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Masaki Koizumi (Japan), Takumi Kato (Japan)

ANALYZING THE EFFECT

OF INWARD- VS. OUTWARD-
LOOKING ACTIVITIES

ON STUDENT LOYALTY

IN JAPANESE UNIVERSITIES

Abstract

The increasing global competitiveness of university admissions has propelled the need
to understand the critical factors underlying students’ loyalty. Although extensive re-
search has been conducted on student loyalty, it focuses predominantly on student-
centric activities, targeting only inward-looking measures aimed at students. In the
corporate context, employees are considered the “second audience” for external mar-
keting promotions, and the impact of these promotions on employee job satisfaction
has been well researched. However, in the university context, little is known about how
external policies affect student loyalty. Therefore, this study aimed to clarify the influ-
ence of both inward- and outward-looking activities on student loyalty in Japanese
universities. An online survey was conducted for 1,000 Japanese university students.
The results of applying structural equation modeling to the survey data confirm the
positive effect of inward-looking measures on student loyalty. Significant effects were
found for lectures (p = 0.670, p-value < 0.000) and job hunting (B = 0.250, p-value
< 0.000), while campuses also showed a positive effect (B = 0.148, p-value = 0.039).
Among outward-looking measures, only celebrity endorsements contributed positively
to loyalty (B = 0.136, p-value = 0.026), while sports and digital channel promotions
had negative effects, contrary to expectations. This may be attributed to the reliance
of sports on wins and losses and digital channel promotions often inducing feelings of
envy when students observe others” successes. Therefore, when university policymak-
ers implement measures to strengthen their external brands, they must consider their
impact on enrolled students.

Keywords internal marketing, loyalty, marketing communication,
lectures, campuses, job placement, sports, celebrities
JEL Classification M31,121

INTRODUCTION

Governments have emphasized the role of universities in sustain-
able economic development and promoted their independence and
fostered competition (Schulze-Cleven, 2020). Consequently, market
principles have been adopted in higher education, intensifying global
competition for growth (Teixeira et al., 2022b). Business schools have
been the frontrunners of competition in higher education (Kettunen
et al,, 2022). In recent times, academic competitiveness requires an
organization-wide strategy and effective budget allocation (Musselin,
2018). Hence, universities deploy various marketing strategies such as
advertising, infrastructure investment, academic stars’ recruitment,
and tuition discounting to attract top students (Mause, 2009). These
efforts often require huge budgets, leading universities to engage in
performance-based funding competitions (Teixeira et al., 2022a).

Therefore, understanding student loyalty is essential for universities
to strengthen their brands (Schlesinger et al., 2017). Existing research
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has addressed various factors such as lectures (Burger, 2017; Feistauer & Richter, 2017; Kankhuni et al.,
2022; Masserini et al., 2019), academic facilities (Charles, 2016), facilities (Masserini et al., 2019), and job
placement (Lu & Song, 2020).

Universities are consistently developing various external activities to strengthen their brands. While
such activities primarily target external stakeholders, their effects on enrolled students should also be
considered. Promotion is a typical external measure. In the context of corporate advertising, employees
are referred to as the “secondary audience” for promotions (Gilly & Wolfinbarger, 1998). From an em-
ployee’s perspective, understanding the social influence of an organization can increase job satisfaction
(Hu et al.,, 2022). However, little is known about the impact of external policies on students in the uni-
versity context. Promotions using digital channels have been particularly influential recently (Melovi¢
etal., 2020).

This study investigates the effects of inward- and outward-looking activities on loyalty among Japanese
university students. Inward-looking activities included lectures (offline/online), campus, and job place-
ment after school, while outward-looking activities comprised sports, celebrity endorsements, and digi-
tal channel promotions. The study findings complement existing literature. By considering corporate
internal marketing in the analysis of the impact of outward-oriented policies on university employees,
new insights have been provided. It is crucial to comprehensively evaluate the external activities of in-
terest and the inward activities, which contribute to fostering loyalty. This is because evaluating only
external activities may lead to overestimation. Therefore, university policymakers should consider the

impact on students when implementing external policies.

1. LITERATURE REVIEW

Universities offer a wide variety of services, both
in terms of hardware and software. Existing stud-
ies have investigated integrated factors, such as
service quality, and evaluated student loyalty
(Arrivabene et al., 2019). However, if multiple fac-
tors are grouped together, the impact of each fac-
tor cannot be understood, and the order of prior-
ity cannot be clarified. Hence, this study reviewed
factors that contribute to university competitive-
ness identified in previous studies and derived
hypotheses.

In brand management, it is not enough to investi-
gate only customer satisfaction. Highly loyal cus-
tomers are generally satisfied, but satisfied custom-
ers are not always highly loyal. This is because feel-
ings of satisfaction have fewer psychological barri-
ers than loyalty. Loyalty measurement is essential
for understanding the customers that underpin a
company’s profits. Long-standing customers are
not necessarily profitable for the company. In the
past, loyalty was measured by behavioral indi-
ces, such as the frequency of repeated purchases
or the number of purchases of the same brand.
However, behavioral indices, by their nature, can-

278

not explain why a consumer has purchased re-
peatedly. Repeated purchases include purchases
due to convenience, such as good store access, and
accidental purchases without any feelings toward
the product, also called spurious loyalty (Dick &
Basu, 1994). Loyalty refers to customers having a
favorable attitude toward the brand and repeating
purchasing behavior with a strong will. Besides,
their passion for the brand plays a role in promot-
ing it as the best option for customers (Aaker &
Joachimsthaler, 2000). Hence, marketers working
to build brand loyalty need to build a positive at-
titude toward the brand and should not be satis-
fied with just repeated purchases. Thus, simple at-
titude indices, such as repurchase intention, and
recommendation intention, are universally adopt-
ed for measuring loyalty. In the case of a university,
it is rare for people to actually make multiple pur-
chases, so it is difficult to measure behavioral indi-
cators. Therefore, attitudinal indicators were used.

