsang, Ho, and 

Liang (2004) 

The advertisements were very realistic and reflected 

truly my interests, and my talents (extracurricular 

activities, interested clubs). It is personal and intimate. 

The creative and emotional content design of 

advertisements (celebrity endorsement) can capture my 

attention, and make me excited to join the university.   

Students’ 

Enrolment 

I am totally happy with my current enrolment. 

Huyn, Kim, and 

Lee (2011); 

Kim, Kim and 

Wachter (2012) 

 

I want to enrol in this university in my postgraduate 

study 

I will recommend friends to enrol in my university. 

I would say positive things, and discuss the details of my 

university to others. 

Perceived 

value  

I liked the quality of education provided by advertised 

university – most professional and specialised   

Huyn, Kim, and 

Lee (2011); Li, 
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(Utilitarian 

Value)  

programs.  Li and Kambele 

(2010), Kim 

(2015), Kittle 

(2000) 

The university tuition fee is reasonable, acceptable, and 

worth it.  

The university provides new and unique experience; and 

enhances and satisfies my curiosity about the program.    

Perceived 

value 

(Hedonic 

Value) 

After I viewed the advertisement, I feel excited, happy, 

and stimulated to fulfill my interests and talents in the 

university. 

Huyn, Kim, and 

Lee (2011); Li, 

Li and Kambele 

(2010); Kim 

2015), Kittle 

(2000) 

The advertisement visualised the university as the most 

wonderful place to meet celebrities, like-minded people.  

The layout, design of media is unique, pleasing, and 

professional.  

Perceived risk  The value of the university does not match the cost paid 

Lim (2015), 

Kittle (2000) 

The quality of education is different from the 

expectations and from the advertisement. The program 

might not provide enough knowledge and skills for my 

future works. 

I concerned about the job opportunities after graduation 

I am scared that I cannot adapt to the university life.   

I concerned about social accepted. I might not be 

accepted by my relatives and friends. 

(Source: Huyn, Kim, and Lee 2011; Tsang, Ho, and Liang 2004; Kittle 2000; Lim 2015; 

Wachter 2012; Li, Li and Kambele 2010) 

Normality   

The normality test is used to analyse parametrically selected data from the survey. The 

main functions of a normality test are to ensure the normal distribution and random 

selection of selected samples, and test for outliers and remove them (Thode 2002). The 

normal distribution of the sample can prove the appropriateness of the sample to 

represent the actual population (Ghasemi and Zahedias 2012). Thus, the researcher can 

confidently generalise the findings in regards to the whole population.   

Several graphical and statistical normality tests on the data were conducted. Normality 

tests such as histogram, Stem-and-leaf plots, and boxplot were employed by graphical 

analyses. The descriptive statistics method was employed by statistical analyses.   

Reliability   

The reliability test measures the level of the sample that is free from random error in 

order to yield consistence results (Zikmund et al. 2011, 264).  The reliability test was 
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conducted through Cronbach’s Alpha Coefficient to ensure internal consistency of the 

measurable item scale (Zikmund et al. 2011, 265). A high alpha value of the results 

proved the internal consistency of item sets to be computed for the following analysis 

(Burns and Bush 2010, 320).  According to Kline (2005) and DeVellis (2003), the level 

of 0.7 shows good reliability scale when there are small items in the scale. Moreover, 

according to Pallant (2007), when the number of items in the scale is less than 10 items, 

it is common to have low Cronbach’s alpha values (for example 0.5). Additionally, 

Cohen et al. (2013) suggested that 0.6 in Cronbach’s alpha value is commonly 

acceptable in social science. Thus, the Cronbach’s Alpha cut-off point for this study was 

from 0.6.  

Validity 

The validity test measures the level of truthfulness of responses, or the accuracy of the 

measurement (Burns and Bush, 2010, 319). The validity test of this instrument was 

examined through factor analysis to ensure the valid items measured the underlying 

concept (Zikmund et al. 2011, 265).  

4.7 Data Analysis and Presentation 

Statistical Package for Social Studies (SPSS) version 22 was used to identify any 

significant outliers or missing value from the data set. 

 Graphical and statistical normality tests will be used to confirm the normal distribution 

of the sample. Factor analysis was used as a validity test to ensure the items’ validity 

when measuring the concept. Finally, Cronbach’s Alpha Coefficient method was used to 

ensure the reliability and the consistent flow of the scale measurements.  

Linear and multiple regression techniques were utilised to fulfil all objectives by 

identifying the relationships between an independent variable and the dependent 

variable. The simple linear regression technique was used to test each hypothesis. A 

framework of data analysis is shown in Table 4-3 below. There were two related studies, 

which utilised these techniques to analyse the data. Lim (2015, 84) analysed the data by 

using this technique when conducting a research on customers’ perceived value, 
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customers’ perceived risk, and customer’s intention to shop online. Hyun, Kim and Lee 

(2011, 695) also utilised this technique to identify the relationship between advertising’s 

dimensions, perceived value, and perceived risk.  

Descriptive Analysis 

Descriptive analyses on collected data in Section A, Section B, Section C was 

performed by using statistical description. The analyses consisted of determining the 

tendency of means and then standard deviation for items in each variable and computing 

the mean and standard deviation for the variables.  

Mean is the most common tool to measure central tendency indicating whether the 

respondents mostly agree with the statement of items for each variable, and considered 

items for each variable essential for their decisions to enrol in a private university 

(Pallant 2007).  

According to Field (2013), standard deviation demonstrates the shape of the distribution 

of the score, the limit of data, or the spread of the data from the mean. If the standard 

deviation of the variables is large, this results in flatter distribution, more spread-out 

data, and a longer box plot. Then, the researcher can assume no outliers because of a 

longer box plot. If the standard deviation of the variables is small, it results in pointy 

distribution, tightly clustered data centred around the mean, and a shorter box plot. 

Then, the researcher can recognise the presence of outliers.  

Regression Analysis 

Simple linear regression analysis is conducted to investigate the link between the 

proposed independent variables and the dependent variables. Simple linear regression 

allows the simultaneous investigation of the impact of one dependent variable on a 

single, interval-scaled dependent variable (Zikmund et al. 2011). Multiple linear 

regression analysis allows the simultaneous investigation of the impact of two or more 

independent variables on a single, interval-scaled dependent variable (Zikmund et al. 

2011).  
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Table 4-3: Framework of Data Analysis 

Objectives Questions Hypotheses 
Source of 

Data 

Technique 

of Analysis 

1. To examine the 

impact of relevant 

news and empathy 

in print advertising 

on students’ 

perceived value 

(utilitarian value 

and hedonic 

value). 

1. What is the 

impact of relevant 

news and empathy 

in print 

advertising on 

students’ 

perceived value 

(utilitarian value 

and hedonic 

value)? 

H1: Relevant news in 

print advertising has a 

positive influence on 

utilitarian value. 

Section A: 

1.1a-1.1d 

Section C: 
1.1a-1.1c  

Simple 

Regression  

H2: Empathy in print 

advertising has a 

positive influence on 

hedonic value. 

Section A: 

1.2a-1.2c 

Section C: 
1.1d-1.1f 

Simple 

Regression  

2. To examine the 

impact of relevant 

news and empathy 

in print advertising 

on students’ 

perceived risk. 

2. What is the 

impact of relevant 

news and empathy 

in print 

advertising on 

students’ 

perceived risk? 

H3: Relevant news in 

print advertising has a 

negative influence on 

perceived risk 

Section A: 

1.1a-1.1d 

Section C: 
1.2a-1.2e 

Multiple 

Regression  

H4: Empathy in print 

advertising has a 

negative influence on 

perceived risk 

Section A: 

1.2a-1.2c 

Section C: 
1.2a-1.2e 

Multiple 

Regression 

3. To examine the 

impact of 

perceived value 

(utilitarian value 

and hedonic value) 

and perceived risk 

on students’ 

enrolment. 

3. What is the 

impact of 

perceived value 

(utilitarian value 

and hedonic 

value), and 

perceived risk on 

students’ 

enrolment? 

H5a: Utilitarian value 

has a positive influence 

on students’ enrolment. 

Section C: 
1.1a-1.1c 

Section B: 

1.1a-1.1d 

Multiple 

Regression 

H5b: Hedonic value has 

a positive influence on 

students’ enrolment. 

Section C: 
1.1d-1.1f 

Section B: 

1.1a-1.1d 

Multiple 

Regression 

H6: Perceived risk has a 

negative influence on 

students’ enrolment. 

Section C: 
1.2a-1.2e 

Section B: 

1.1a-1.1d 

Multiple 

Regression 
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4.8 Unit of Analysis 

The unit of analysis can be the level of aggregation or the level of investigation of the 

data, such as the entire organisation, department, groups, venture/activity, or individuals 

(Sekaran 2003; Zikmund 2000). The unit of analysis of this study was based on the 

individual level.  

4.9 Ethical Issues  

Ethical clearance from Curtin University was completed before the data collection 

period. Thus, the approval code number (RDSE-05-16) was mentioned on the cover 

page of the questionnaires. The letter of consent, questionnaires’ form, and the final 

research proposal were sent to those four private universities via email to seek for their 

permissions before the questionnaire were delivered to the respondents. Participants 

were identified and chosen objectively to fill in the questionnaires. In order to maximize 

confidentiality, this study was not asking for their names. The collected data was used 

for the study only without any other self-serving reasons. It was also being explained to 

the participants that they have all right to decline or withdraw from the survey at any 

stage without consequences (NHMRC 2007). 

4.10 Data Storage 

According to NHMRC (2007), research data and primary materials will be retained in 

Curtin University Sarawak’s database for a minimum period of 5 years. 

4.11 Conclusion of the Chapter 

This chapter discussed the chosen methodology of this study with justifications. The 

research design, sampling, research instrument, data collection, data analysis and 

presentation were clearly covered and mainly focused. Besides, unit of analysis, ethical 

issues, facilities and resources, and data analysis were also included.  
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CHAPTER 5:  DATA ANALYSIS AND FINDINGS 
 

5.1 Introduction  

This chapter represents the obtained results from the analysis. Initially, this chapter 

presents sampling findings from three private universities in Vietnam. The exact 

response rate of each private university is clearly indicated. Next, the respondents’ 

profile provides demographic information. A normality test, reliability test, and validity 

test were performed to ensure normally distributed, reliable and valid data. Finally, 

linear regression analysis were carried out to test the links between independent 

variables and dependent variables.   

5.2 Results of Pilot Study  

The pilot phase of the study was conducted in three private universities in Vietnam (Hoa 

Sen University, Hutech University, and Lac Hong University) in the first week of April 

2016. These universities were selected because they were the same universities chosen 

for the main survey data collection. Fifty first-year students participated in the pilot 

phase. Participants were recruited based on the convenient sampling technique.  

The purpose of this pilot study was to ensure there were no unclear or ambiguous items 

in the questionnaire, to develop more comprehensive instruments for measuring the 

variables, and finally to determine the clarity of instructions.  

