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ABSTRACT

New information technologies enable different interactions in the educational environment,
affecting how students perceive and construct images about educational institutions that have
adopted distance-learning programs. This article identifies which factors are associated with
the perception of corporate image, from the viewpoint of distance-learning students at public
higher-education institutions. The proposed study is quantitative in nature. The research
analysis units are Higher Education Institutions in the State of Rio de Janeiro (Brazil) that
offer e-Learning undergraduate courses in the CEDERJ consortium. The units of observation
are students enrolled at the Séo Fidélis hub. Data were collected using a questionnaire and
analyzed using the SPSS program. The study demonstrated both the multidimensionality of
the image and that the institution’s Global Image is associated most strongly with its
“Quality”. In turn, “Virtual Environment” was the factor most strongly associated with
Affective Image.
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1 INTRODUCTION
he Brazilian higher education market, according to the United Nations
Educational, Scientific And Cultural Organization - UNESCO (2012), taking
into account the number of students, is the fifth largest in the world, and the
largest in Latin America. However, its market penetration level is at 27%,
much lower than other developing countries, signaling a growth potential for
the sector (UNESCO, 2012).

According to the National Institute of Educational Studies and Research Anisio
Teixeira — INEP (2013), the volume of enrollments (between on-campus and distance) in
public higher education increased by 74% between 2002 and 2012, surpassing the 1.9 million
mark of students enrolled between 2012 and 2013 (INEP, 2014). Distance Learning was
responsible for such growth in the public schooling system, since its enrollments between
2011 and 2012 increased by 12.2% whilst on-campus learning, offered growth of only 3.1%
(INEP, 2013). By comparing entries in the public network, Distance Learning presented an

increase of 42.53%, whilst the private network’s index was 24.28%.

Kundi, Nawaz and Khan (2010) advocate that all projects for Distance Learning, in
addition to its form, pedagogy, environment and tools used in the process, is a function of
perceptions created by their audiences, being a decisive factor for their success. Thus, such
growth challenges educational institutions to create and organize an appropriate
administrative and technological infrastructure, which allows interaction between the faculty,
students and staff in addition to requiring that both, their educational proposals, as the quality
of teaching and learning be highlighted (BOAS et al., 2011).

That said, Paden and Stell (2006) claim that Higher Education Institutions that adopt
Distance Learning programs must be alert to the impact this action has on the image of their
programs and perceptions of the institution as a whole, thus it is added by Slavov and Slavov
(2010), Distance Learning brings together students from the most varied backgrounds,

interacting in the virtual environment.

Within this scenario, it is essential to question: what factors are associated with
Corporate Image, from the viewpoint of Distance Learning students of Public Higher
Education Institutions? The objective of this research is to answer this question, based on the
methodology used in the study by Palacio, Meneses and Pérez (2002), and among all the
variables presented in this study, we will select those that adapt to the Brazilian reality, the

objectives of the present study, and to the particularities of Distance Learning.
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Amongst the research on image of higher education institutions, we can highlighted the
studies by Palacio, Meneses and Pérez (2002), Duarte, Alves and Raposo (2010), Maric,
Pervlin and Ferjan (2010), Polat (2011), Cervera et al. (2012), Azoury, Daou and Khoury
(2014) and by Costa Vieira and Couto (2015), all aimed at raising the factors that impact the
formation of the image of such institutions. Regarding Distance Learning, on the other
hand,we find studies by Claro (2007), Hasan and Laaser (2010), Spindola and Mousinho
(2012) and Hackmayer and Bohadana (2014).

Thus, the interest in this research is included in the observation by Abbad, Zerbini and
Souza (2010) who point out that it is the volume of conducted research regarding Distance
Learning incompatible with the significant increase in the importance of this type of education
in the national panorama; combined with the analysis by Mondini et al. (2014) who
emphasize research aimed at distance learning being incipient, in which strategies that
influence the choice of a higher education institution can be measured; added to the fact that
the interactivity involving such form of education increases the importance of knowing what
is more or less valued by students in the development of this model (LANDRY; GRIFFETH;
HARTAMAN, 2006) and the corporate image being little explored in the field of non-
profitable organizations (AZOURY; DAOU; KHOURY, 2014).

Thus, we seek through this research, to contribute to a better understanding of the
perception of the image of higher education institutions, from Distance Learning students’
viewpoint, contribute to a better understanding of the factors that are associated with the
image of higher education institutions, more specifically of public institutions, in addition to
demonstrating how marketing can be used in favor of such institutions and provide a basis for
future research on the subject.

2 THEORETICAL FRAMEWORK
2.1 CORPORATIVE IMAGE

Liou and Chuang (2010) indicate there is no agreement on the concept of corporate
image accepted among scholars in the field. Therefore, Azoury, Daou and Khoury (2014)

address that there is a disagreement in the effort to define it.