Lectures are a fundamental method of instruc-
tion in higher education institutions, such as
universities. As the fundamental service pro-
vided by universities, naturally contribute to stu-
dent loyalty (Kankhuni et al., 2022; Masserini
et al., 2019). Lectures serve as a cornerstone of

http://dx.doi.org/10.21511/im.20(3).2024.22



academic programs, delivering essential knowl-
edge and skills to students in a structured for-
mat. The consistency and quality of lectures help
establish a strong educational foundation, which
in turn fosters trust and satisfaction among stu-
dents. This lecture service includes instructor-led
lectures and seminars in which student-directed
research is conducted (Burger, 2017; Feistauer &
Richter, 2017; Severiens et al., 2015). Instructor-
led lecture is a teaching format where the in-
structor primarily leads the session, delivering
information directly to the students. The main
characteristic of this approach is its efficiency in
transmitting knowledge, as the instructor can
cover a large amount of material in a short time.
Additionally, the instructor’s expertise and ex-
perience are directly conveyed to the students,
allowing for in-depth exploration of the subject
matter. Meanwhile, seminars in which student-
directed research is conducted refer to a type of
class where students take the lead in conducting
research and presenting their findings. The main
characteristics of this approach include students
selecting their research topics, gathering and an-
alyzing data, and deepening their understanding
through presentations. This format emphasizes
student autonomy and curiosity, promoting the
development of self-directed learning skills and
critical thinking abilities. Both approaches have
their advantages and disadvantages; therefore,
integrated provision is common and essential
(Fischer & Hanze, 2019). A recent significant de-
velopment is the adoption of the online format
of lectures. Before the outbreak of the COVID-19
pandemic, the demand for online learning tools
in some universities was relatively low owing to
the traditional preference for face-to-face lec-
tures (Zawacki-Richter, 2021). However, in the
wake of the pandemic, universities rapidly em-
braced digitization (Skulmowski & Rey, 2020).
The studies conducted during the early stages of
the transition found that online lectures led to
decreased student motivation, reduced teacher-
student communication, and decreased lecture
quality (Tang et al., 2020). However, this can be
attributed to the unprecedented social situation
and the lack of preparation by teachers and stu-
dents toward transitioning to this mode of learn-
ing (Selvaraj et al., 2021). After the establishment
of online lectures, students began to prefer on-
line formats (Kato, 2023).

http://dx.doi.org/10.21511/im.20(3).2024.22
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The campus is the most symbolic exterior of a uni-
versity. A campus refers to the grounds and build-
ings of higher education institutions, such as uni-
versities and vocational schools. Within a campus,
there are classrooms and lecture halls for con-
ducting lectures and seminars, libraries, research
labs, student dormitories, cafeterias, sports facili-
ties, administrative offices, and more. Campuses
are important places for interaction among cur-
rent students (Hanson et al., 2019). They provide
a setting where students can collaborate on aca-
demic projects, participate in extracurricular ac-
tivities, and build lasting relationships. This in-
teraction is crucial for personal development and
enhances the overall university experience. Each
campus has a unique atmosphere and culture
shaped by the university’s characteristics and tra-
ditions. These diverse facilities and environments
contribute to a vibrant campus life, supporting
both academic pursuits and social engagement.
Moreover, they attract students from outside the
area (Charles, 2016). Campuses are broadly divid-
ed into two types. The first encompasses campuses
with greeneries. Working in forest-rich campuses
improves the psychological well-being of univer-
sity students (Kim et al., 2021). The second type is
urban campuses. In Japan, an increasing number
of universities are relocating campuses to urban
zones with the expectation that the improved ac-
cessibility will attract prospective students (Asahi
Shimbun, 2022).

Job placement is a crucial factor for university stu-
dents because most students aim to secure jobs af-
ter graduating from university. The employment
rate for four-year university graduates in Japan in
2022 was 97.3% (Ministry of Education, Culture,
Sports, Science and Technology, 2022). Therefore,
students demonstrate strong positive attitudes to-
ward employment. Job placement refers to the ac-
tivities and services provided to help students and
job seekers find suitable employment. The goal
of job placement is to ensure that students find
careers that match their skills and interests, en-
abling a smooth transition into the workforce and
successful professional lives. Nonetheless, these
job placements are course-based with informa-
tion technology taking the forefront in the labor
market (Lu & Song, 2020). Job placement services
include career counseling, resume and CV writ-
ing assistance, interview preparation, internship
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placements, and hosting job fairs and company
information sessions. Additionally, these services
often provide access to job listings and connect
students with potential employers, facilitating
networking opportunities and increasing the like-
lihood of job offers. Through these comprehensive
support systems, students are better equipped to
navigate the job market and achieve their career
goals. Furthermore, social media plays an impor-
tant role in job hunting. For example, LinkedIn is
used by individuals of different age groups, partic-
ularly university students, to search for jobs (Loha
& Chowdhury, 2021). Nonetheless, universities
that increase student employability are of signifi-
cant value to students.

