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Abstract- Quality education demand is increasing day by day and people are showing more interest to get it. Customers 
demand high service quality and they have also high expectations that institutional administration may provide them 
standardized services. The word customer is used frequently for students in the educational institutions now a day. 
Students’ satisfaction assumes a fundamental part in promoting, as well as a basic factor in inducing students to learn 
effectively. The basic purpose to conduct this study was to explore the customer satisfaction about quality education in 
universities. The study was quantitative and survey type in nature. University students were the population of the study. 
Random sampling technique was employed to select two hundred and thirty students as sample from different 
universities. Self-developed questionnaire on likert scale was used to explore the level of customer satisfaction regarding 
quality education. Instrument was consisted of different factors of quality education. It was validated by experts opinions 
and reliability ensured to check the internal consistency among items by applying cronbach’s alpha. Structural equation 
modeling was used for path analysis of customer satisfaction regarding quality education in universities. Results show 
that students are satisfied from classroom management of teachers. They are provided opportunities to interact with each 
other and discuss things with in groups as well as with teacher for better and effective learning. They are also satisfied 
because their performance is assessed by fair evaluation. Universities administration may focus on teaching quality and 
revise curriculum with the passage of time for more customer satisfaction and compete the academic world. There is need 
in institutions to take some positive initiatives to provide better quality education to customers.  
Keywords: quality education, customer satisfaction, structural equation modeling, and path analysis.           

 