Da Costa Vieira and Couto (2015) define image as the result of a complex evaluation of
recent observations on the institution, contradicting the concept by Azoury, Daou and Khoury

(2014) who define it as a product of perceptions by their audiences over time.
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Clemente and Jeunon (2012) went further, stating in their concept the idea that the
image summarizes sensations and feelings present in the individual’s mind, depending on
what they perceive and observe in the world around them, corroborating Nguyen and Leblanc
(2001) which they addressed that individuals select and retain in mind, consciously or not,
realities formed by the company to which they are exposed, compatible with their beliefs and
behavior and recovering the memory to develop the company's image.

Thus, Wilkins and Huisman (2013) added that it is up to managers to observe how the
signs of corporate identity are transmitted and decoded by stakeholders as an attractive
organizational image. Such thinking is in line with Abratt and Kleyn (2012) in defining that a
positive image is obtained, before the audience, with a purposefully and strategically planned

self-presentation of their identity

That said, Polat (2011) indicates that the image is formed by a process that requires a
long period of time. On the other hand, Balmer and Grayser (2006) disagree with the notion
of image formation as a process, in considering that the corporate image is an answer to the

question: “How is the company being perceived now?”.

We can see the complex and dynamic characteristic of Corporate Image (SUNG;
YANG, 2008). Thus, despite the various definitions, all have the concept of representation,
impression or mental interpretations in common (TUBILLEJAS; CUADRADO;
FRASQUET, 2011), combining affective, cognitive and sensory elements (SCHULER; 2004)
and is therefore based on the information and data gathered in these interactions with the
organization (POLAT, 2011).

Azoury, Daou and Khoury (2014) indicate that corporate image has essentially multiple
dimensions, corroborating Dowling (1986), who also emphasizes that it is rare only one factor
demonstrating completely the image of the institution. In this sense, Azoury, Daou and
Khoury (2014), in their research with students from universities in eight Middle Eastern
countries, indicate that the affective aspect is associated with the cognitive aspect of the
image, and that the greatest influence from the global image is exercised by the affective

aspect of the image.

Palacio, Meneses and Pérez (2002) also observed that the cognitive and affective
aspects, which are interrelated, form the global image, and this determines the satisfaction of
users of such institutions. The cognitive element refers to tangible attributes that can be

measured by the organization, and the affective concerns those associated with psychological
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aspects manifested through behaviors and feelings about the organization (PALACIO;
MENESES; PEREZ, 2002).

Duarte, Alves and Raposo (2010) addresses that several studies indicate a consensus
that the organizational image is formed by several factors; it is multidimensional (PALACIO;
MENESES; PEREZ, 2002; DUARTE; ALVES; RAPOSO, 2010; MARIC; PERVLIN;
FERJAN, 2010; CERVERA et al, 2012; AZOURY; DAOU; KHOURY, 2014). For this
study, we will adopt the concept by Berens and Van Riel (2004) who establish that the
corporate image is a compound formed by the use of goods and services, influence of others,
reputation of the institution, communicative actions, by the set of experiences of consumers
and personal perceptions, translated into impressions, beliefs and feelings about the

organization.

2.2 THE CEDERJ CONSORTIUM

Pithon et al. (2010) inform that the Government in the State of Rio de Janeiro created
the CEDERJ consortium — Higher Distance Learning Centre of the State of Rio de Janeiro, in
the year 2000. CEDERJ is a consortium consisting of the UFRJ - Federal University of Rio de
Janeiro, UFF - Federal Fluminense University, CEFET — Federal Center of Technological
Education Celso Suckow da Fonseca, UENF —Norte-Fluminense Darcy Ribeiro State
University, UERJ — Rio de Janeiro State University, UNIRIO —Federal University of Rio de
Janeiro State and UFRRJ — Federal Rural University of Rio de Janeiro (CEDERJ, 2014).

Having integrated the Open University System of Brazil since 2005 (FIRMINO;
VIEIRA, 2013), nowadays CEDERJ serves more than 30 thousand students (CEDERJ, 2015)
in 33 hubs distributed across the state of Rio de Janeiro (HASAN; LAASER, 2010). Thus, the
following courses are offered: Administration, Public Administration, Chemistry, Languages,
Mathematics, History, Physics, Geography, Biological Sciences, Pedagogy, Tourism,
Production Engineering, Technology in Tourism Management, Technology in Public Security
and Technology in Computer Systems (CEDERJ, 2015).