Sports play a crucial role in the education and daily
lives of university students. Universities offer a va-
riety of sports clubs and societies, such as baseball,
track and field, tennis, soccer, and skiing, allow-
ing students to participate based on their interests
and skill levels. This participation fosters student
interactions, enriching their university experience.
Companies recognize sports as a measure to im-
prove their corporate brand image (Do et al., 2015).
This trend is noticeable in sports-related industries
and in the food industry, where strengthening the
corporate brand image is essential (Dixon et al.,
2019). Corporate sports activities can be divided
into two main categories: sponsorship of sports
events (Morgan et al., 2020) and sponsorship of
athletes (Malik & Guptha, 2014). Sponsorship of
sports events is financial or material support pro-
vided by companies or organizations for specific
sports events. Through this sponsorship, compa-
nies provide the necessary funds and resources for
organizing and running the events, and in return,
they gain opportunities to widely promote their
brand and products. Sponsorship can be realized in
various forms, such as displaying corporate logos,
placing advertisements, conducting promotional
activities during events, and providing VIP seating.
On the other hand, sponsorship of athletes refers to
the financial or material support provided by com-
panies or organizations to specific athletes, who in
turn promote the company’s brand and products.
This sponsorship allows athletes to obtain the funds
and resources needed for training and competitions,
while companies leverage the athletes’ fame and in-
fluence to enhance brand recognition. According
to university policymakers, notable achievements
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by college athletes increase the quantity and quality
of prospective applications and strengthen schools’
financial and academic standing (Peterson-Horner
& Eckstein, 2015).

Celebrities are individuals widely recognized by
the mass media and the public for their fame and
notability, including wealthy individuals, actors,
athletes, models, and authors. Employing celebri-
ties in advertisements attracts consumer attention
(Till, 1998) and creates positive economic effects
(Agrawal & Kamakura, 1995). In the university
context, this concept extends to the production of
famous graduates. These distinguished alumni en-
hance the university’s reputation and can attract
prospective students and funding. Their success
stories serve as powerful testimonials of the insti-
tution’s quality of education and opportunities it
provides. Additionally, these notable graduates of-
ten give back to their former universities, further
boosting the university’s prestige and resources. For
celebrities to be effective in corporate advertising,
they must possess specialized knowledge related
to the target product (Kim et al., 2017). University
graduates fulfill this condition because they have
acquired specialized knowledge during their aca-
demic tenure.

Digital channel promotions refer to the use of
the internet, desktop computers, mobile phones,
and other digital media to promote products and
services through specific channels. In universi-
ties, digital channel promotions are utilized for
various purposes, including student recruitment,
brand enhancement, information dissemination,
and expanding opportunities for online education.
By leveraging social media advertising, webinars,
and data analysis, universities can conduct high-
ly effective marketing activities. In the context of
corporate advertising, employees are referred to as
the “secondary audience” of external promotions,
meaning they are indirectly influenced by the pro-
motional activities aimed at the general public
(Gilly & Wolfinbarger, 1998). From an employee’s
perspective, external promotions can have two ef-
fects. The first is the effect of improving job satis-
faction. Perceptions of the social impact of work
significantly impact satisfaction (Hu et al., 2022).
Witnessing the company you work for and the
products you are responsible for in the media may
make it easier to perceive the significance of your
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Lectures
Inward factors Campuses
Job hunting 4

Sports — H1
" [

Outward factors Celebrities
H3

Digital channel promotions —

Figure 1. Hypothetical model

work. The second aspect is the effectiveness of the
message transmission from managers to employ-
ees (Acito & Ford, 1980). In universities, promo-
tions are predominantly channeled through digi-
tal platforms rather than traditional mass media.
Currently, the influence of digital channel promo-
tions is extremely large (Melovi¢ et al., 2020).

This study aims to clarify the effects of both in-
ward- and outward-looking activities on student
loyalty in Japanese universities. Specifically, the
study seeks to identify how learning activities
(such as lectures and seminars), campus charac-
teristics, job placement, and external activities like
celebrity endorsements, sports, and digital chan-
nel promotions influence student loyalty.

Figure 1 illustrates the hypothesized model used
in this study.

Following the literature review, the study elabo-
rates on the following hypotheses:

HI: Sports activities positively impact student
loyalty.

H2: Distinguished alumni positively impact stu-
dent loyalty.

H3: Digital channel promotions positively affect

student loyalty.

2. METHODOLOGY

Anonline survey was conducted between February
1 and 10, 2024, using 1,000 university students in
Japan as the sample population with a mean of
21.359, SD of 2.050, and median of 21. As illustrat-

http://dx.doi.org/10.21511/im.20(3).2024.22

ed in Table 1, 50.8% of the respondents were males
and 49.2% were females. The survey was distrib-
uted through a panel of Japanese companies. All
study participants provided the informed consent.