I. INTRODUCTION  

Education plays a vital role in the progress and development of the country. The nations concentrate on the 
education sector to achieve the desired goals and destinations. Brunat (2006) said that there is positive 
association between education and financial development. Around the world, human capital is the most 
grounded component that signifies to a country's financial development. The nations become strong when 
the resources are used for the improvement of academic condition of the educational institutions and this 
kind of investment has positive effect on the economy of country (Coleman, 2005). Education demand is 
increasing with the passage of time and people are showing more interest to get it. And customers demand 
high service quality and they have also high expectations that institutional administration may provide them 
standardized services. The clients need exclusive academic and management services from institution 
(Petruzzellis & Romanazzi, 2010). From a research point of view, an educational field characterizes a 
fascinating discipline to inspect. Not just in light of its effect on the nation's economy, as well as one would 
need to think and recognize about the nature and standard of instruction being given to clients, their level of 
satisfaction, achievement and absorbing limit, as these people answerable to the general public and nation's 
future. Beyond any doubt this extremely focused sector is able to adapt changes and compete with globally 
challenges and dealing with customers increasing desires and their expectations about educational services 
and quality (Sohail & Shaikh, 2004). 
Students as Customers 
Crawford (1991) laid stress upon students studying in higher education institutions as primary customer. His 
study focused on the customer ship of students alone. According to William (2002), although students were 
not customers, yet keeping in view the market place scenario of educational institutions, the students were 
regular payers and could be considered as customers who have the right to know what they were buying. 
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Student Satisfaction  
Satisfaction is the sentiment delight or frustration which is achieved by comparing an item's apparent 
performance (result) in connection to his or her desires. If the performance misses the mark regarding 
desires, the client is disappointed. The clients are full filled and feel satisfaction with their performance and 
achieve goals. In this specific circumstance, the customer satisfaction is characterized as the students’ 
satisfaction about their academic achievements in the specific educational institution. Generally, it is the 
personal perception of an individual subjective assessment and knowledge of a product include the expected 
management services and the received services from the organization (Oliver, 1999). Hence, expectations 
mean belief about the nature, quality and performance of the institution. Customer satisfaction which is 
applied to portray whether customers are happy and mollified and satisfying their desires and needs during 
the degree in institution. Different elements contribute to satisfy the customer; to give respect the students, 
giving acknowledgment, offering required advantages and positive administration inside the institution, 
assessments, and meeting desires. The idea of a student satisfaction is derived from customer satisfaction. 
The word customer is used frequently for students in the educational institutions now a days. Students’ 
satisfaction assumes a fundamental part in promoting, as well as a basic factor in inducing students to learn 
effectively.Kuh and Hu (2001) had claimed that effective interaction between students and faculty is a strong 
predicator of student satisfaction. Student satisfaction is an important issue. Satisfaction is a state of mind in 
which a person feels pleasure or happiness. Elliott and Healy (2001) describe that concentrating on customer 
satisfaction not just empowers institutions to re-build their associations to care the customer needs, as well 
as enables them to build up a framework for persistent observing of how viably they meet or surpass 
customer needs. In this way, the customer satisfaction approach is necessary to achieve the goals and 
promote the institutional product in internal and external market. Their satisfaction develops quality culture 
that is favorable for the progress. 
A Glimpse of Customer Satisfaction Models 
Hom (2000) stated two models of customer satisfaction:  
1. Macro Models 
2. Micro-models.  
Macro-models observed at how students satisfaction associated with different features of educational 
institutions. They used strategies like comparing the standards of quality and performance of different 
university facilities and administration services which could influence student satisfaction.  
Micro-models have directly link more specifically at various components of students’ satisfaction and loyalty. 
There were seven models: 
1. Expectations 
2. Perceived performance  
3. Norms 
4. Multiple process 
5. Attribution  
6. Affective  
7. Equity.  
Every one of the seven models relied upon feedback and good relations with clients or customers in the case 
of higher educational universities. The decision of model decides if the university might be keen on setting up 
standards, influencing customer feelings or emotions, or upgrade the quality performance. 
Factors Affecting Students’ Satisfaction  
Customers, for example, students more often take decision in view of their own observation and notice the 
performance of academic organizations. However, their fulfillment relies upon their evaluation of the 
products, things and organization services utilized and paying little mind to whether their wants or needs 
were fulfilled (Athanassopoulos, Gounaris, & Stathakopoulos, 2001).If the universities identify the factors that 
enhance the customers’ satisfaction, it will be able to improve the institutional services and promote 
academic quality. Researchers prescribed that higher educational institutions highlight the planned 
significance of social principles picked up by students when going along with them to compete the market. 
Furthermore, they contended that colleges must show the methods by which they offer help to their 
customer' goals accomplishment. Fundamentally, this would influence the student impression of academic 
satisfaction therefore the institution’s competitiveness. A few variables impact customers’ level of satisfaction 
and also their accomplishment and ingestion capacity (Petruzzellis & Romanazzi, 2010). 
A lot of researches related service quality of customer satisfaction. To compete the global and national 
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market, universities are bust to improve the service quality through different factors for example, reliability, 
assurance, empathy, responsiveness and tangibles (Zeithaml, Bitner, & Gremler, 2009). Reliability means 
provide facilities guaranteed (Parasuraman, Zeithaml, & Berry, 1988). This is the basic factor in academic 
organization Danish, Malik, and Usman (2010) where it could be an arrangement of a brisk remedial activity 
when errors happen keeping in mind the end goal to recapture the trust and certainty of customers. 
Alexandris and James (2002) expressed that this element is vital component in the administration quality. 
Affirmation shows the friendliness and data of clients which stimulates customers' trust and conviction 
(Parasuraman, Zeithaml, & Berry, 1988). Passing the reliable information and having suitable instruction and 
training criteria or standards are of centrality to clients as mentioned by Alves and Raposo (2007). 
Compassion in the scholastic zone will be taken as giving the regard for the individual customers. For them, 
compassion is imperative because they are searching for a special care and attention to accomplish their own 
objectives. To have the capacity to give good administrative and academic services to customers, universities' 
establishment ought to concentrate to serve the customer and give them the required facilities quickly, while 
in the meantime endeavoring to tackle any issue which may happen instantly; it is consider the key element 