After conducting the pilot study, three questions in Section B and two questions in 

Section C were removed. Specifically, in Section B, the three items removed were “I 

enrolled mainly because I read all the information provided by my university”, “I 

enrolled mainly because I feel empathy after seeing a print advertisement from my 

university”, “I enrolled mainly because no risk involved.” In Section C, the two deleted 

items were “the advertisements help me to eliminate the feeling of disconnect from the 

university”, and “the advertisements help me to eliminate unsuitable alternatives”.  
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First, if the researcher eliminated these items, the Cronbach’s alpha values would rise 

dramatically from 0.6 to 0.8. This represents an increase of the scale’s Cronbach’s alpha 

reliability coefficient (meaning the enhancement of the internal consistency if the 

individual item was deleted from the scale. These items were dropped due to the low 

item to total correlation leading to an increase in the scale alpha to 0.8. Second, these 

questions were vague and difficult to understand so these questions were unable to test 

students’ decisions to enrol appropriately and effectively. Many students suggested 

removing these questions because the words: “all information”, “feel empathy”, “risk”, 

“the feeling of disconnect to the university”, “unsuitable alternatives” were too general 

and ambiguous. Many participants said they could not give an accurate answer to these 

questions. Thus, after conducting the pilot study, 22 items have been used in the main 

survey.  

Table 5-1 shows the Cronbach’s alpha values of each variable after removing five items 

(three items in Section B and two items in Section C). The Cronbach’s alpha values of 

all variables are greater than 0.8 which shows items under each variable have relatively 

high internal consistency. 

Table 5-1: Cronbach’s Alpha Value of Variables for Pilot Study 
Variable Number of Items Cronbach’s Alpha Value 

Relevant News 4 0.869 

Empathy 3 0.812 

Utilitarian Value 3 0.823 

Hedonic Value 3 0.843 

Perceived Risk 5 0.835 

Students’ Enrolment 4 0.836 

 

Moreover, this pilot study was used to test the appropriateness of sample 

advertisements. Five participants from the pilot study were questioned whether they 

could easily recognise the relevant news and empathetic elements in the proposed 

sample advertisements. Every participant spent nearly 5 minutes to giving comments on 

the sample advertisement. The relevant news in the advert related to certain advantages 

of the university, interesting news about the program, and the reasons why this 

university as chosen. The empathetic elements in the advert related to a beautiful 
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campus, caring faculty, and a lively campus life, realistic and reflected truly their 

interests and talents, emotional and creative content design. Thus, participants could 

easily recognise these elements, which also engaged them more in the advertising. Thus, 

the sample advertisements accurately represented all the information included in the 

questionnaires and were determined adequate to use for the main survey.  

5.3 Result of Sampling for the Main Survey  

The paper-based survey questionnaires were distributed to first-year students currently 

studying in three private universities in Vietnam: Hoa Sen University, Hutech 

University, and Lac Hong University. The entire 540 questionnaires were distributed in 

the last two weeks of May and 415 responses were returned, resulting in a 77 per cent 

response rate. To prevent unusable and incomplete questionnaires, the researcher 

assisted respondents in completing every question. Moreover, a small gift was given to 

the respondents to encourage their willingness to do a survey and provide constructive 

answers. Therefore, the 415 responses, resulting in 77 per cent of the total survey 

distributed, were finally analysed. A high response rate (77%) was achieved because an 

intercept survey with a personal approach was used to gain more insights from students. 

The detail of sampling result is shown in Table 5-2. 

Table 5-2: The Detail of Sampling Result 

 

Distributed 

Number of 

Questionnaires 

Return of 

Questionnaires 

Return of 

Questionnaires 

(Per cent age) 

Total 

Respondents 

Subject to 

Analysis 

Hoa Sen 

University 150 105 70 105 

Hutech 

University 270 220 81 220 

Lac Hong 

University 120 90 75 90 

Total 540 415 77 415 
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5.4 Respondent’s Profile for the Main Survey 

The respondents’ profile was analysed to provide comprehensive demographic data in 

this section. The details of the demographic profiles are shown in 
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Table 5-3. 

Male respondents outnumbered female respondents, contributing 58 per cent and 42 per 

cent respectively. Since the respondents were first-year students, the majority of the 

respondents were in the age groups of 18 - 19 years old (59%), and 20 – 21 years old 

(40%) and only 1% of the respondents fell into  the age group of 22 – 23 years old.  

From the nationality perspective, local Vietnamese students accounted for 99 per cent. 

Only 1% of respondents were international students since the researcher did the survey 

at Vietnam-based international universities. The majority of respondents came from the 

Faculty of Business with 91% of the total respondents. The main reason was Vietnamese 

students from the Faculty of Business were more willing to participate in the survey. 

There were 0.7 per cent of respondents from the Faculty of Engineering, 3.4 per cent of 

respondents from the Faculty of Education, and 5.3 per cent of the respondents from the 

Faculty of Communication.  
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Table 5-3: The Demographical Profiles of the Respondents (N=415) 
   Frequency, n Per cent age 

Gender 

Male  240 58 

Female  175 42 

 Total 415 100 

Age 

18 - 19 years old  246 59 

20 - 21 years old  165 40 

22- 23 years old  4 1 

Above 23 years old  0 0 

 Total 415 100 

Nationalities 

Local student  411 99 

International student  4 1 

 Total 415 100 

Faculties 

Business  376 91 

Medicine  0 0 

Engineering  3 0.7 

Education  14 3.4 

Communication  22 5.3 

 Total 415 100 

 

5.5 Normality Test for the Main Survey 

Normality in statistical analysis is a curve which is symmetrical and bell-shaped. This 

curve represents the scores that have a highest frequency located in the centre, and also 

lower frequencies located in the two edges (Pallant 2007). Through this test, any 

potential outliers can be found and eliminated from the data. The findings from the 

normality test are represented in the subsections.  

Histograms 

A histogram represents the distribution of numerical data using a graphical method. It is 

used to measure the probability of a continuous variable distribution which is also 

known as distribution of a quantitative variable (Pallant 2007). Superimposing on the 

histograms is bell-shaped curve which represents the "normal" distribution. 

The histogram charts present normally distributed curves of all variables which indicate 

all samples are normally distributed. Although, all the histograms do not show perfect 

symmetrical and bell-shaped curves, they are still acceptable without violating 
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normality. The histogram charts of all variables show a normally distributed curve that 

indicates the sample is normally distributed. The histogram chart of all six variables is 

shown in Figure 5-1. 

 

Figure 5-1: The Histogram Charts of All Six Constructs 

 

Q-Q Plot Test  

Normal Q-Q Plot” is also used to test normality of all variables through a graphical 

method. The normal distribution occurs when most values of a sample can adhere to the 

black line. Values of a sample (actual data) are represented by black dots which should 

lies exactly on the black line to be considered normally distributed. When black dots 

deviate from the black line, data will not consider normally distributed.  

The Q-Q plot test of the collected data is emerging normal distributions. Since most of 

the data fell on the line or were very close to the line, the sample is normally distributed. 

There was very little indication of non-normality. 
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Figure 5-2: The Normal Q-Q Plot Test of Six Constructs 

 

Box-plot Test 

Box-plot test is also used to test the normality level of all variables through 

demonstrating groups of numerical data through their quartiles (Hubert and 

Vandervieren 2008). This test may also show potential outliers as individual points. A 

box-plot test of the collected data was emerging normal distributions. Though, there is 

no perfect symmetrical box, data do not violate normality test.                             Figure 

5-3 shows that there was no outlier found in the test.  

 

                            Figure 5-3: Box Plot Test of Six Constructs 
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Skewness and Kurtosis Tests for Normality  

Skewness is also used to test the normality level of all variables. Skewness measures the 

asymmetry of the probability distribution of a random variable according to its mean, 

and direction of skew from horizontal symmetry (Sheskin 2011). The skewness of data 

can be negative, positive or normal. If the skewness of data is positive, most data will 

distribute and cluster to the left of horizontal symmetry. If the sknewness of data is 

negative, most data will distribute and cluster to the right of horizontal symmetry. If 

skewness of data is normal, data will distribute and cluster in horizontal symmetry.  

Kurtosis is also used to test the normality level of all variables. Kurtosis measures the 

"peakedness" of the probability distribution of a random variable according to a standard 

bell curve (Sheskin 2011). The kurtosis of data can be negative, positive or normal. 

Positive kurtosis has a peaked bell-shaped curve while negative kurtosis has a flat bell-

shaped curve.  

If skewness and kurtosis are zero, data are normally distributed and perfectly 

symmetrical. According to Sekaran (2003), data can be considered normally distributed 

when the value of both skewness and kurtosis is in the range of -2 and +2. 

The results of the skewness and kurtosis in descriptive statistics represent the normal 

distribution of the sample. Since the value of the skewness and Kurtosis tests of all 

variables were between -0.68 and 0.19, the samples were normally distributed. 

Table 5-4: Statistical Normality Tests for Scale Data from the Sample (N = 415) 
Variables Skewness Kurtosis 

Relevant news -0.22 -0.66 

Empathy -0.29 -0.68 

Utilitarian value 0.19 -0.30 

Hedonic value -0.58 -0.11 

Perceived risk -0.41 -0.25 

Students’ Enrolment -0.18 -0.41 
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Summary of Normality Test  

The normality tests such as the histogram, Q-Q plot test, and descriptive statistics 

(Skewness and Kurtosis) all supported normal distribution of the sample. The findings 

from normality tests showed the positive and supported results of both graphical and 

statistical analysis. Hence, the overall results confirmed the normal distribution of the 

samples. This finding highlighted the sample is well-defined and the convenience 

sampling technique is adequate for this research. These results can ensure the 

homoscedasticity of the sample and the representative nature of the sample to the 

general population. Thus, the sample was considered appropriate, normally distributed 

and randomly selected from the population.  

5.6 Descriptive Analysis of the Main Survey 

The summary of the means, standard deviation, skewness, and kurtosis of items 

according to each variable is represented in 
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Table 5-5.  The descriptive statistics of all items for each variable (
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Table 5-5) showed more than 3.00 in each mean score. Since the scale of measurement 

is a five-point Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree), most 

respondents agreed with the significance of the proposed items. When comparing the 

means of each variable (
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Table 5-5), the researcher found that utilitarian value, hedonic value, and empathy 

overall had higher mean scores. The findings reveal students place more importance on 

utilitarian value, hedonic value, and empathy compared to the other values. 

Subsequently, students considered relevant news, perceived risk, and student enrolment 

as being relatively less importance to them.   

For the relevant news category, most students scored highest on the third item (After I 

viewed the advertisements, I have a good reason why I would like to study in the 

university). Regarding empathy, most students agreed that after viewing the 

advertisements, they felt as though they were right there in the advertisement; enjoying 

the same beautiful campus, caring faculty, and lively campus life. For utilitarian value, 

most students love new and unique experiences of the university that can enhance and 

satisfy their curiosity about the program. Regarding hedonic value, most students are 

interested in the concept that universities can visualise themselves as the most 

wonderful place to meet celebrities, and like-minded people. In perceived risk, most 

students are concerned most about how they can adapt to the university life.  

Participants preferred to include more empathetic elements in an advertising that shows 

the caring and emotional connections to students with the mean 3.72. This is higher than 

relevant news with a mean of 3.50. The result indicates the need of extracurricular 

activities, interest clubs, a beautiful campus, and caring faculty. Although relevant news 

such as certain advantages of programs and job opportunities can be depicted in the 

advertisement, empathetic elements are preferable for perceived value.  These are the 

major attributes to attract more students to an advertisement. 

Comparing the mean of moderating variables, utilitarian value, and hedonic value were 

high (3.81, and 3.86). This indicates that the central tendency was mainly “agree”. 