As shown in Table 2, the survey items comprised
the following 21 categories: loyalty (Nos. 1-3), lec-
tures (Nos. 4-6), celebrities (Nos. 4-6), campuses
(Nos. 7-9), job hunting (Nos. 10-12), sports (Nos.
13-15), and digital channel promotions (Nos. 19-
21). All items were rated on a 5-point Likert scale
(1 = definitely disagree, 5 = definitely agree).

Table 1. Respondent attributes

{ Numberof | _ ..
Item Content : : Ratio
respondents
Male 508 50.8%
Gender i :
i Female 492 :49.2%
University { National/public 318 i 31.8%
type i Private 682 | 68.2%
Law and Political Science 71 L 71%
Economics 102 £10.2%
Business Administration 75 759
:and Commerce :
Sociology 71 7.1%
i Literature 130  13.0%
Faculty Rl A : :
i Education 53 i 53%
Science and Engineering 201 20.1%
Computer Science 28 [ 2.8%
Medicine, Dentistry, o
i Pharmacy, and Nursing 140 14.0%
i Others 129 £12.9%
1styear undergraduate 279 27.9%
2" year undergraduate 171 17.1%
3 year undergraduate 230 23.0%
Year .4‘h year uq@grgraduate """ : 236 23.6% )
Graduate School Master’s ; 76 6%
; Program ;
i Graduate School Doctoral 8 0.8%

Program

281



Innovative Marketing, Volume 20, Issue 3, 2024

Table 2. Variable list

No: Category : Variable Question ‘Mean: SD
1 i Overall, the experience at this university delivers me good value. i 3.364
2 Loyalty If I was faced with the same choice again, | would still choose the same university. i 3.223
3 | will recommend the university to my friends and family. 3.253
4 This university has excellent faculty. 3.373 :1.001
5 Lectures LEC 2 This university has an excellent variety of lectures (offline and online). 3.592 1.
6 LEC3 This university has excellent seminar and laboratory activities. 3.390 1021
7 ~_CAM_1 This university has beautiful campus buildings. 3.499 :1.142
8 Campuses CAM_2 This university has an excellent campus location. 3.067 :1.317
9 CAI\/I_3 This university has many shops and restaurants on or near the campus. 3.007 1258
10 : OB 1 Iglr;;anr:\llzsmty has many graduates who have gone on to work at well-known 3965 %1.136
11 Jobhunting | JOB2 gThis university’s academic background will give you an advantage when finding 3191 1184
SO A  employment. : -
2 JoB_3 This university has excellent job-hunting support. 3.362 :1.118
13 SPO_1 This university is famous for track and field sports. 2.298 :1.382
14 Sports SPO_2 This university is famous for rugby. 2.201 1292
R SPO_3 This university is famous for baseball. 2.189 :1.255
16 CEL_1 This university has many famous celebrities as its graduates. 2.613 :1.275
17 Celebrities CEL2 This university has many famous entrepreneurs and business people as graduates. ;| 2.366 1230
- e CEL_3 This university has many famous politicians as graduates. 2.469 :1.236
B 19 T DIG_1 This university is excellent at promoting information on its website. 3.486 1036
20 ¢ Dlg:;izf;znnzel """""" DIG_2 This university is excellent at promoting information on social media. 3.190 :1.065
21 P ; DIG_3 : This university is excellent at promoting information through video content. i 3.126 :1.065

In this study, the hypotheses were tested using
structural equation modeling (SEM). Factors
were extracted through confirmatory factor anal-
ysis (CFA), and their suitability was assessed us-
ing the following indicators: the comparative
fit index (CFI), goodness of fit index (GFI), root
mean square error of approximation (RMSEA),
standardized root mean square residual (SRMR),
Cronbach’s alpha, average variance extracted
(AVE), and composite reliability. Next, based on
the extracted factors, SEM was applied using the
hypothetical model depicted in Figure 1 to test the
hypothesis. A significance level of 5% was consid-
ered statistically significant. The statistical analy-
sis software R (version 4.2.2) was utilized for all
analyses.

3. RESULTS

As presented in Table 3, the results of the CFA
showed high compatibility, with CFI = 0.944,
GFI = 0.935, SRMR = 0.045, and RMSEA = 0.057.
Furthermore, the following fit indicators gener-
ally met the criteria and demonstrated high va-
lidity: Cronbach’s alpha threshold of 0.6 (Gallais
et al., 2017), AVE surpassing the threshold of
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0.5 (Bagozzi & Yi, 1988), and CR exceeding the
threshold of 0.7 (Ahmed et al., 2022). SEM was
performed using these factor structures. As illus-
trated in Table 4, significant positive effects were
observed for the inward-oriented activities of lec-
tures and seminars (oftline/online), campuses, and
job placement. Regarding outward-oriented ac-
tivities, a positive influence was confirmed for ce-
lebrities. Conversely, a negative influence was de-
tected for sports and digital channel promotions.
Thus, H2 is supported, while HI and H3 are not
supported.