of the organization quality (Zeithaml, Bitner, & Gremler, 2009). Latter three measurements significantly rely 
upon the faculty, particularly forefront staff; in this manner, the relational abilities and responses towards 
clients’ issues signify to the premise of the apparent satisfaction of institutional facilities quality (Danish, 
Malik, & Usman, 2010).In educational organizations, clients cannot pass judgment on an administration 
before its use (Padma, 2006), the physical assets measurement, though, can give assistance by perceiving that 
consideration. Hill and Epps (2010) described that alongside workers’ abilities and their presence, physical 
arrangement, tools and constituents incorporating them greatly affect students' satisfaction. Expectedly, 
academic organizations invest a considerable amount on enhancing services and renovating classrooms' and 
labs. The students feel satisfaction with comfortable seats, lighting, work areas and labs in which internet is 
available. Different variables influencing customers' satisfaction, attainment and absorbing limit integrate 
status, or fairness. This component is vital as the services of the organization. Brown and Mazzarol (2009) 
mentioned that in the field of education, irrespective of the movement to getting to be industry oriented in 
addition to the business center, the brand building inside the institutions faces problems. Ivy (2001) 
simplified that clients of business organizations consider the foundations' status as a basic sign as opposed to 
the quality of universities and its education.  
Ivy (2001) agreed that to select the university, most students consider the institution’s reputation. It may 
difficult for the teachers to adopt and change the teaching methods according to nature of the topic and 
subject. Students are comfortable and give prefer to change the teaching technique conferring the subject 
demand (Douglas, McClelland, & Davies 2008). The important elements to provide quality knowledge are the 
competent teachers, delivering methods and academic facilities that are helpful during teaching (Petruzzellis 
& Romanazzi, 2010). Therefore, as to adapt to rivalry and the quick evolving trend, Kwek, Lau, and Tan 
(2010) contained that students enroll in commerce institutions ought to overhaul their offerings and 
scholastic projects to profit by rising opportunities, keep up scholarly values and fulfill their partners' beliefs. 
Arif and Ilias (2011) elaborated as well as the students go to higher classes then they demand the high 
satisfaction level regarding the quality and facilities in the institution. This thing enhances students’ 
proficiency and adequacy. Gibson (2010) described the factors of students’ satisfaction in universities. When 
students enter in higher educational institutions they observe the things deeply. To satisfy the customer 
universities may provide car stand facility. This element highlights the quality of administrative services set 
apart by Hoque, Abdul Razak, Othman, Mishra, and Samad (2013) study. And it also found by Petruzzellis & 
Romanazzi, 2010) that higher educational institutions and university management may consider these 
elements in the planning and decision making because administrative services quality depends on it. 
Organizations may give importance to the necessary factors that increase the quality of institution and 
customer satisfaction. The students observe the university keenly before taking admission because 
institution plays a significant role to enhance their academic performance (Gibson, 2010).Fredrickson (2012) 
states that as higher educational institutions’ launch different programs to fulfill the demands of the changing 
environment. Universities mention the scope, benefits of the degree and amount that is required to get it. 
They elaborated advance just to satisfy the customers. Institutions also provide such a cooperative 
environment in which students discuss things with class fellows and share their problems with teaching staff. 
All these things help out to increase the satisfaction of customers. Astin (1999) stated that students measure 
the quantity and quality of the institution through physical facilities and academic progress. They take 
interest in institutions according to their psychological level. They contribute in different activities and this 
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contribution enhances their learning level and promotes the educational quality (Wiers-Jenssen, Stensaker, & 
Grogaard, 2002). Institutions offer the academic and management quality to their students and this function 
is appreciated by them because they are customer of that institutions. The customers demand the quality of 
products, same the students like the institution which provides standard education (Petruzzellis & 
Romanazzi, 2010). There is a distinction amongst organizations and subject-fields concerning the most 
imperative factors of customer satisfaction. Moreover, education quality, Wiers-Jenssen, Stensaker, and 
Grogaard (2002) narrated that universities satisfy the customers and invest the time, finance, and many other 
things just to facilitate the students. Organizations analyze that how customer fulfillment can be separated 
into part appraisals, alluding to more extensive parts of the learner's learning experience. Assessment of the 
institutions based on the infrastructure quality and customer satisfaction. They divided the idea into a few 
sub-factors, for example, 
1.  Quality of teaching.   
2.  Quality of supervision and feedback from staff.   
3.  Arrangement, content and relevance of curriculum.   
4. Balance between different forms of organized teaching activities.   
5.  Quality of support facilities.   
6.  Quality of physical infrastructure   
7.  Quality and access to leisure activities.  
8.  Social environment.       
Letcher and Neves (2015) suggested that there are mainly seven factors which are used as standardized 
instruments for the student satisfaction. They are like: (1) satisfaction with the curriculum instruction and 
classes, (2) satisfaction with the quality of teaching, (3) satisfaction with the extra curricula activities and 
career opportunities, (4) satisfaction with the student advising, (5) satisfaction with the quality of teaching 
feedback, (6) satisfaction with the computing facility and (7) satisfaction with student interaction. Another 
factor that can improve students’ satisfaction was by increasing students’ interest while teaching the 
material. For learners to retain the learning they get from their teachers effectively, they should be satisfied. 
We accept that variables like general administration, institution’s reputation, teaching techniques, launching 
programs, access and accommodation to offices, educational costs charges, and involvement of the students 
and communication with the institution's staff, will all fundamentally effect on their level of academic 
fulfillment and also their accomplishment and adjustment capacity.  
Service Quality and Student Satisfaction 
Administration service quality is normally seen as a significant imperative for keeping up associations with 
important clients. The connection between provision quality and consumer loyalty as showed up as indicated 
by Cronin and Taylor (1992) was a subject of key concern. Sperng and Mckoy (1996) researched 
administration quality as a pre-cursor to fulfillment. Shieh (2006) made sense of in his examination that all 
service measurements aside from "responsiveness" significantly affected customers’ fulfillment. He in this 
way distinguished there was a positive connection among quality measurements and students’ satisfaction. In 
addition, legitimate information of determinants of consumer loyalty can bring high financial increases for an 
organization in an economical market (Lassar, Manolic, & Winsor, 2000). 
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Research Objectives   
The study was conducted to achieve the following objectives: 
1. Explore path analysis of customer satisfaction about quality education in universities.  
To check the construct reliability and validity of customer satisfaction about quality education in universities 
scale. 
 