Specifically, it shows that students prefer the hedonic value in advertising. The result 

was not surprising since empathetic elements also had a high mean.  

Perceived risk was also significant for students with the mean of 3.50. It is convincing 

since students will not enrol in a university involving high risks. Thus, minimising 

students’ perceived risk is the focus of marketing communication strategies. 
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A summary of the means, standard deviation, skewness, and kurtosis of the computed 

items according to each variable is presented in 
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Table 5-5. The scores of each variable were calculated by averaging each response. A 

mean score of all the items was above 3.0. The findings show that most respondents 

consider the importance of all items on their decision to enrol at a private university. 
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Table 5-5: Descriptive Statistics of Items According to Each Variable (N=415) 
Independent Variable Mean SD Skewness Kurtosis 

Relevant news 3.55 0.79 -0.22 -0.66 

A 1.1 a 
The advertisements show certain 

advantages of the university.  
3.53 0.97 -0.78 0.56 

A 1.1 b 

The information from 

advertisements shows me 

something about my interest field 

that I did not know before.  

3.52 1.02 -0.43 -0.04 

A 1.1 c 
After I viewed the advertisements, I 

have a good reason why I would 

like to study in the university.  

3.65 0.97 -0.73 0.43 

A 1.1 d 
The information from 

advertisements is important for me. 
3.50 0.99 -0.59 0.03 

Empathy 3.72  0.20 -0.29 -0.68 

A 1.2 a 
I felt as though I was right there in 

the advertisement. 
3.74 0.86 -0.14 -0.67 

A 1.2 b 

The advertisements were very 

realistic and reflected truly my 

interests, and my talents. It is 

personal and intimate. 

3.69 0.89 -0.21 -0.68 

A 1.2 c 
The celebrity endorsement can 

capture my attention, and make me 

excited to join the university.   

3.72 0.89 -0.28 -0.65 

 

Variable Mean SD Skewness Kurtosis 

Utilitarian Value  3.80 0.62 0.19 -0.30 

C 1.1 a 
I liked the quality of education 

provided by advertised university  
3.77 0.74 -0.27 0.30 

C 1.1 b 
The university tuition fee is 

reasonable.  
3.79 0.78 -0.28 0.04 

C 1.1 c 

The university provides new and 

unique experience; and enhances 

and satisfies my curiosity about the 

program.    

3.83 0.78 -0.30 0.23 

Hedonic Value 3.83 0.72 -0.58 -0.11 

C 1.1 d 

After I viewed the advertisement, I 

feel excited, and happy to fulfill 

my interests and talents in the 

university. 

3.85 0.85 -0.29 -0.57 

C 1.1 e 

The advertisement visualized the 

university as the most wonderful 

place to meet celebrities, like-

minded people.  

3.88 0.80 -0.36 -0.31 

C 1.1 f 
The layout design of media is 

pleasing and professional.  
3.83 0.83 -0.33 -0.44 

Perceived Risk  3.39 0.73 -0.41 -0.25 
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C 1.2 a 
The value of the university does 

not match the cost paid. 
3.40 0.93 -0.53 0.09 

C 1.2 b 

The quality of education is 

different from the expectations and 

from the advertisement.  

3.39 0.93 -0.39 -0.15 

C 1.2 c 
I concerned about the job 

opportunities after graduation 
3.38 0.94 -0.35 -0.29 

C 1.2 d 
I am scared that I cannot adapt to 

the university life.   
3.42 0.94 -0.42 -0.12 

C 1.2 e 

I concerned about social accepted. 

I might not be accepted by my 

relatives and friends. 

3.38 0.97 -0.37 -0.25 

Students’ Enrolment (Dependent Variable) 3.48 0.75 -0.18 -0.55 

B 1.1 a 
I am totally happy with my current 

enrolment. 
3.42 0.86 -0.16 -0.49 

B 1.1 b 
I want to enrol in this university in 

my postgraduate study  
3.50 0.90 0.06 -0.76 

B 1.1 c 
I will recommend friends to enrol 

in my university. 
3.48 0.92 -0.16 -0.44 

B 1.1 d 
I would say positive things, and 

discuss the details of my university  
3.50 0.93 -0.08 -0.71 

Note: 5 = maximum (strongly agree), 1 = minimum (strongly disagree) 

According to Field (2013), the coefficient of variation measures the spread of the data 

according to its means. The higher the value of the coefficient of variation, the greater 

spread of data lies around the mean. Since the coefficient of variation of all the items 

was very low (as shown in Table 5-6), the data from this study are more precise and less 

dispersed. 

Table 5-6: Summary of Coefficient of Variation (N=415) 
Variable Coefficient of Variation 

Relevant news 0.23 

Empathy 0.20 

Utilitarian value 0.16 

Hedonic value 0.19 

Perceived risk 0.22 

Students’ Enrolment 0.22 
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5.7 Reliability Test  

Cronbach’s Alpha Coefficient is used to examine consistency of internal construct and 

ensure the inter-relatedness of the items within a construct (George and Mallery 2003). 

The range of Cronbach’s alpha reliability coefficient is between 0 and 1. The closer the 

Cronbach’s alpha coefficient is to 1.0 the greater the internal consistency of the items in 

the scale. According to George and Mallery (2003), if the Cronbach’s alpha value is 

greater than 0.8, there is good internal consistency of the items in the scale. However, 

Streiner (2003) has also argued that an excellent Cronbach’s Alpha value (> 0.90) may 

show redundancies and suggest that the test length should be shortened. These high 

values for Cronbach’s alpha indicate good internal consistency of the items in the scale. 

Table 5-7 demonstrates that all the variables obtained Cronbach’s Alpha values greater 

than 0.8, suggesting that the items have relatively high internal consistency. Thus, these 

high values for Cronbach’s alpha indicate good internal consistency of the items in the 

scale.  

Table 5-7: Cronbach’s Alpha Value of Variables 

Variable Items 

Corrected Item – 

Total 

Correlation 

Cronbach’s 

Alpha if Items 

Deleted. 

Cronbach’s  

Alpha  

Value 

Relevant News 

 0.846 

1 .638 .764  

2 .656 .723  

3 .520 .779  

4 .551 .690  

Empathy 

 0.800 

1 .589 .743  

2 .459 .704  

3 .581 .725  

Utilitarian Value 

 0.811 

1 .697 .712  

2 .731 .802  

3 .716 .736  

Hedonic Value 

 0.835 

1 .713 .616  

2 .752 .671  

3 .852 .774  
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Perceived Risk 

 0.836 

1 .784 .799  

2 .631 .767  

3 .793 .770  

4 .719 .723  

5 .806 .739  

Students’ Enrolment 

 0.849 

1 .796 .723  

2 .727 .736  

3 .719 .626  

4 .758 .655  

 

5.8 Factor Analysis  

The validity test is conducted through factor analysis. Factor analysis is a data reduction 

technique, which is designed to reduce or summarise the data. This test ensures the 

appropriateness of the measurable items used in this study. According to Pallant (2007), 

in order to conduct factor analysis, the researcher must ensure the appropriate sample 

size (more than 300 cases) and strong relationships among items (loading level greater 

than 0.3). The sample size of this study was 415, which is greater than the required 

minimum numbers. Moreover, the result of factor analysis showed 22 items were used 

in this study. Thus, the data set is appropriate for factor analysis. 

Statistical Package for the Social Sciences (SPSS) version 22 was used to conduct a 

factor analysis to generate correlated variable composites from the original 22 attributes 

and to reduce them into a smaller set of factors or components.  

The Kaiser-Meyer-Olkin (KMO) and a Bartlett’s test of Sphericity were also carried out 

to ensure the suitability of the data or sampling adequacy for factor analysis. The KMO 

statistic varies between 0 and 1. According to Tabachnick and Fidell (2007), it is 

considered appropriate for the factor analysis if the Bartlett’s test of Sphericity is 

statistically significant (p < 0.05), supporting the factorability of the correlation matrix 

and the Kaiser-Meyer-Olkin (KMO) index must be greater than 0.6. Tabachnick and 

Fidell (2007) recommended that values between 0.5 and 0.7 are mediocre, values 

between 0.7 and 0.8 are good, and values between 0.8 and 0.9 are very good.  
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Bartlett’s sphericity test compares the observed correlation matrix to the identity matrix. 

It checks if there is a certain redundancy between the variables (Tabachnick and Fidell 

2007). Thus, the data set can be summarised with a few numbers of factors. If the 

variables are perfectly correlated, only one factor is sufficient. Conversely, there are 

many factors as variables.  

 According to Table 5-8, the overall significance of the correlation matrix is 0.000, 

which is highly significant, with a Bartlett’s test of Sphericity of 3790.957 with a degree 

of freedom of 231. This result indicates a significant correlation among the variables and 

the appropriateness to use factor analysis. The Kaiser-Meyer-Olkin (KMO) was 0.805, 

which is meritorious (Hair et al. 2006). Thus, the author is confident that factor analysis 

is appropriate for these data.  

Table 5-8: KMO and Bartlett’s Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .805 

Bartlett's Test of Sphericity 

Approx. Chi-Square 3790.957 

df 231 

Sig. .000 

 

This study retained 6 factors which were greater than 1.0 of eigenvalues, explaining 

18.4%, 33.6%,  46.13%, 57.44%, 64.23%, 69.31% of the variance, respectively, as 

shown in Table 5-9.  

An inspection of the scree plot (Figure 5-4) revealed a break after the sixth component. 

A scree plot shows the eigenvalues on the y-axis and the number of factors on the x-

axis. It always displays a downward curve. A cut-off of an eigenvalue greater or equal to 

1 would provide six factors. 
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Figure 5-4: Scree Plot between Eigenvalue and Number of Factors 

 

Moreover, the factor loading of all items is relatively moderate to high, between 0.739 

and 0.879 which exceeds the minimum score (0.6) for factor loading. The initial solution 

was generated by the principle components factor method. The eigenvalues suggested 

that a six-factor solution explained 69.308% of the overall variance before the rotation. 

The Cronbach’s alpha coefficients ranged from 0.800 to 0.849 for the six factors, which 

show high reliability of the data.  
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Table 5-9: The Result of Factor Analysis 

Factors Communalities 
Factor 

1 

Factor 

2 

Factor 

3 

Factor 

4 

Factor 

5 

Factor 

6 

Factor 1: Relevant news 

A1.1a .687 .792      

A1.1b .694 .850      

A1.1c .723 .851      

A1.1d .680 .756      

Factor 2: Empathy 

A1.2a .749  .864     

A1.2b .674  .764     

A1.2c .738  .845     

Factor 3: Students’ Enrolment 

B1.1a .722   .845    

B1.1b .693   .836    

B1.1c .704   .836    

B1.1d .654   .801    

Factor 4: Utilitarian Value 

C1.1a .754    .854   

C1.1b .767    .879   

C1.1c .677    .801   

Factor 5: Perceived Risk 

C1.2a .599     -.775  

C1.2b .588     -.739  

C1.2c .601     -.765  

C1.2d .652     -.812  

C1.2e .631     -.782  

Factor 6: Hedonic Value 

C1.1d .747      .892 

C1.1e .802      .849 

C1.1f .710      .804 

Eigenvalue 4.039 3.343 2.766 2.490 1.494 1.117 

Variance explained (%) 18.359 15.197 12.570 11.316 6.789 5.076 

Cumulative variance 18.359 33.556 46.126 57.443 64.232 69.308 

Reliability coefficient alpha 0.846 0.800 0.849 0.811 0.836 0.835 

Number of items (total=22) 04 03 04 03 05 03 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalisation  

KMO = 0.805, Bartlett’s test of Sphericity: p = 0.000 (x2 = 3790.957, df = 231) 

 

 

Factor 1: “Relevant news” consisted of four items. The first item was “The 

advertisements show certain advantages about the university (programs, ranking, 

accreditation, opportunities to find a job after graduating).” The second item was “The 

information from advertisements shows me something about my interest field that I did 
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not know before.” The third item was “After I viewed the advertisements, I have a good 

reason why I would like to study at this university.” The fourth item was “The 

information from advertisements is reliable, timely, up-to-date and important to me.” 