4. DISCUSSION

According to existing literature, inward-oriented
activities such as lectures (Burger, 2017; Feistauer
& Richter, 2017; Kankhuni et al., 2020; Masserini
et al., 2019), campuses (Charles, 2016), facilities
(Masserini et al., 2019), and job placement (Lu
& Song, 2020) positively affect loyalty. However,
among external activities, only celebrity endorse-
ment is positively associated with student loyalty,
contrary to expectations. Concurrently, sports and
digital channel promotions negatively affected stu-
dent loyalty in this study. A possible reason could

http://dx.doi.org/10.21511/im.20(3).2024.22



Table 3. Results of confirmatory factor analysis
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Constructs/items Standardized loading Cronbach’s alpha AVE CR
Loyalty
B SR 0803 .
LOY_2 0.679 0.801 0.567 0.797
T i I o
Lectures
LEC_1 0.800
LEC 2 e 0883 0.758 0515 0760
LEC_3 0.685
Campuses
T S 0365
CAM_2 0.658 0.663 0.41 0.672
e o
Job hunting
JOB_1 0.796 f
joB 2 0.792 0.579 0.803
JOB_3
SPO_1
SPO_2 0.822 0.611 0.824
SPO_3 0.764
Celebrities
R SR 0853 .
CEL_2 0.859 0.880 0.711 0.881
e S |
Digital channel promotions
DIG_1 0.709 :
DIG_2 e 0710 0.746 0494 0745
DIG_3 0.689
Table 4. Results of structural equation modeling
Model Results
Factor - - T i X
Standardized coefficient SE p-value Hypothesis Judgment
lectures 0.090 = <0.000 : ***
0.097 0.039 *
. 0054 <0000 . *** -
,,,,,,,, 0.044 : 0011 R T .i..Unsupported
0.050 0.026 * H2 © Supported
Digital channel promotions -0.187 0.112 O 047 « 0 H3 Unsupported

Note: SE: standard error; ***p < 0.001; **p < 0.01; *p < 0.05; CFI = 0.938, GFI = 0.931, SRMR = 0.050, RMSEA = 0.059.

be the negative reputation of athletes with respect
to academic performance (Peterson-Horner &
Eckstein, 2015). In digital channel promotions, it
is common to disseminate the academic research
results of faculty members and the achievements
of students. However, this practice can contribute
to social media fatigue, which is a rising problem
in modern society. Students bombarded with in-
formation about the successes of their peers may
experience feelings of jealousy and develop nega-
tive emotions (Yan et al., 2023). Conversely, with

http://dx.doi.org/10.21511/im.20(3).2024.22

celebrity endorsement, there is less variation in
results, unlike with sports. Furthermore, the per-
ceived psychological distance between celebrity
endorsers and students poses fewer risks such as
social media fatigue. Therefore, celebrity endorse-
ment has a significant impact on student loyalty.

The global increasing competition in university
admissions has prompted many studies on the un-
derlying mechanism influencing student loyalty.
Several determinants including lectures (Burger,
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2017; Feistauer & Richter, 2017; Kankhuni et al.,
2022; Masserini et al., 2019), campuses (Charles,
2016), facilities (Masserini et al., 2019), and job
placement (Lu & Song, 2020) have been reported.
However, these determinants are all external fac-
tors. In companies, the effects on employee satis-
faction through external activities such as promo-
tions have been studied in the context of internal
marketing (Gilly & Wolfinbarger, 1998; Hu et
al., 2022). However, little is known regarding the
impact of external policies on university student
loyalty. Therefore, this study adds to literature by
analyzing the impact of external activities such as
sports, celebrity endorsements, and digital chan-
nel promotions on student loyalty. Only celebrity
endorsements had a positive impact on student
loyalty. Conversely, sports, which tend to depend
on wins and losses, and digital channel promo-
tions, which tend to generate feelings of envy ow-
ing to other students’ achievements, had a nega-
tive impact. This proves that both internal and ex-
ternal activities must be considered when analyz-
ing student loyalty.

The study’s results highlight two practical im-
plications. First, when university policymakers
implement measures to strengthen their exter-
nal brands, they must consider their impact on
enrolled students. With the development of so-
cial media, word-of-mouth reviews from exist-
ing students can significantly impact the deci-
sion-making processes of prospective students.
An increase in dissatisfactory reviews from en-
rolled students can diminish the benefits of even
a strong reputation. Therefore, when implement-
ing digital channel promotions, it is crucial to en-
hance the university’s brand and foster a sense
of belonging among enrolled students rather
than focusing solely on individual achievements.
Second, targeting celebrities as prospective stu-
dents is an effective brand-strengthening strat-

egy. The entrance exam has a selection process
that evaluates not only academic ability but also
comprehensive social activities. Many univer-
sities have produced celebrities using the latter,
thereby confirming its usefulness. Notably, uni-
versities employing this strategy face risks simi-
lar to that of advertising companies. An example
is incurring losses when a celebrity endorser is
mired in a scandal (Hussain et al., 2020).

While this study provides valuable insights, it has
some limitations. First, the results were limited to
Japanese universities, thus limiting their general-
izability beyond this context. Second, the study
exclusively focused on current students, overlook-
ing the broader aspects of university branding and
external appeal. Particularly, engaging alumni is
crucial for higher education institutions because of
their potential contributions concerning time and
financial support to their alma maters (Snijders et
al., 2019). Recently, the reskilling and upskilling
of working adults has attracted considerable at-
tention, and the role of university offerings in this
development is significantly recognized. Third,
determining the suitability of a university based
on its online presence is challenging. Recently,
Minerva University has been experiencing rapid
growth by providing small-group online educa-
tion globally, without the need for physical cam-
puses (Yoshimi, 2020). Similarly, in Japan, corre-
spondence courses are offered both online and on
campus. Fourth, when examining the effects of
sports, individual university performances were
not considered. This may moderate the effect of
sports on student loyalty. Fifth, when verifying
the effectiveness of digital channel promotions,
factors such as students’ award history and expe-
rience of being featured in university promotions
were not considered. These factors can moderate
digital channel promotions. These are factors to
consider for future research.