II. METHODOLOGY  

There are different types of studies in social sciences. Empirical studies demand clear methodology and this 
thing enhances its worth and validness. The effectiveness of any study depends upon its methodology, in 
which researcher describes detail method and procedure. This study was quantitative correlation and survey 
type in nature. The population of the study was students of Pakistani universities of Punjab province. From 
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population two hundred and thirty students selected as a sample of study conveniently. Instrumentation is 
considered a backbone of any study. Researchers are unable to conduct research without valid instrument. 
However, researchers released their energy and time on instrument development. Questionnaire was 
developed regarding customer satisfaction about quality education on five point likert scale to collect 
relevant information from participants. Questionnaire regarding quality education was consisted of seven 
factors namely; curriculum content, teaching quality, class management, group interaction, individual 
rapport, breadth discussion, and fair evaluation. Tools are vague and unreliable without taking experts 
opinions on its. The worth of tool is made by approval of experts. Thus, scale was validated by field experts. 
And after that reliability was ensured by follow the process of pilot testing. Reliability was ensured to ensure 
the internal consistency among items by applying Cronbach’s Alpha initially. There were twenty five items in 
scale and value of Alpha was .928, which is statistically significant and acceptable. It was the hard task to 
collect data from students. A big amount of physical and mental energy, time, as well as finance quantity 
spent to visit universities for data collection from students. Therefore, researchers drove a great effort to 
conduct this study especially in data collection procedure and made it successful. After data collection the 
main thing is to handle data and analyse it properly. Path analysis is difficult task. Data were analysed by 
using smartpls software for structural equation modelling, in which different tests were applied. Path 
analysis with help of r value, Path average variance extracted, and constructs validity and reliability were 
calculated in this study. A detail of data analysis is under follow.         
     

III. FINDINGS AND RESULTS 

 
Figure 1: Path relationship between quality education and its dimensions 

 
Above figure shows path relationship between customer satisfaction about quality education and its 
dimensions. The main construct quality education contained twenty five items. There is main construct in 
blue circle in central position. Items loading in yellow colour displayed in left and right sides of each 
dimension and variable. There were significant positive association between quality education and its sub-
dimensions. Items loading confirmed that all dimensions are important to check the customer satisfaction 
about education quality in higher educational institutions. 
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Figure 2: Path average variance extracted relationship between variable and its dimensions    

 
This figure contains average variance path association between customer satisfaction regarding quality 
education and its sub-dimensions. Average variance extracted (AVE) is a measure of the amount of variance 
that is captured by a construct in relation to the amount of variance due to measurement error. The AVE 
values of factors are discussion .991, class management .696, fair evaluation .632, group interaction .989, 
individual rapport .863, and learning content .856. All dimensions of quality education are strongly related 
with customer satisfaction about education quality and interrelated positively. AVE is always computed to 
guarantee the validity of the structural model.   
 