This factor explained 18.35 per cent of variance in the data with an eigenvalue of 4.039 

(α = 0.846). 

Factor 2: “Empathy” consisted of three items. The first item was “I felt as though I was 

right there in the advertisement; enjoying the same beautiful campus, caring faculty, and 

the lively campus life.” The second item was “The advertisements were very realistic 

and accurately reflected my interests and my talents (extracurricular activities, interested 

clubs). It is personal and intimate.” The third item was “The creative and emotional 

content and design of the advertisements (celebrity endorsement) captured my attention, 

and made me excited to join the university.” This factor accounted for 33.55 per cent of 

variance in the data with an eigenvalue of 3.343 (α = 0.800). 

Factor 3: “Students’ Enrolment” consisted of four items. The first item was “I am 

totally happy with my current enrolment.” The second item was “I want to enrol in this 

university in the postgraduate program.” The third item was “I will recommend friends 

to enrol in my university.” The fourth item was “I would say positive things, and discuss 

the details of my university to others.” This factor explained 46.12 per cent of variance 

in the data with an eigenvalue of 2.766 (α = 0.849). 

Factor 4: “Utilitarian Value” consisted of three items. The first item was “I liked the 

quality of education provided by the advertised university – many professional and 

specialised   programs.” The second item is “The university tuition fee is reasonable, 

acceptable, and good value.” The third item was “The University provides many new 

and unique experiences; and enhances and satisfies my curiosity about the program.” 

This factor accounted for 57.44 per cent of variance in the data with an eigenvalue of 

2.490 (α = 0.811). 

Factor 5: “Perceived Risk” consisted of five items. The first item was “The value of the 

university does not match the fees paid.” The second item was “The quality of education 

is different from my expectations and from the advertisement. The program might not 
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provide enough knowledge and skills for my future works.” The third item was “I’m 

concerned about the job opportunities after graduation.” The fourth item was “I am 

scared I cannot adapt to university life.” The fifth item was “I’m concerned about social 

acceptance. I might not be accepted by my peers and friends.” This factor explained 

64.23 per cent of variance in the data with an eigenvalue of 1.494 (α = 0.836).  

Factor 6: “Hedonic Value” consisted of three items. The first item was “After I viewed 

the advertisement, I felt excited, happy, and stimulated to fulfill my interests and talents 

in the university.” The second item was “The advertisement described the university as 

the most wonderful place to meet celebrities and like-minded people.” The third item 

was “The layout and design of the advert is unique, pleasing, and professional.” This 

factor accounted for 69.30 per cent of variance in the data with an eigenvalue of 1.117 

(α = 0.835). 

Summary of Factor Analysis  

In brief, all the measurable items conducted in this study reflecting the reasonable 

overall results of factor analysis, the validity of the instruments, and the defined 

variables. The results exhibited that a total of five independent variables were identified 

from a pool of 18 items, and only one dependent variable, which consisted of 4 items. 

The identified six factors explained 69.31%. Table 5-10 summarised six identified 

factors.  

Table 5-10: Six Identified Factors 
Component Factors 

1 Relevant news 

2 Empathy 

3 Students’ Enrolment 

4 Utilitarian Value 

5 Perceived Risk 

6 Hedonic Value 
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5.9 Regression Analysis  

This section demonstrates both simple linear and multiple regression analysis to 

investigate the strength of relationships and contributions between independent variables 

and dependent variables.  

A normal P-P plot was used to determine deviations from normality in the centre of the 

distribution (Tabachnick and Fidell 2007). The points fall right on the line when 

normality has been met. 

The normality test is further demonstrated by the Normal Probability Plot (P-P) of the 

Regression Standard that supports the findings of Section 5.5, the assumptions of 

multiple regressions are complied. Figure 5-5 shows a Normal P-P of the Regression 

Standard Residual for students’ enrolment. 

 

Figure 5-5: Normal P-P of the Regression Standard Residual 

 

Normal P-P of the Regression Standard Residual for student enrolment shows points are 

laid in a reasonably straight diagonal line from bottom left to top right. Thus, there was 

no major deviation from normality. 

The Durbin Watson statistic was a number that tests for autocorrelation in the residuals 

from a statistical regression analysis (Pallant 2007). The Durbin-Watson statistic is 
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always between 0 and 4 (Pallant 2007). A value of 2 means that there is no 

autocorrelation in the sample. Values approaching 0 indicate positive autocorrelation 

and values toward 4 indicate negative autocorrelation. 

The Durbin-Watson value in this analysis was 1.762, which falls in the range of 1.5 to 

2.5, revealing that there was no autocorrelation in the residual. Table 5-11 shows the 

Durbin-Watson value in this analysis. 

 

Table 5-11: Durbin-Watson Value 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 
Durbin-Watson 

1 .411a .169 .163 .68495 1.762 

a. Predictors: (Constant), Perceived Risk (PR), Utilitarian Value (UV), Hedonic Value (HV) 

b. Dependent Variable: Students’ Enrolment (SE) 

Multicollinearity is a problem that occurs with regression analysis when there is a high 

correlation of at least one independent variable with a combination of the other 

independent variables (Pallant 2007). An extreme example of this is two completely 

overlapping variables. In this test, the Variance Inflation Factor (VIF) was used to 

measure the impact of collinearity among the variables in a regression model. The 

Variance Inflation Factor (VIF) is always greater than or equal to 1. Values of VIF that 

exceed 10 are often regarded as indicating multicollinearity, but in weaker models 

values above 2.5 may be a cause for concern. Moreover, tolerance is also a measure of 

collinearity reported by most statistical programs.  

 The collinearity statistic tests of all three independent variables showed tolerance values 

greater than 0.10, and variance inflection factor, (VIF) values less than 10. This 

indicates no multicollinearity among the variables. Table 5-12 shows tolerance values 

and variance inflection factor values. 
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Table 5-12: Variance Inflection Factor Values 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Collinearity Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

1 (Constant) 4.150 .311  13.327 .000   

UV .033 .055 .027 .601 .548 .977 1.023 

HV .140 .048 .134 2.956 .003 .984 1.017 

PR -.395 .046 -.386 -8.541 .000 .993 1.007 

In order to test multicollinearity, Pearson Correlation is also used. According to Pallant 

(2007), if the independent variables are highly correlated with r = 0.9 and above, this 

indicates multicollinearity among the variables. According to Table 5.13, the strength of 

relationship of all variables is not very strong (r < 0.5). Thus, this indicates no 

multicollinearity among the variables. 
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Table 5-13: Correlation Matrix -Multicollinearity Test 

Correlations 

  RN EM SE UV HV PR 

RN Pearson Correlation 1 .065 .243** -.022 -.006 -.475** 

Sig. (2-tailed)  .189 .000 .662 .908 .000 

N 415 415 415 415 415 415 

EM Pearson Correlation .065 1 .109* -.016 .492** -.167** 

Sig. (2-tailed) .189  .027 .745 .000 .001 

N 415 415 415 415 415 415 

SE Pearson Correlation .243** .109* 1 .076 .133** -.386** 

Sig. (2-tailed) .000 .027  .122 .007 .000 

N 415 415 415 415 415 415 

UV Pearson Correlation -.022 -.016 .076 1 .125* -.083 

Sig. (2-tailed) .662 .745 .122  .011 .092 

N 415 415 415 415 415 415 

HV Pearson Correlation -.006 .492** .133** .125* 1 .012 

Sig. (2-tailed) .908 .000 .007 .011  .801 

N 415 415 415 415 415 415 

PR Pearson Correlation -.475** -.167** -.386** -.083 .012 1 

Sig. (2-tailed) .000 .001 .000 .092 .801  

N 415 415 415 415 415 415 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

Where RN (Relevant News), EM (Empathy), SE (Student’ Enrolment), UV (Utilitarian Value), HV (Hedonic Value), 

PR (Perceived Risk) 

 

After complying with all the assumptions, the multiple regression analysis was 

conducted. Six hypotheses were analysed to answer the research questions and research 

objectives. In order to be considered as significant and supportive, a hypothesis must 

have a significant value of 95% or more. Moreover, adjusted R2 (R square) was also 

considered to explicate what per cent the variance in the value of a dependent variable 

can be explained by all the independent variables. 
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Regression Analysis between Relevant News and Utilitarian Value  

The first objective of this study was to examine the impact of advertising dimensions 

(relevant news and empathy) on students’ perceived value. To answer this objective, this 

section first investigated the impact of relevant news on utilitarian value.  

Table 5-14 shows the model summary for the predictor (relevant news) and dependent 

Variable utilitarian value. The adjusted R Square (-0.002) value was very low so it is 

impossible to use relevant news to explain the utilitarian value The negative adjusted R 

Square shows that the chosen model (with its constraints) fits the data really poorly. R2 

is negative only when the chosen model does not follow the trend of the data, so fits 

worse than a horizontal line (Ho 2013.). The main function of adjusted R Square is to 

approximate the actual per cent age variance explained (Popović 2015). Thus, if the 

actual R square is close to zero, the adjusted R square can be slightly negative, and 

considered as an estimate of zero (Ho 2013). Since the actual R square of this model 

was 0.000, the adjusted R square was (-0.02 which is slightly negative.  

Table 5-14: Model Summary of Relevant News and Utilitarian Value 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of the Estimate 

1 .022a .000 -.002 .62528 

a. Predictors: (Constant), Relevant news (RN) 

b. Dependent Variable: Utilitarian value (UV) 

 

Table 5-15 reveals this regression was non-significant since the significant value was 

0.662 which is greater the 0.05. Thus, there was a non-significant correlation between 

the relevant news and the utilitarian value at a private university (p = 0.662). 
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Table 5-15: Significances of Relevant News 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .075 1 .075 .192 .662a 

Residual 161.473 413 .391   

Total 161.548 414    

a. Predictors: (Constant): Relevant News (RN) 

b. Dependent Variable: Utilitarian Value (UV) 

 

Regression Analysis between Empathy and Hedonic Value 

The first objective of this study is to examine the impact of advertising dimensions 

(relevant news and empathy) on students’ perceived value. This section further 

investigates the impact of empathy on hedonic value. Table 5-16 shows the model 

summary for the predictor (empathy) and dependent Variable (hedonic value). The 

adjusted R Square had a value of 0.240. The empathy factor has a significant effect that 

explains 24 per cent of the variability towards hedonic value. In other words, 76% of the 

variance of the criterion is unaccounted for the variance in hedonic value.  