CONCLUSIONS

This study clarified the effects of both inward- and outward-looking activities on student loyalty in
Japanese universities. The results of applying structural modeling to data gathered through an online
survey confirm the significant effect of activities directly targeting students, such as lectures and semi-
nars (offline/online), campus, and job placement were found to positively affect student loyalty. However,
among external activities, only celebrity endorsements were found to contribute positively to student
loyalty, contrary to initial expectations. Concurrently, both sports and digital channel promotions neg-
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atively affected student loyalty. This phenomenon may be attributed to the tendency for sports to em-
phasize wins and losses, and the potential of digital channel promotions to create feelings of envy when

students perceive the successes of their peers.

AUTHOR CONTRIBUTIONS

Conceptualization: Masaki Koizumi.
Data curation: Masaki Koizumi.

Formal analysis: Masaki Koizumi.
Funding acquisition: Masaki Koizumi.
Investigation: Takumi Kato.
Methodology: Takumi Kato.

Project administration: Masaki Koizumi.
Resources: Masaki Koizumi.

Software: Masaki Koizumi.

Supervision: Masaki Koizumi.
Validation: Takumi Kato.

Visualization: Takumi Kato.

Writing - original draft: Masaki Koizumi.
Writing - review & editing: Takumi Kato.

REFERENCES

1.  Aaker, D. A., & Joachimsthaler, 6.
E. (2000) Brand leadership. New
York: The Free Press.

ties in Japan continue trend of
moving to urban areas. Retrieved
from https://www.asahi.com/ajw/

2. Acito, F, & Ford, J. D. (1980). How .
articles/14625000

advertising affects employees.

Business Horizons, 23(1), 53-59. 7.
https://doi.org/10.1016/0007-
6813(80)90111-1

On the evaluation of structural
equation models. Journal of the
Academy of Marketing Science, 16,
74-94. https://doi.org/10.1007/
BF02723327

3. Agrawal, J., & Kamakura, W. A.
(1995). The economic worth of
celebrity endorsers: An event
study analysis. Journal of Market- s
ing, 59(3), 56-62. https://doi.
0rg/10.1177/002224299505900305

4. Ahmed, O., Faisal, R. A., Sharker,
T., Lee, S. A., & Jobe, M. C. (2022).
Adaptation of the Bangla version
of the COVID-19 Anxiety Scale.
International Journal of Mental 9.
Health and Addiction, 20(1),
284-295. https://doi.org/10.1007/
s11469-020-00357-2

Burger, R. (2017). Student percep-
tions of the fairness of grading
procedures: a multilevel investiga-

environment. Higher Educa-
tion, 74(2), 301-320. https://doi.
0rg/10.1007/s10734-016-0049-1

Charles, D. (2016). The rural
university campus and support for
rural innovation. Science and Pub-
lic Policy, 43(6), 763-773. https://
5. Arrivabene, L. S., Vieira, P. R. D.
C., & Mattoso, C. L. D. Q. (2019).
Impact of service quality, satisfac-
tion and corporate image on loy-
alty: A study of a publicly traded
for-profit university. Services
Marketing Quarterly, 40(3), 189-
205. https://doi.org/10.1080/15332
969.2019.1630174

10. Dick, A. S., & Basu, K. (1994).
Consumer loyalty: Towards
an integrated conceptual ap-
proach. Journal of the Acad-
emy of Marketing Science,
22(2), 99-113. https://doi.
0rg/10.1177/0092070394222001

http://dx.doi.org/10.21511/im.20(3).2024.22

Asahi Shimbun. (2022). Universi- 11.

Bagozzi, R. P, & Yi, Y. (1988). 12.

tion of the role of the academic 13.

doi.org/10.1093/scipol/scw017 14.

Dixon, H., Lee, A., & Scully, M.
(2019). Sports sponsorship as a
cause of obesity. Current Obesity
Reports, 8, 480-494.https://doi.
0rg/10.1007/s13679-019-00363-z

Do, H., Ko, E., & Woodside, A. G.
(2015). Tiger Woods, Nike, and I
are (not) best friends: how brand’s
sports sponsorship in social-
media impacts brand consumer’s
congruity and relationship quality.
International Journal of Advertis-
ing, 34(4), 658-677. https://doi.org
/10.1080/02650487.2015.1031062

Feistauer, D., & Richter, T.

(2017). How reliable are students’
evaluations of teaching quality? A
variance components approach.
Assessment & Evaluation in Higher
Education, 42(8), 1263-1279.
https://doi.org/10.1080/02602938.
2016.1261083

Fischer, E., & Hanze, M. (2019).
Back from “guide on the side”

to “sage on the stage”? Effects of
teacher-guided and student-acti-
vating teaching methods on stu-
dent learning in higher education.
International Journal of Education-
al Research, 95, 26-35. https://doi.
org/10.1016/].ijer.2019.03.001

285



Innovative Marketing, Volume 20, Issue 3, 2024

15.