 
Figure 3: Latent variables    

 
Latent variable indicates correlations in this figure. It is the part and output of structural equation modelling 
in path analysis. There was positive significant association between customer satisfaction about quality 
education and its sub-dimensions. 
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Figure 4: R square     

 
This diagram shows r square and r square adjusted. Researchers Ahmad, Batool, and Hussain (2019) 
described that r square value is acceptable at .3. The r square value is acceptable at 0.3. Therefore in this 
figure r square value of customer satisfaction about quality education r = .996, which is bigger than set 
standard.   
 

 
Figure 5: R square     

 

This figure indicates the height of r square in graphical form. The r square of quality education in green line is 
touching 1, which shows the significance of data.  

 
Figure 6: Construct reliability and validity of factors      

 

Questionnaire or scale in only considered accurate and valid when its validity and reliability are confirmed. In 
path analysis, structural equation modelling measured construct reliability and validity in above figure. 
Reliability and validity were calculated by four different tests Cronbach’s Alpha, rho_A, Compositie reliability, 
and average variance extracted. Reliability values in green colour are showing the strong validness and highly 
significant consistent and reliable scale dimensions of customer satisfaction about quality education. But 
values in red colour are below from threshold. These values in red colour are not competing the threshold 
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and standardized cut in this figure. The cut point or acceptable value is vary in four tests. These values are 
below than margin due to which these numbers are in red colour. However, the quality education construct 
and its different factors are statistically significant valid and reliable except curriculum content and teaching 
quality.   
 

 
Figure 7: Cronbach’s alpha 

 

Above figure is related to Cronbach’s alpha that is used to check internal consistency among items of 
constructs. The acceptable values of items are at 0.7 in this reliability. There are all dimensions of quality 
education except curriculum content and teaching quality in form of green pillars and both are crossing the 
blue standard marginal line and touching .9 value. It means dimensions of instrument are statistically reliable.   
 

 
Figure 8: Discriminant validity 

 

Discriminant validity ensures the discrimination between variables. Above figure is related to discriminant 
validity that is used to check validness of constructs. Ahmad, Hussain, and Batool (2019) defined that each 
construct had maximum value and less value with other variable. Therefore, dimensions of this instrument 
are showing discrimination with each other which confirm the tool validity.  
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Figure 9: Discriminant validity 

 

Above figure is related to discriminant validity in graphical form. The cut point is .9 and red lines are crossing 
standard point. It means the constructs in red lines have discrimination with other dimensions. But factors in 
green lines are unable to show discrimination.  
 

IV. DISCUSSION  

The study was about to conduct path analysis of customer satisfaction about quality education in universities. 
Quality of education is vital and crucial, particularly with regards to higher education. Students’ achievements 
and efficiency depend upon quality of institution and its education. It is proved by the research that quality 
education is need and it affects the customer satisfaction as well as their achievements. Paulo, Mario, and 
Helena (2011) identified how the customers’ satisfaction is changed with the passage of time. They discussed 
university student’s demand more quality in spite of others. Because they know the market demands and 
changes. They gave fruitful ideas for customer’s gratification improvement through curriculum, syllabus, 
content delivering techniques, and how education procedure is managed. The results of the present study are 
aligned with this past study. It was observed that curriculum content and teaching quality are important 
factors of customer satisfaction to gain quality education.  
The status and reputation of any institution depends upon its academic and administrative quality and 
capacity to compete the academic world. Both qualities are helpful in customers’ satisfaction regarding 
academics. Ivy (2001) also agreed that to select the university, most students consider the institution’s 
reputation. It may difficult for the teachers to adopt and change the teaching methods according to nature of 
the topic and subject. Students are comfortable and give prefer to change the teaching technique conferring 
the subject demand (Douglas, McClelland, & Davies 2008). The important elements to provide quality 
knowledge are the competent teachers, delivering methods and academic facilities that are helpful during 
teaching (Petruzzellis & Romanazzi, 2010; Saleem, Hussain, & Ahmad, 2017). Letcher and Neves (2015) 
suggested that there are mainly seven factors which are used as standardized instruments for the student 
satisfaction. They are satisfied with the curriculum instruction and classes, satisfaction with the quality of 
teaching, satisfaction with the extra curricula activities and career opportunities, satisfaction with the student 
advising, satisfaction with the quality of teaching feedback, satisfaction with the computing facility and 
satisfaction with student interaction. The findings of current study are also supporting these factors which 
discussed Letcher and Neves. Consequently, the past studies which were examined in different countries of 
the world are supporting the findings of present study related to customer satisfaction about quality 
education. It means the results of study are valid and generalizable in local context.   
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V. CONCLUSIONS  