Table 5-16: Model Summary for Empathy and Hedonic Value 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .492a .242 .240 .62283 

a. Predictors: (Constant), Empathy (EM) 

b. Dependent Variable: Hedonic Value (HV)  

 

Table 5-17 reveals this regression was significant (F1, 413= 131.755, p < 0.01). There is 

a significant, moderate and positive correlation between the relevant news and utilitarian 

value at a private university (β = 0.492, p < 0.01). This correlation showed that the more 

empathetic elements included in the advertising, and more emotional responses from the 

students. 
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Table 5-17: Significances of Empathy 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 51.110 1 51.110 131.755 .000a 

Residual 160.209 413 .388   

Total 211.319 414    

a. Predictors: (Constant), Empathy (EM) 

b. Dependent Variable: Hedonic Value (HV) 

 

Table 5-18 indicates empathy was positively related to the criterion in the regression (t = 

11.428, p <.01). Empathy has a high standardised coefficient, 0.49 (p <.01). Therefore, 

the bivariate regression equation is as follows: 

HV = 2.101 + 0.492EM 

Where, 

HV  =  Hedonic Value  

EM =  Empathy 

The beta value indicates a one-unit increase in empathy will result in an increase in 

hedonic value of 0.492 units. The relationship and implications are further discussed in 

Chapter 6. 

Table 5-18: Regression Coefficients and Significance of Empathy 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 2.101 .156  13.463 .000 

EM .473 .041 .492 11.478 .000 

a. Dependent Variable: Hedonic Value (HV) 
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Regression Analysis between Advertising Dimensions (Relevant News and Empathy) 

and Perceived Risk  

The second objective of this study was to examine the impact of advertising dimensions 

(relevant news and empathy) on students’ perceived value. To answer this objective, this 

section investigates the impact of relevant news and empathy on perceived risk.  

Table 5-19 shows the model summary for the predictors (relevant news and empathy) 

and dependent variable (perceived risk). The adjusted R Square had a value of 0.240. 

The relevant news and empathy factor had a significant effect that can explain 24 per 

cent of the variability towards perceived risk. In other words, 76% of the variance of the 

criterion is unaccounted for the variance in perceived risk.  

Table 5-19: Model Summary for EM and HV 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of the Estimate 

1 .494a .244 .240 .63678 

a. Predictors: (Constant), Empathy (EM), Relevant News (RN) 

b. Dependent Variable: Perceived Risk (PR) 

 

Table 5-20 reveals this regression was significant (F2, 412= 66.486, p < 0.01). 

According to 
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Table 5-21, there was a significant, moderate and negative correlation between the 

relevant news and perceived risk at a private university (β =-0.466, p < 0.01). This 

correlation shows that the more information included in the advertising, the fewer risks 

perceived by students. In addition, according to 
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Table 5-21 there was a significant, weak and negative correlation between empathy and 

perceived risk at a private university  (β = -0.136, p < 0.05). This correlation shows that 

the more empathetic elements included in the advertising, the fewer risks perceived by 

students. 

 

 

 

Table 5-20: Significances of RN and EM 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 53.918 2 26.959 66.486 .000a 

Residual 167.060 412 .405   

Total 220.978 414    

a. Predictors: (Constant), Empathy (EM), Relevant News (RN) 

b. Dependent Variable: Perceived Risk (PR) 
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Table 5-21 indicates that both relevant news and empathy were negatively related to the 

criterion in the regression. They are relevant news (RN: t = -10.856, p <.01) and 

empathy      (EM: t = -3.180, p <.05). Relevant news had a high standardised coefficient, 

-.466 (p <0.05). Therefore, since both variables were significant, the multiple regression 

equation is as follows: 

PR = 5.349 - 0.466RN - 0.136EM 

                                    t    = (26.461) (-10.856) (-3.180) 

Where, 

PR =  Perceived Risk  

RN =    Relevant News  

EM =    Empathy 

The beta value indicates that one unit increases in relevant news will result in a decrease 

in perceived risk by 0.466 units. If the influences from empathy increase by one unit, the 

students’ perceived risk decrease by 0.136 units.  The relationship and implications are 

further discussed in Chapter 6. 
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Table 5-21: Regression Coefficients and Significance of RN and EM 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 5.349 .202  26.461 .000 

RN -.429 .039 -.466 -10.856 .000 

EM -.134 .042 -.136 -3.180 .002 

a. Dependent Variable: PR 

 

Regression Analysis of Utilitarian Value, Hedonic Value, and Perceived Risk toward 

Students’ Enrolment 

The third objective of this study is to examine the impact of perceived value and 

perceived risk on student enrolment. To answer this objective, this section investigates 

the impact of utilitarian value, hedonic value, and perceived risk on student enrolment. 

Table 5-22 shows the model summary for the predictors (utilitarian value, hedonic 

value, and perceived risk) and a dependent variable (students’ enrolment). The two 

factors (hedonic value and perceived risk) had a significant effect that can explain 16 

per cent of the variability towards students’ enrolment. In other words, 84% of the 

variance of the criterion was unaccounted for the variance in students’ enrolment. 

Table 5-22: Model Summary for UV, HV, and PR 

Model Summaryb 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .411a .169 .163 .68495 

a. Predictors: (Constant), Perceived Risk (PR), Hedonic Value (HV), Utilitarian Value (UV) 

b. Dependent Variable: Students’ Enrolment (SE) 

 

Table 5-23 reveals this regression was significant (F3, 411= 27.807, p < 0.01). First, 

there was a non-significant correlation between utilitarian value and students’ enrolment 

at a private university (p = 0.584). Second, according to Table 5-24, there was a 

significant, weak, and a positive correlation between the hedonic value and student 
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enrolment at a private university (β = 0.134, p < 0.05). This correlation showed that the 

more hedonic value was included in the advertising, the greater the enrolments of 

students. Third, according to Table 5-24, there was a significant, moderate and negative 

correlation between perceived risk and students’ enrolment at a private university (β = -

0.386, p < 0.01). This correlation showed that the more perceived risk was included in 

the advertising, the fewer students enrolled. 

Table 5-23: Significances of UV, HV, and PR 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 39.137 3 13.046 27.807 .000a 

Residual 192.822 411 .469   

Total 231.958 414    

a. Predictors: (Constant), Perceived Risk (PR), Hedonic Value (HV), Utilitarian Value (UV) 

b. Dependent Variable: Students’ Enrolment (SE) 

 

Table 5-24 indicates that both hedonic value and perceived risk are related to the 

criterion in the regression. They are hedonic value (t = 2.956, p <0.05) and perceived 

risk (t = -8.541, p <0.01). The standardised coefficient of perceived risk was higher than 

that of hedonic value with -0.386 (p <0.01). The effects from utilitarian value were 

insignificant in this set of combinations, and thus, it was excluded in the multiple 

regression equation. Therefore, the multiple regression equation is as follows: 

SE = 4.150 + 0.134HV - 0.386PR 

                                     t = (13.327) (2.956) (-8.541) 

 

Where, 

SE =  Students’ Enrolment   

HV    =    Hedonic Value   

PR =    Perceived Risk  



102 
 

The beta value indicates that a one unit increase in hardness value will result in an 

increase in perceived risk of 0.134 units. If the influences of perceived risk increase by 

one unit, the student enrolment decreases by 0.386 units.  The relationship and 

implications are further discussed in Chapter 6. 

Table 5-24: Regression Coefficients and Significance of RN and EM 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 4.150 .311  13.327 .000 

UV .033 .055 .027 .601 .548 

HV .140 .048 .134 2.956 .003 

PR -.395 .046 -.386 -8.541 .000 

a. Dependent Variable: Students’ Enrolment (SE) 

b. Independent Variables: Utilitarian Value (UV), Hedonic Value (HV), Perceived Risk (PR) 

5.10 Conclusion of the Chapter   

This study has successfully tested the proposed hypotheses. All the hypotheses were 

accepted except H1 and H5a. Table 5-25 shows the overall implication of findings from 

the present study. 
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Table 5-25: Overall Implication of Findings from the Present Study 
Independent Variables Dependent Variables Rank Relationship Impact 

 

Relevant News   Utilitarian Value N/A Positive Insignificant 

Factor 

Empathy  Hedonic Value N/A Positive Significant 

Factor 

 

Relevant News Perceived Risk 1 Negative Significant 

Factor 

Empathy 2 Negative Significant 

Factor 

 

Perceived Risk  Students’ Enrolment 1 Negative Significant 

Factor 

Hedonic Value 2 Positive Significant 

Factor 

Utilitarian Value  N/A Positive Insignificant 

Factor 

 

In brief, this chapter highlighted all data analysis. The data set was normally distributed, 

reliable, and valid through the result from normality test, Cronbach’s alpha coefficient 

test, and factor analysis. Linear and multiple regression analysis were used to investigate 

and establish the relationships between independent variables and dependent variables. 

Chapter 6 will present further discussions and investigations.   
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CHAPTER 6: DISCUSSION AND CONCLUSION 
 

6.1 Introduction  

This chapter will discuss the implications of the data analysis in Chapter 5. Specifically, 

this chapter drew conclusions whether the findings can support their proposed 

hypotheses, answer the research questions, and meet research objectives. This chapter 

will also propose the implications as well as recommendations for marketers of private 

universities in Vietnam with insights and strategies for student recruitment. This study 

will contribute to both theoretical and practical approaches. Finally, five main 

limitations will be addressed in this chapter to guide future research.   

This study has made a distinct contribution to the knowledge of advertising practices in 

private universities in Vietnam regarding the effectiveness of print advertisement. This 

study aimed to investigate the impact of relevant news and empathy in print advertising 

on students’ perceived value and perceived risk which are very crucial to understand 

thoroughly. Moreover, the objective of this study was to investigate how these 

predictors impacted on students’ enrolment in private universities in Vietnam. While 

students’ enrolment was the most important activity for private universities in Vietnam, 

the core purpose of this study was to enhance the effectiveness of print advertisements. 

Therefore, relevant news and empathy in print advertising were studied in relation to 

students’ perceived value and risk to have a further understanding of their roles in 

students’ enrolment.  

a) To examine the impact of relevant news and empathy in print advertising on 

students’ perceived value. 

b) To examine the impact of relevant news and empathy in print advertising on 

students’ perceived risk.  

c) To examine the impact of perceived value (utilitarian value and hedonic value) 

and perceived risk on students’ enrolment. 
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6.2 Discussion on Hypothesis 1 

Hypothesis 1 postulated relevant news in print advertising has a positive influence on 

utilitarian value. The findings of this study revealed relevant news in print advertising 

does not significant influence utilitarian value and thus could not support the hypothesis 

(p = 0.662). Although many studies examining the relationship between relevant news 

and utilitarian value highlighted that relevant news plays an essential role in generating 

positive cognitive responses (Huyn, Kim and Lee 2011; Mandan, Hossein and 

Furuzandeh 2012), the current study shows contradicting results with the hypothesis.  

One possible interpretation of this finding is that Vietnamese students may recognise 

that some print advertising provides inaccurate and misleading information. Previously, 

there were numerous misleading advertisements on education in Vietnam, which were 

criticised in the Police newspaper (Nghĩa and Long 2015). For example, one institution 

in Ho Chi Minh City advertised their high employment rate after graduation, for which 

there was no evidence to support this claim, and thus, students may think the news in 

print advertising is not accurate. Moreover, students might want to seek information 

from other sources which are considered more trustworthy such as student advisers, 

alumni, high school counsellors, or their relatives. In addition, relevant news in print 

advertising is similar and repeated (for example: college ranking, job opportunities after 

graduation) so that it might create boredom to students to read and hardly can gain 

students’ attention. Pham and Gerald (2002) also mentioned that private universities in 

Vietnam have just been founded since 1986 (maximum 30 years) so it is hard for private 

universities to attract students with their ranking and accreditation. Thus, it might be 

very hard to attract a student’s attention toward a print advertising by relevant news.  