16.

17.

18.

19.

20.

21.

22.

Gallais, B., Gagnon, C., Forgues,
G., Coté, 1., & Laberge, L. (2017).
Further evidence for the reliability
and validity of the Fatigue and
Daytime Sleepiness Scale. Journal
of the Neurological Sciences, 375,
23-26.https://doi.org/10.1016/j.
jns.2017.01.032

Gilly, M. C., & Wolfinbarger, M.
(1998). Advertising’s internal
audience. Journal of Market-
ing, 62(1), 69-88.https://doi.
org/10.2307/1251804

Hanson, T. A,, Bryant, M. R,, &
Lyman, K. J. (2020). Intercol-
legiate athletic programs, uni-
versity brand equity and student
satisfaction. International Journal
of Sports Marketing and Sponsor-
ship, 21(1), 106-126. https://doi.
org/10.1108/IJSMS-10-2018-0102

Hu, H., Wang, C,, Lan, Y., & Wu,
X. (2022). Nurses’ turnover inten-
tion, hope and career identity: the
mediating role of job satisfaction.
BMC Nursing, 21(1), 1-11. https://
doi.org/10.1186/s12912-022-
00821-5

Hussain, S., Melewar, T. C., Pripo-
ras, C. V., Foroudi, P., & Dennis,
C. (2020). Examining the effects
of celebrity trust on advertising
credibility, brand credibility and
corporate credibility. Journal

of Business Research, 109, 472-
488. https://doi.org/10.1016/j.
jbusres.2019.11.079

Kankhuni, Z., Ngwira, C., Sepula,
M. B., & Kapute, E (2022). Model-
ling the relationship between
higher education service quality,
student engagement, attachment,
satisfaction, and loyalty: a case

of a Malawian public university.
Journal of Teaching in Travel &
Tourism, 23(2), 229-252. https://
doi.org/10.1080/15313220.2022.2
128983

Kato, T. (2023). Impact of offline
and online lecture formats on
student satisfaction with the
university. Systems and Tech-
nologies, 355, 45-54. https://doi.
org/10.1007/978-981-99-2993-1_4

Kettunen, K., Alajoutsijarvi, K.,
Hunnes, J. A., & Pinheiro, R.
(2022). Emergence and early insti-
tutionalization of competition in
higher education: evidence from

286

23.

24.

25.

26.

27.

28.

29.

30.

Finnish business schools. Tertiary
Education and Management, 29,
365-389. https://doi.org/10.1007/
s11233-022-09104-9

Kim, E., Ratneshwar, S., & Thor-
son, E. (2017). Why narrative

ads work: An integrated process
explanation. Journal of Advertising,
46(2), 283-296. https://doi.org/10.
1080/00913367.2016.1268984

Kim, J. G,, Jeon, J., & Shin, W. S.
(2021). The influence of forest
activities in a university campus
forest on student’s psychological
effects. International Journal of
Environmental Research and Public
Health, 18(5), 2457. https://doi.
org/10.3390/ijerph18052457

Loha, P,, & Chowdhury, A. (2021).
LinkedIn students: an extension of
LinkedIn designed for college stu-
dents to enhance their job-hunting
experience. Martlnnovation, Sys-
tems and Technologies, 221, 423-
435. https://doi.org/10.1007/978-
981-16-0041-8_36

Lu, Y., & Song, H. (2020). The
effect of educational technology
on college students’ labor market
performance. Journal of Popula-
tion Economics, 33(3), 1101-1126.
https://doi.org/10.1007/s00148-
019-00756-3

Malik, G., & Guptha, A. (2014).
Impact of celebrity endorsements
and brand mascots on consumer
buying behavior. Journal of Global
Marketing, 27(2), 128-143. https://
doi.org/10.1080/08911762.2013.
864374

Masserini, L., Bini, M., & Pratesi,
M. (2019). Do quality of services
and institutional image impact
students’ satisfaction and loyalty
in higher education? Social Indica-
tors Research, 146(1), 91-115.
https://doi.org/10.1007/s11205-
018-1927-y

Mause, K. (2009). Too much
competition in higher education?
Some conceptual remarks on the
excessive-signaling hypothesis.
American Journal of Economics
and Sociology, 68(5), 1107-1133.
https://doi.org/10.1111/j.1536-
7150.2009.00663.x

Melovié, B., Jocovié, M., Dabié, M.,
Vuli¢, T. B., & Dudic, B. (2020).

31.

32.

33.

34.

35.

36.

37.