Nations become strong when the resources are used for the improvement of academic condition of the 
educational institutions and this kind of investment has positive effect on the economy of country (Coleman, 
2005). Education demand is increasing with the passage of time and people are showing more interest to get 
it. And customers demand high service quality education and they have also high expectations that 
institutional administration may provide them standardized services. The clients need exclusive academic 
and management services from institution.Students are studying in higher education institutions as treated 
primary customers. The word customer is used frequently for students in the educational institutions now a 
days. Students’ satisfaction assumes a fundamental part in promoting, as well as a basic factor in inducing 
students to learn effectively. This primary purpose of this study was to conduct path analysis of customer 
satisfaction about quality education in universities with the help of structural equation modelling. The 
quantitative study was correlation and survey type in nature. Self-developed questionnaire regarding 
customer satisfaction about quality education on five point likert scale was used to collect data from 
participants. Validity was ensured by field experts before using scale. Internal consistency was checked 
among items by applying Cronbach alpha, rho-a, composite reliability, and average variance for reliability 
confirmation of scale. All four techniques verified that instrument is valid and reliable. There were significant 
positive association between quality education and its sub-dimensions. Items loading confirmed that all 
dimensions are important to check the customer satisfaction about education quality in higher educational 
institutions. Average variance extracted (AVE) is a measure of the amount of variance that is captured by a 
construct in relation to the amount of variance due to measurement error. All dimensions of quality 
education are strongly related with customer satisfaction about education quality and interrelated positively. 
AVE is always computed to guarantee the validity of the structural model. Results showed that students are 
satisfied from classroom management of teachers. They are provided opportunities to interact with each 
other and discuss things with in groups as well as with teacher for better and effective learning. They are also 
satisfied because their performance is assessed by fair evaluation. Universities administration may focus on 
teaching quality and revise curriculum with the passage of time for more customer satisfaction and compete 
the academic world. As students go to higher classes then they demand the high satisfaction level regarding 
the quality and facilities in the institution. This thing enhances students’ proficiency and adequacy. The 
customer satisfaction approach is necessary to achieve the goals and promote the institutional product in 
internal and external market. Their satisfaction develops quality culture that is favorable for the progress of 
quality education. Quality is most important factor to enhance the institution demands among customers.  
 

VI. RECOMMENDATIONS  

Quality maintenance is a difficult task but not impossible. In competitive world, everyone is busy to achieve 
excellence to gain more fame. Higher education institutions are a backbone of any education system of a 
society. Organizations cannot survive without customer satisfaction in any field. For the sake of this, multi-
national organizations pay more attention on customer pleasure and gratification in all over the world. 
Students are considered and treated as customers in universities. Thus, to keep in mind students priorities 
and demands are very important to run academic institutions successfully. If they are not satisfied from 
academic or administrative services of the institutions, then they may move to another organization where 
there basic needs are fulfilled. The institutions may focus to enhance quality education for the sake of 
customer satisfaction. At present quality is a major issue in the market. Everyone is focusing on quantity 
rather than quality. A very few institutions are quality conscious in this matter. There is need in institutions 
to take some positive initiatives to provide better quality education to customers. Train teachers with the 
passage of time to cope the changing environment. It is the primary duty of a teacher to manage class and 
provide healthy environment to students, where they feel comfortable and discuss things openly with 
teachers as well as class fellows. In this way, they can interact and share their ideas with others freely. 
Universities need to perceive the demands of current time and market and introduce new curriculum and 
content, which is acceptable globally. Fair evaluation is a core factor of quality education and customers are 
only satisfied when they are treated without any biasness. Universities may eliminate this and bound faculty 
members to focus on impartial assessment with launching and following strict evaluation policies. All these 
necessary actions may provide a road map which leads towards customer satisfaction regarding quality 
education.     
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