In conclusion, according to the results of the linear regression, the hypothesis H1 is 

rejected. Therefore, the hypothesis 1 supported the first objective that relevant news in 

print advertising greatly impact students’ utilitarian value. 
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6.3 Discussion on Hypothesis 2 

According to the results found in the multiple linear regressions in Chapter 5, the 

multiple regression equation is as follows: 

HV = 2.101 + 0.492EM 

Where, 

HV  =  Hedonic Value  

EM =  Empathy 

The findings in this study indicate empathy in print advertising is strongly and positively 

influence on hedonic value (0.492, p<0.01). This finding confirms previous studies such 

as Huyn, Kim and Lee (2011); Hwang, Yoon and Park (2011); and Binet and Field 

(2009). This outcome is not surprising because empathetic elements in print 

advertisements can attract students’ attention, induce positive emotional responses, and 

generate a positive belief about the education service. For example, when students 

empathise with a person, an object, or an activity in a print advertisement, they are more 

likely to experience pleasant feelings, positive moods that tend to transfer to hedonic 

value. Thus, when marketers in a university produce print advertising, it is crucial to 

develop positive feelings of empathy and pleasure. In order to do that, marketers have to 

investigate and conduct researches on what students want to experience in university 

life.  

In conclusion, according to the results of the linear regression, the hypothesis H2 is 

accepted. Therefore, the hypothesis 2 supported the first objective that empathy in print 

advertising greatly impact students’ hedonic value.  
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6.4 Discussion on Hypothesis 3 

According to the results found in the multiple linear regressions in Chapter 5, the 

multiple regression equation is as follows:  

 

PR = 5.349 - 0.466RN - 0.136EM 

                                          t    = (26.461) (-10.856)  (-3.180) 

Where, 

PR =  Perceived Risk  

RN =    Relevant News  

EM =    Empathy 

The study found that relevant news in print advertising negatively affects students’ 

perceived risk (p=0.000). This confirms previous studies which suggested relevant news 

in print advertising is an important element to mitigate perceived risk (Lim 2015; 

Handlin 2012; Bootwala, Lawrence and Mali 2007; Brecht 2010). Students usually 

perceive many risks when making decisions to enrol in a private university in Vietnam. 

The amount of perceived risk depends on a students’ knowledge about private 

universities in Vietnam. Consequently, the more relevant news in print advertising, the 

less risk students perceive.  

Perceived risk can lead to significantly lower student enrolment. Thus, marketing 

communicators should include relevant news in print advertising, especially any 

advantages over the other universities to eliminate the negative perceptions on the 

quality of education.  By eliminating five kinds of risk (psychological risk, social risk, 

physical risk, performance risk, and financial risk) through relevant news in print 

advertising, marketing communicators can help to support positive feedback. In order to 

mitigate students’ perceived risk, it is recommended to eliminate all the concerns 
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regarding to psychological risk (cannot adapt to the university life), social risk 

(concerned about social accepted. I might not be accepted by my relatives and friends), 

physical risk (concerned about the job opportunities after graduation), performance risk 

(the quality of education is different from the expectations and from the advertisement. 

The program might not provide enough knowledge and skills for my future works), and 

financial risk (The value of the university does not match the cost paid). Previous 

research has shown that relevant news in print advertising could convince potential 

customers that products are carrying any risk (Bootwala, Lawrence and Mali 2007).  

In conclusion, according to the results of the linear regression, the hypothesis H3 is 

accepted. Therefore, the hypothesis 3 supported the second objective that relevant news 

in print advertising greatly impact students’ perceived risk. 

6.5 Discussion on Hypothesis 4 

According to the results found in the multiple linear regressions in Chapter 5, the 

multiple regression equation is as follows:  

PR = 5.349 - 0.466RN - 0.136EM 

                                         t    = (26.461) (-10.856) (-3.180) 

Where, 

PR =  Perceived Risk  

RN =    Relevant News  

EM =    Empathy 

Empathy in print advertising is also a significant predictor in this model (p<0.01).  It has 

a high coefficient value, which means that empathy significantly contribute to mitigate 

the level of students’ perceived risk. This finding is in line with previous studies that 

indicated the negative influence of empathy on students perceive risk (Handlin 2012; 

Bootwala, Lawrence and Mali 2007; Bretch 2010; Lin 2008). However, more 
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importantly, relevant news in print advertising has a much stronger impact on perceived 

risk (0.466) than does empathy (0.136). 

Therefore, in order to minimise students’ perceived risk, marketing managers must 

continually strive to improve more empathetic elements in their adverts. Specifically, 

empathy in print advertising such as beautiful campus, caring faculties, and lively 

campus life can reduce the risks that students cannot adapt to the new university life. 

In conclusion, according to the results of the multiple regressions, the hypothesis (H4) is 

accepted. Therefore, the hypothesis 4 supported the second objective that empathy in 

print advertising greatly impact students’ perceived risk. 

6.6 Discussion on Hypothesis 5a 

According to the results found in the multiple linear regressions in Chapter 5, the 

multiple regression equation is as follows:  

SE = 4.150 + 0.134HV - 0.386PR 

                                            t =     (13.327)   (2.956)   (-8.541) 

Where, 

SE =  Students’ Enrolment  

HV    =    Hedonic Value   

PR =    Perceived Risk  

The findings from this study indicate no support for utilitarian value having a direct 

positive effect on student enrolment. Unexpectedly, the study revealed utilitarian value 

does not significantly influence on students’ enrolment in private universities in 

Vietnam. According to the existing literature on this subject, the utilitarian value should 

be highly correlated to students’ enrolment (Lai and Chen 2010; Ha and Jang 2010; 

Bronner and Velthoven 2008; Tanakinjal et al. 2012). However, it cannot be applied in 

the context of private universities in Vietnam. The best explanation for this may be 

private universities usually included excessive amounts of information to generate 
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utilitarian value that often causes confusion with to the students. Moreover, utilitarian 

values in the education sector are quite similar to each other so it will be very hard to 

generate a competitive advantage. Finally, relevant news, which is the main predictor of 

utilitarian value, was also found insignificant. 

The proposed hypothesis (H5a) is rejected due to some proposed predictors being 

insignificant in the multiple regression analysis. Therefore, the hypothesis 5a did not 

support the third objective that utilitarian value in print advertising has no impact on 

student enrolment. 

6.7 Discussion on Hypothesis 5b 

According to the results found in the multiple linear regressions in Chapter 5, the 

multiple regression equation is as follows:  

SE = 4.150 + 0.134HV - 0.386PR 

                                           t = (13.327) (2.956)    (-8.541) 

Where, 

SE =  Students’ Enrolment  

HV    =    Hedonic Value   

PR =    Perceived Risk  

The findings in this study indicate no support for. hedonic value in print advertising 

having a direct positive effect on student enrolment This finding confirms previous 

studies that found hedonic value in print advertising has a positive impact on student 

enrolment (Lai and Chen 2010; Ha and Jang 2010; Bronner and Velthoven 2008; 

Tanakinjal et al. 2012). Hedonic value in print advertising is ranked as a secondary 

contribution predictor, which has a weaker impact on students’ enrolment. The more 

complicated the product, the more customers need hedonic value to make a decision to 

enrol.  The significant influence of hedonic value is on mood congruence to raise the 

willingness of students to enrol.  Emotional touching strategies in print advertising 



111 
 

might be the best way to embed this value into people’s mind and heart. Hedonic value 

can also create pleasure and joy, which are known as intrinsic motivations since students 

usually expect to have feelings or affective state to make decisions (Kim 2007). Hedonic 

value is harder to reproduce compared to utilitarian value since hedonic value in print 

advertising requires actual dynamic interaction with a product or service. Thus, hedonic 

value in print advertising plays a crucial role in attracting and retaining those students 

who tend to be more emotionally oriented rather than rationally oriented and motivated 

intrinsically. 

The proposed hypothesis (H5b) is accepted in the multiple regression analysis. 

Therefore, the hypothesis 5b supported the third objective that utilitarian value in print 

advertising has no impact on student enrolment. 

6.8 Discussion on Hypothesis 6 

According to the results found in the multiple linear regressions in Chapter 5, the 

multiple regression equation is as follows:  

SE = 4.150 + 0.134HV - 0.386PR 

                                          t = (13.327) (2.956)    (-8.541) 

Where, 

SE =  Students’ Enrolment  

HV    =    Hedonic Value   

PR =    Perceived Risk  

Two significant predictors are shown in this model. Students’ perceived risk had the 

highest negative coefficient value, which means that it has the highest contribution level 

towards the students’ decision to enrol in a private university. This finding confirms 

previous studies that found a negative impact on student enrolment (Kim, Shin and Lee 

2007; Lin and Bernstein 2008; Handlin 2012; Chang-Ling et al. 2011).  
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As expected, the reason for selecting a private university was not merely based on 

hedonic value generated from empathetic elements. As the equation shows, students 

tried to avoid choosing any university involving high risks, especially with high 

performance risks and financial risks. It is worth noting that people react more from a 

perceived loss than from any perceived gain. Thus, rational students will need more 

information to consonance the risk. However, this becomes significantly more difficult 

with those people who are intrinsically motivated since they tend not to read the facts 

but prefer emotionally-touching information. When it comes to decision making, 

students need more options on how to avoid risk and enjoy the university life.  Thus, 

Sarkar (2011) concluded perceived risk needed to be reduced to increase students’ 

enrolment. Especially with education, which is not a tangible product, the perceived risk 

might be higher. Thus, perceived risk should be reduced through informational and 

emotional elements in advertising.    

In summary, two key determinant attributes affect students’ intention to study at a 

private university. These attributes are hedonic value and perceived risk. Thus, 

according to the results of the multiple regressions, the hypotheses (H5b, H6) are 

accepted, while hypothesis (H5b) is rejected. 

6.9 Conclusion for Hypothesis Testing  

According to the results from the inferential analysis, most proposed independent 

variables are significantly correlated with the dependent variable. Therefore, most 

proposed hypotheses in this study are accepted except H1, and H5a. This finding of the 

present study supports the significance of advertising dimensions toward students’ 

perceived value and students’ perceived risk, which may finally lead to a student 

enrolling in a private university in Vietnam.  

To answer the first research question (RQ1), the most significant factor influencing the 

students’ perceived value in a Vietnam-private university is empathetic elements in print 

advertising. In other words, empathy in a print advertising such as extracurricular 

activities, interesting clubs, a reflection of students’ interests and talents, creative and 
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emotional content, or celebrity endorsement, has a higher impact on students’ perceived 

value.   

To answer the second research question (RQ2), the two most significant factors 

influencing students’ perceived risk in a Vietnam-private university are relevant news 

and empathy in print advertising. However, relevant news has a higher impact on 

students’ perceived risk than empathy.  

To answer the third research question (RQ3), the significant factors influencing 

students’ enrolment in a private university in Vietnam are hedonic value, and perceived 

risk. However, the level of their importance to their decisions to enrol is different. The 

impact of perceived risk on students’ enrolment is much higher than hedonic value.  