The impact of digital transforma-
tion and digital marketing on the
brand promotion, positioning and
electronic business in Montenegro.
Technology in Society, 63, 101425.
https://doi.org/10.1016/j.tech-
$0¢.2020.101425

Ministry of Education, Culture,
Sports, Science and Technology.
(2023). Employment survey for
people scheduled to graduate from
universities in 2020. Retrieved
fromhttps://www.mext.go.jp/b_
menu/toukei/chousa01/naitei/
kekka/k_detail/1422624_00011.
htm

Morgan, A., Taylor, T., & Adair, D.
(2020). Sport event sponsorship
management from the sponsee’s
perspective. Sport Management
Review, 23(5), 838-851. https://doi.
org/10.1016/j.smr.2020.04.006

Musselin, C. (2018). New forms

of competition in higher educa-
tion. Socio-Economic Review, 16(3),
657-683. https://doi.org/10.1093/
ser/mwy033

Peterson-Horner, E., & Eckstein,
R. (2015). Challenging the “Flutie
Factor” Intercollegiate Sports, Un-
dergraduate Enrollments, and the
Neoliberal University. Humanity
& Society, 39(1), 64-85. https://doi.
org/10.1177/0160597614552900

Schlesinger, W,, Cervera, A., &
Pérez-Cabaiiero, C. (2017). Stick-
ing with your university: The
importance of satisfaction, trust,
image, and shared values. Studies
in Higher Education, 42(12), 2178-
2194. https://doi.org/10.1080/0307
5079.2015.1136613

Schulze-Cleven, T. (2020). Orga-
nizing competition: Regulatory
welfare states in higher education.
The ANNALS of the American
Academy of Political and Social Sci-
ence, 691(1), 276-294. https://doi.
org/10.1177/0002716220965891

Selvaraj, A., Radhin, V., Ni-

thin, K. A., Benson, N., &
Mathew, A. J. (2021). Effect of
pandemic based online educa-
tion on teaching and learning
system. International Journal

of Educational Development, 85,
102444. https://doi.org/10.1016/].
ijjedudev.2021.102444

http://dx.doi.org/10.21511/im.20(3).2024.22



38.

39.

40.

41.

Severiens, S., Meeuwisse, M., &
Born, M. (2015). Student experi-
ence and academic success: com-
paring a student-centred and a
lecture-based course programme.
Higher Education, 70(1), 1-17.
https://doi.org/10.1007/s10734-
014-9820-3

Skulmowski, A., & Rey, G. D.
(2020). COVID-19 as an accelera-
tor for digitalization at a German
university: Establishing hybrid
campuses in times of crisis. Hu-
man Behavior and Emerging Tech-

nologies, 2(3), 212-216. https://doi.

0rg/10.1002/hbe2.201

Snijders, I., Wijnia, L., Rikers,

R. M., & Loyens, S. M. (2019).
Alumni loyalty drivers in higher
education. Social Psychology of
Education, 22(3), 607-627. https://
doi.org/10.1007/s11218-019-
09488-4

Tang, T., Abuhmaid, A. M.,
Olaimat, M., Oudat, D. M., Ald-

haeebi, M., & Bamanger, E. (2020).

Efficiency of flipped classroom
with online-based teaching under
COVID-19. Interactive Learning
Environments, 31(2), 1077-1088.
https://doi.org/10.1080/10494820.
2020.1817761

http://dx.doi.org/10.21511/im.20(3).2024.22

42.

43.

44,

45.

Innovative Marketing, Volume 20, Issue 3, 2024

Teixeira, P, Biscaia, R., & Rocha,
V. (2022a). Competition for Fund-
ing or Funding for Competition?
Analysing the Dissemination of
Performance-based Funding in
European Higher Education and
its Institutional Effects. Interna-
tional Journal of Public Adminis-
tration, 45(2), 94-106. https://doi.
0rg/10.1080/01900692.2021.200
3812

Teixeira, P. N, Silva, P. L., Biscaia,
R., & S4, C. (2022b). Competi-
tion and diversification in higher
education: Analysing impacts

on access and equity in the case
of Portugal. European Journal of
Education, 57(2), 235-254. https://
doi.org/10.1111/ejed.12501

Till, B. D. (1998). Using celeb-
rity endorsers effectively: lessons
from associative learning. Journal
of Product & Brand Manage-
ment, 7(5), 400-409. https://doi.
org/10.1108/10610429810237718

Twum, K. K., Adams, M., Budy, S.,
& Budu, R. A. A. (2022). Achiev-
ing university libraries user loyalty
through user satisfaction: the role
of service quality. Journal of Mar-
keting for Higher Education, 32(1),

46.

47.

48.

49.

54-72. https://doi.org/10.1080/088
41241.2020.1825030

Xu, F, & Du, J. T. (2018). Factors
influencing users’ satisfaction
and loyalty to digital libraries

in Chinese universities. Com-
puters in Human Behavior, 83,
64-72. https://doi.org/10.1016/j.
chb.2018.01.029

Yan, Q, Chen, Y, Jiang, Y., &
Chen, H. (2023). Exploring the
impact of envy and admiration
on social media fatigue: Social
media loneliness and anxiety as
mediators. Current Psychology,
42(20), 16830-16843. https://doi.
org/10.1007/s12144-022-02904-7

Yoshimi, S. (2020). Online uni-
versity, pandemics and the long
history of globalization. Inter-Asia
Cultural Studies, 21(4), 636-644.
https://doi.org/10.1080/14649373.
2020.1832306

Zawacki-Richter, O. (2021). The
current state and impact of Co-
vid-19 on digital higher education
in Germany. Human Behavior
and Emerging Technologies, 3(1),
218-226. https://doi.org/10.1002/
hbe2.238

287



	“Analyzing the effect of inward- vs. outward-looking activities on student loyalty in Japanese universities”
	OLE_LINK33