In brief, this study has successfully tested the proposed hypotheses, answered the 

research questions and achieved the proposed research objectives. Thus, the findings of 

the study might be useful and significant to both students (potential customers), and to 

private universities in Vietnam (service providers).  

6.10 Implications  

Theoretical Implication  

The main contribution of this study is to extend the understanding of the impact of print 

advertising dimensions on perceived risk, which has not been addressed before in a 

single conceptual model. Prior studies have only focused on the impact of print 

advertising dimensions on students’ perceived value (Huyn, Kim and Lee 2011; 

Mandan, Hossein and Furuzandeh 2012). The current study revealed the impact of print 

advertising dimensions (relevant news and empathy) on students’ perceived risk in 

enrolling at a private university in Vietnam. The findings add depth to the importance of 

print advertising to mitigate five kinds of risk (psychological risk, social risk, physical 

risk, performance risk, and financial risk) that might hinder student enrolment. The 

results of this study suggest the impact of perceived risk on decisions to enrol in a 

university is twice strong as perceived value. Thus, without reducing these risks, it 

would be very difficult for students to finalise their decisions. Overall, the study has 
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revealed the factors that influence students’ intention to enrol. Hence, it extends the 

knowledge on how to enhance print advertising effectiveness in the higher education 

sector. 

While most previous studies confirmed the significant role of relevant news in print 

advertising on customers’ perceived value, this study found contradicting results. In 

other words, both relevant news in print advertising and utilitarian value are not 

effective in the decision making process. Therefore, this study suggests not focusing on 

attracting students with relevant news in print advertising, but use empathy in print 

advertising to trigger the hedonic value that will lead to greater students’ enrolment.  

Moreover, the current study provides empirical evidence for further understanding of the 

cognitive dissonance theory in higher education print advertising. The findings reveal 

that the two most effective strategies to enhance students’ enrolment is to remove the 

students’ cognitive dissonance by increasing students’ perceived value and minimising 

students’ perceived risk. In order to increase students’ perceived value, it is very 

important to include empathetic elements in print advertisements such as beautiful 

campus, caring environments, and adaptable environment. In order to mitigate students’ 

perceived risk, it is recommended to eliminate all the concerns regarding to 

psychological risk (cannot adapt to the university life), social risk (concerned about 

social accepted. I might not be accepted by my relatives and friends), physical risk 

(concerned about the job opportunities after graduation), performance risk (the quality 

of education is different from students’ expectations and from print advertisements. The 

program might not provide enough knowledge and skills for my future works), and 

financial risk (The value of the university does not match the cost paid). This confirms 

that the Cognitive Dissonance Theory is demonstrable, applicable in explaining all the 

variables studied. 

Managerial Implication  

Through this study, Vietnamese students have shown the proposed print advertising 

dimensions that influence their perceived value, and perceived risk. As a result, it would 

be interesting to investigate further the impact of perceived value and perceived risk on 
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students’ intention to enrol in a private university in Vietnam. Thus, some managerial 

implications have emerged from the quantitative findings of this study in terms of what 

influences students’ decisions to enrol in a private university in Vietnam and how to 

maximise the effectiveness of print advertising. The current study represents the overall 

implications of this study to generate appropriate, meaningful, and comprehensive 

strategies for marketing communicators at private universities in Vietnam as well as 

other researchers. 

The overall conclusion of this study is that a student’s decision to enrol is not 

determined by one factor, but is rather a synthesis of advertising dimensions, students’ 

perceived value, and students’ perceived risk. Since the current study has validated these 

attributes, the findings can be persuasive and provide appropriate strategies for 

marketing communication at private universities in Vietnam. Furthermore, the findings 

are useful for identifying what students’ need, and for embedding a good positive in 

students’ mind for future enrolment, or future recommendations.  

First, empathy in print advertising is important to enhance students’ perceived value. 

Empathetic elements in print advertising such as extracurricular activities, interested 

clubs, a reflection of students’ interests and talents, creative and emotional contents, 

celebrity endorsement, have a significant impact on students’ perceived value (hedonic 

value).  Therefore, generating more empathetic elements in print advertising is crucial to 

raise students’ perception on hedonic value that can lead to students’ enrolment. 

Although it is a challenge to generate empathetic elements in print advertising, actions 

could be encouraged to have the proper strategy.  Moreover, relevant news in print 

advertising should be treated carefully. The study found that relevant news in print is not 

necessary and significant to enhance students’ perceived value (utilitarian value). While 

relevant news has been proved to be significant in other fields such as hospitality and 

tourism, the findings of this study discourage them to provide all the news that could not 

differentiate the advertised university’s products and services.  

Second, both relevant news and empathy in print advertising are important to eliminate 

students’ perceived risk. Five particular risks in a Vietnam-private university can be 

reduced by all the news and empathetic elements in print advertising. Although relevant 
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news has no impact on perceived value, it highly influenced negatively on students’ 

perceived risk compared to empathy. More indicatively, this implies that marketers in a 

private university in Vietnam should provide plenty of relevant information and some 

empathetic elements in print advertising to minimise students’ perceived risk.   

Third, both perceived value and perceived risk play an important role for students’ 

enrolment by moderating the relationship between advertising dimensions and students’ 

enrolment. Regarding perceived value, the study showed that utilitarian value does not 

influence students’ enrolment. This somewhat confirms that students are more 

emotional when it comes to choose a private university.  Comparing the importance of 

perceived risk and perceived value toward students’ enrolment, the researcher 

suggested marketers in a Vietnamese private university to pay more attention on 

mitigating the level of students’ perceived risk to enhance their students’ enrolment. 

Admittedly, although all determinants affect students’ enrolment to a certain extent, 

these are the significant factors in their decision to enrol in a private university in 

Vietnam and it is also the root of overall success to recruit students. Thus, the findings 

of this study could be beneficial to gain insights on how to develop effective 

advertisements, generate competitive advantages, prefer a university to competitors to 

be sustainable and survive in an increasingly competitive environment. 

It is very essential to have a thorough knowledge of the advertising effectiveness to 

conduct a successful and effective marketing strategy in private universities in Vietnam. 

That knowledge can support Vietnam universities to understand students’ decisions to 

enrol and leads to higher students’ enrolment. With the increase in students’ enrolment, 

private universities in Vietnam can generate more revenue for higher education industry 

in Vietnam. Thus, the model proposed in the study might be able to support universities 

in Vietnam in maximising effectiveness of print advertising and hence building a good 

reputation and universities’ value.   
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6.11 Limitations and Future Research Ideas 

As every study has some limitations, this study is no exception. These limitations may 

act as guidelines for future research. There were five major limitations in the current 

study.  

First, the current study was conducted with first-year college students only. Thus, future 

research could include high school students who can also be an appropriate potential 

research population. However, it would require more time, effort, and financial support 

to include this group in future research. 

Second, the focus of this study only included private universities in two big cities in 

Vietnam such as Ho Chi Minh City and Bien Hoa City. Each city in Vietnam has a 

distinctive culture, customs, education levels, social class, media preferences, and the 

findings might be different with other populations. Thus, it is recommended for future 

research to investigate other smaller cities, in Vietnam such as Hue City, Da Nang, or 

Nghe An.  

Third, this study does not acknowledge gender differences, though the concerns of male 

and female students might be somewhat different. Thus, future research should pay 

more attention to student gender differences in the influential level of perceived value 

and perceived risk toward their decisions to enrol in a private university.  

Finally, the current study only targeted private universities in Vietnam. It would be 

worthwhile including public universities in this type of research since the competition 

among higher education is more severe. Thus, future research is recommended to test 

this model on students in public universities to compare their perceived values and 

perceived risk, with students from private universities in Vietnam. 

6.12 Thesis Conclusion 

Student recruitment has become more competitive and thus private universities are 

required to utilise marketing communication to gain sufficient students’ enrolment. 

Hence, in order to find new means of attracting students, this study explored and 
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described the impact of print advertising on the students’ perceived value and risk, and 

the effect of these perceptions on students’ enrolment in private universities in Vietnam. 

Recent research has highlighted the importance of print advertising on student 

enrolment in higher education. The literature also has shown a need for additional 

research on effective dimensions of print advertising, which include relevant news and 

empathy. According to the Stimulus Response Theory, those advertising dimensions are 

crucial to boost the perceived value, and eliminate the perceived risk. However, until 

now, very limited research has been done on the impact those advertising dimensions 

have had regarding students’ perceived value and risk which finally led to students’ 

choosing to enrol.  Thus, the purpose of this study is to identify the impact of print 

advertising dimensions (relevant news, and empathy) on students’ perceived value 

(utilitarian value and hedonic value) and risk. Moreover, this study evaluated the impact 

of perceived value and perceived risk on students’ enrolment.  

Drawing from the existing literature, this study strived to investigate this issue by 

collecting 415 structured questionnaires from first-year degree students in three private 

universities of Vietnam: Hoa Sen University, Hutech University, and Lac Hong 

University. Data collection adopted the quota sampling technique and data obtained 

were analysed using linear regressions.  

The findings of this present study in relations to the research questions and research 

objectives were extensively discussed in this chapter. Both theoretical and managerial 

contributions were identified. In terms of theoretical implications, this study 

investigated the relationship between advertising dimensions, students’ perceived value, 

students’ perceived risk, and students’ enrolment. This is the first study utilising 

perceived value, and perceived risk as moderating variables in one conceptual model to 

enhance student enrolment. This study also provides empirical support to the Cognitive 

Dissonance Theory that suggests mitigating perceived risk and enhancing perceived 

value would lead to greater student enrolment. From a practical perspective, it is 

recommended for marketing communicators in at private universities in Vietnam to 

incorporate all variables in this study in order to have a better understanding of 

students’ needs, and thus generate more effective advertisements to increase students’ 
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enrolment. The model suggested this research might be beneficial to administrators and 

managers of Vietnamese universities in developing advertising strategies and 

motivating students to enrol.  

There are four major limitations identified in this chapter, including the exclusion of 

high school students, the lack of additional research sites, lack of the investigations on 

gender differences, and the exclusion of other private universities in Vietnam. 

Furthermore, guidelines for future research were also provided to fulfil the limitations.  

In conclusion, this study has contributed to higher education advertising in general and 

specifically in private universities in Vietnam. The findings were determined valid and 

reliable as well as utilisable. Thus, this study has achieved the research objectives 

outlined in the introduction and developed in depth in subsequent chapters. 

This chapter extensively discusses the findings of this present study. Moreover, this 

chapter also provides the hypothesis testing, answers the research questions, and 

achieves the research objectives.  Additionally, this chapter outlines both theoretical 

and managerial implications for marketing communicators to have a better 

understanding of students’ needs, and thus generate effective advertisements. Finally, 

this chapter concludes by providing some insights for future studies.  
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APPENDIX I 

SURVEY QUESTIONAIRE 

You are invited to participate in a research study titled “The impact of advertising dimensions 

on students’ enrolment in private universities in Vietnam”. This study is being conducted by 

Ms. Do Thi Hoang Mai and the research committee from the Department of Business at Curtin 

University. 

The questionnaire is a part of a study for Master of Philosophy in Marketing at Curtin 

University. This research has been reviewed and given approval by Curtin University Sarawak 

Campus - School of Business. The objectives of the research are to examine the impacts of 

advertising’s dimension (relevant news and empathy) on students’ perceived value, and on 

students’ perceived risk. Moreover, the aim of this study is to investigate the impacts of 

perceived value (utilitarian value and hedonic value) on students’ enrolment. The final 

objective is to evaluate the impacts of perceived risk on students’ enrolment. 

The survey should only take about 5 minutes to complete. Your participation is completely 

voluntary and you are free to withdraw. All information gathered from this study will be 

anonymous and confidential. If you would like a copy of the results of the study, the researcher 

will be happy to provide one for you. If you have any enquires about this survey, please contact 

me via email do.thi.hoangmai@postgrad.curtin.edu.my  or my phone number 0906841111 for 

any other clarification.   

To participate in this survey, please fill out the attached questionnaire and submit it to the 

researcher by hand immediately.  

By completing and submitting this survey, you are indicating your consent to participate in the 

study. Your participation is appreciated.  

 

 FOR USE IN THE THESIS WITH IMPLIED CONSENT 

 

Please tick the box before answering the questionnaire.  

 I have received information regarding this research and had an opportunity to ask 

questions. I believe I understand the purpose, extent and possible risks of my 

involvement in this thesis and I voluntarily consent to take part. 

 

Curtin University Human Research Ethics Committee (HREC) has approved this study. Should 

you wish to discuss the study with someone not directly involved, in particular, any matters 

concerning the conduct of the study or your rights as a participant, or you wish to make a 

confidential complaint, you may contact the Ethics Officer on (08) 9266 9223 or the Manager, 

Research Integrity on (08) 9266 7093 or email hrec@curtin.edu.au. 

mailto:do.thi.hoangmai@postgrad.curtin.edu.my
mailto:hrec@curtin.edu.au
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SURVEY OF ADVERTISING ON STUDENTS’ ENROLMENT 

 

INSTRUCTIONS 

1. Please read the questions carefully and make sure you answer all the questions 

2. Please note that your response will be regarded as strictly confidential and will only be 

used for research purposes only.  

3. Indicate your answer by putting a cross (X) in the chosen box from strongly disagree 

(1), disagree (2), Neutral (3), Agree (4), Strongly Agree (5).  

SECTION A 

Please mark the following that best reflect the extent to which you agree with the 

statements as your considered private university to enrol. 

1.1  Relevant news 1 2 3 4 5 

a. The advertisements show certain advantages of the 

university.  
     

b. The information from advertisements shows me something 

about my interest field that I did not know before.  
     

c. After I viewed the advertisements, I have a good reason why 

I would like to study in the university.  
     

d. The information from advertisements is important for me.      

1.2  Empathy 1 2 3 4 5 

e. I felt as though I was right there in the advertisement.      

f. The advertisements were very realistic and reflected truly my 

interests, and my talents. It is personal and intimate. 
     

g. The celebrity endorsement can capture my attention, and 

make me excited to join the university.   
     

 

SECTION B 

Please mark the following that best reflect the extent to which you agree with the 

statements as your considered private university to enrol. 

1.1  Students’ Enrolment  1 2 3 4 5 

a. I am totally happy with my current enrolment.      

b. I want to enrol in this university in my postgraduate study       

c. I will recommend friends to enrol in my university.      

d. I would say positive things, and discuss the details of my 

university  
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SECTION C  

Please mark the following that best reflect the extent to which you agree with the statements as 

your considered private university to enrol. 

1.1  Perceived value (Utilitarian Value) 1 2 3 4 5 

a. I liked the quality of education provided by advertised university       

b. The university tuition fee is reasonable.       

c. The university provides new and unique experience; and enhances 

and satisfies my curiosity about the program.    
     

1.1  Perceived value (Hedonic Value) 1 2 3 4 5 

d. After I viewed the advertisement, I feel excited, and happy to 

fulfill my interests and talents in the university. 
     

e. The advertisement visualized the university as the most wonderful 

place to meet celebrities, like-minded people.  
     

f. The layout design of media is pleasing and professional.       

1.2  Perceived risk 1 2 3 4 5 

a. The value of the university does not match the cost paid.      

b. The quality of education is different from the expectations and 

from the advertisement.  
     

c. I concerned about the job opportunities after graduation      

d. I am scared that I cannot adapt to the university life.        

e. I concerned about social accepted. I might not be accepted by my 

relatives and friends. 
     

 

SECTION D 

Indicate your response in the following by ticking the box corresponding to your answer. 

1.1 Demographic information  

a. Name of my current university: 

……………………………………………………………………… 

b. Gender:                              Male                                              Female 

c. Age:               18 - 19 years old                            20 - 21 years old       

                                                      22- 23 years old                            Above 23 years old     

d. Nationality:                             Local student                                 International student 

e. Faculties:           Business       Medicine                     Engineering              

                              Education    Communication   Others (please 

specify)…………………. 
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APPENDIX II 

PARTICIPANT INFORMATION STATEMENT 

HREC Project 

Number: 
RDSE-05-16 

Project Title: 
The impact of advertising dimensions on students’ enrolment in 

private universities in Vietnam 

Principal Investigator: Dr. Joseph Sia Kee Ming 

Co - Investigator: Ms. Hoang Mai Thi Do 

Version Number: 2 

Version Date:  28 March  2016 

 

What is the project about? 

 

Student recruitment has become more competitive and thus private universities are required to 

utilise marketing communication to gain sufficient students’ enrolment. Hence, in order to find 

new means of attracting students, this study will explore and describe the impact of advertising 

on the students’ perceived value and risk, and the effect of these perceptions on students’ 

enrolment in private universities in Vietnam. The aim of this study is to identify the impact of 

advertising dimensions (relevant news, and empathy) on students’ perceived value (utilitarian 

value and hedonic value) and risk. Moreover, this study will evaluate the impact of perceived 

value and perceived risk on students’ enrolment. The study will employ a quantitative research 

method of distributing questionnaires to 400 participants from RMIT University, Saigon South 

Campus; Hoa Sen University Ho Chi Minh City; RMIT University Hanoi Campus; and FPT 

University Hanoi. Contributing to theory, this study will explore thoroughly the influence of 

advertising dimensions on students’ perceived value and risk and finally on students’ enrolment 

into the higher education sector in Vietnam. Besides, the outcome of this study will be beneficial 

to managerial aspects, especially to private universities, advertising agencies, and student 

recruitment agencies in devising more effective communication strategies. 

 

Who is doing the research? 

 

The project is being conducted by Do Thi Hoang Mai. This research project is self-funded to 

obtain a Master of Philosophy at Curtin University.  

 

Why am I being asked to take part and what will I have to do? 

I am looking for an undergraduate student studying in Hoa Sen University; HUTECH 

University; Lac Hong University. I will ask you multiple choice questions about the impact of 

advertising dimensions on your perceived value, your perceived risk, and your decision to enrol. 

The survey will be distributed once and collected by hand. The survey should only take about 5 
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minutes to complete. There will be no cost to you for taking part in this research and you will 

not be paid for taking part. 

 

Are there any benefits’ to being in the research project? 

There may be no direct benefit to you from participating in this research. However, you will 

have opportunity to discuss your opinions and feelings toward your universities’ advertisement.  

I hope the results of this research will support private universities in Vietnam to develop 

advertising strategies to recruit more students. Potential students can find more valuable 

information and feel more connected to your university that mitigate their perceived risks.  

 

Are there any risks, side-effects, discomforts or inconveniences from being in the research 

project? 

There are no foreseeable risks from this research project. 

 

Who will have access to my information? 

The information collected in this research will be non-identifiable (anonymous). This means that 

this survey will not include a code number or name. No one, not even my supervisors will be 

able to identify your information. Any information I collect and use during this research will be 

treated as confidential. The following people will have access to the information I collect in this 

research: Principle supervisor - Dr. Joseph Sia Kee Ming (joseph@curtin.edu.my), co-

supervisors - Dr. Linda Hii (linda.hii@curtin.edu.my) and Dr. Shamsul Kamariah Abdullah 

(shamsul.a@curtin.edu.my), and the Curtin University Ethics Committee. 

Electronic data will be password-protected and hard copy data will be in locked storage. 

The information I collect in this study will be kept under secure conditions at Curtin University 

for 7 years after the research has ended and then it will be destroyed.  

You have the right to access, and request correction of, your information in accordance with 

relevant privacy laws. 

The results of this research may be presented at conferences or published in professional 

journals. You will not be identified in any results that are published or presented. 

 

Will you tell me the results of the research? 

I am not able to send you any results from this research as I do not collect any personal 

information to be able to contact you.  

 

Do I have to take part in the research project? 

Taking part in a research project is voluntary. It is your choice to take part or not. You do not 

have to agree if you do not want to. If you decide to take part and then change your mind, that is 

fine, you can withdraw from the project. You do not have to give a reason; just state that you 

want to stop. Please let me know you want to stop so I can make sure you are aware of anything 

that needs to be done so you can withdraw safely. If you chose not to take part or start and then 

stop the study, it will not affect your relationship with the University, staff or colleagues. 

If you choose to leave the study I will use any information collected unless you tell me not to. 

Then, I will destroy any information I have collected from you.  

What happens next and who can I contact about the research? 

mailto:joseph@curtin.edu.my
mailto:linda.hii@curtin.edu.my
mailto:shamsul.a@curtin.edu.my
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If you have any inquiries about this survey, please contact me via email 

do.thi.hoangmai@postgrad.curtin.edu.my or phone number 0906841111 for any other 

clarification. 

If you decide to take part in this research, I will ask you to sign the consent form. By signing it 

is telling me that you understand what you have read and what has been discussed. Signing the 

consent indicates that you agree to be in the research project. Please take your time and ask any 

questions, you have before you decide what to do. You will be given a copy of this information 

and the consent form to keep. 

Curtin University Human Research Ethics Committee (HREC) has approved this study (HREC 

number: RDSE-05-16). Should you wish to discuss the study with someone not directly 

involved, in particular, any matters concerning the conduct of the study or your rights as a 

participant, or you wish to make a confidential complaint, you may contact the Ethics Officer on 

(08) 9266 9223 or the Manager, Research Integrity on (08) 9266 7093 or email 

hrec@curtin.edu.au. 

mailto:hrec@curtin.edu.au
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APPENDIX III 

CONSENT FORM 
 

HREC Project 

Number: 
RDSE-05-16 

Project Title: 
The impact of advertising dimensions on students’ enrolment in 

private universities in Vietnam 

Principal Investigator: Dr. Joseph Sia Kee Ming 

Co - Investigator: Ms. Hoang Mai Thi Do 

Version Number: 1 

Version Date: 30/11/2015 

 

• I have read the information statement version listed above and I understand its contents. 

• I believe I understand the purpose, extent and possible risks of my involvement in this 

project. 

• I voluntarily consent to take part in this research project. 

• I have had an opportunity to ask questions and I am satisfied with the answers I have 

received. 

• I understand that this project has been approved by Curtin University Human Research 

Ethics Committee and will be carried out in line with the National Statement on Ethical 

Conduct in Human Research (2007) – updated March 2014. 

• I understand I will receive a copy of this Information Statement and Consent Form. 

 

Participant Signature 

 

Date  

 

Declaration by the researcher: I have supplied an Information Letter and Consent Form to the 

participant who has signed above, and believe that they understand the purpose, extent and 

possible risks of their involvement in this project. 

 

Researcher Name Ms. Do Thi Hoang Mai 

Researcher Signature 

 

Date  
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APPENDIX IV 

EXAMPLE ADVERTISEMENT 
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