Spindola and Mousinho (2012) observe that the integration of classroom and online
activities confer the CEDERJ a hybrid model, based on print and digital educational resources
developed specifically for Distance Learning; on-campus and distance tutorial systems;
supervised internship and assessment performed in the teaching hubs, in person. Within this
framework, it is the responsibility of the CECIERJ Foundation, the production of learning

materials, as well as managing the teaching support platform (HASAN; LAASER, 2010).

BBR, Braz. Bus. Rev. (Engl. ed., Online),
Vitoria, v.14, n.1, Art. 6, p. 108-130, jan.-feb. 2017 www.bbronline.com.br



Corporate Image: Influencing Factors from the Viewpoint
of Students of Distance Learning Courses
113

The physical structure that houses the hubs, is mostly provided by the city
municipalities (HASAN; LAASER, 2010), who is also responsible for the assignment of
administrative staff (SOUZA NETO et al., 2010). As for the provision of materials and other
resources necessary for its operation, including financial ones for the remuneration of all
human resources, is the responsibility of the CECIERJ Foundation — Science Center and
Higher Distance Learning of the State of Rio de Janeiro, an agency linked to the Science and
Technology State Department (SOUZA NETO et al., 2010).

Angulo Meza, Soares de Mello and Gomes Junior (2012) add that educational projects
are based on the technological development and they include, in addition to the use of
information and communication technologies, practical classes in laboratories. Souza Neto et
al (2010) also note that universities are responsible for the educational projects of each
course, as also added by Hasan and Laaser (2010), the academic activities of each course. The
responsibility and preparation of the evaluations belongs to the coordination of each course,
linked to institutions offering the course in the hub (BIELSCHOWSKY, 2005).

To support students, tutors guide their learning, through the use of expertise and
mastery of techniques inherent to distance learning (GARCIA; SEMENSATO, 2015), clarify
students’ doubts and, whether in person or by distance via the Internet, or through free phone
calls (SOUZA NETO et al., 2010). Claro (2007) elucidates that undergraduate or graduate
training is required from the mentoring team, who cannot be, as Hackmayer and Bohadana

(2014) add, an integral part of the teaching staff of the consortium institutions

Comin, Oliveira and Possa (2013) examined the relationship between tutors and the
institutional image, by seeking answers to questions related to the capabilities of tutors in the
Distance Learning process in public higher education institutions. The authors found that the
tutors, in the process of Distance Learning in public higher education institutions, create value
with the students, so that their performance influences the institutional image that is

communicated to society.

On the CEDERJ platform, students have many resources available such as forums,
chats, the possibility of messaging other students, communication with teachers, receiving
notices, schedule of activities, tests, lessons, lesson plans, in addition to the possibility to
download supporting materials for the disciplines (SPINDOLA; MOUSINHO, 2012). Souza
Neto et al (2010) emphasize interactivity and the possibility that the platform offers to

integrate the various parties involved in the teaching-learning process, a process that can be

BBR, Braz. Bus. Rev. (Engl. ed., Online),
Vitoria, v.14, n.1, Art. 6, p. 108-130, jan.-feb. 2017 www.bbronline.com.br



114 Costa, Pelissari

favored by increased motivation and interest of Distance Learning students, due to the
positive assessment of the elements present in the process (KUNDI; NAWAZ; KHAN, 2010).

The CECIERIJ (2014) explains that students’ diplomas have the name of the university
offering the course in the hub chosen by them, because students are considered as students of
each university. Moran (2009) states that since all the institutions of the consortium are
public, the courses are offered for free.

The Ministry of Education and Culture — MEC (2001), through its evaluation committee
constituted for the approval of the CEDERJ project, highlights the innovative character of the
project, especially with regard to the pooling of efforts to optimize the use of public resources.
The MEC (2001) proceeds and highlights that there is no precedent, in proposals for distance

learning, a project that is so innovative as the constitution of the CEDERJ.

3 METHODOLOGICAL ASPECTS OF THE RESEARCH

Concerning the means of research, the study is classified as a field research, being
empirical, with local application of questionnaires where the phenomenon takes place, and it
is descriptive on its purposes, demonstrating population characteristics, establishing
correlations between variables (VERGARA, 2010). The research is cross-sectional because
each respondent was interviewed in a single space in time (RINDFLEISCH, 2008);
quantitative, for having dealt with the use of statistics the information collected for resolution
of the problem (GREENER, 2008), allowing to confirm the relations of phenomena and
generalize its occurrence or meaning (LAKATOS; MARCONI, 2010).

We used a survey, according to Hair Junior et al. (2005), which is the study employing
a structured questionnaire to gather information from a representative sample of the
population. The study used as its analysis unit Public Higher Education Institutions, from the
state of Rio de Janeiro, that offer undergraduate on-line courses in the CEDERJ consortium,
in the hub of S&o Fidélis.

The choice for the state of Rio de Janeiro is related, as is highlighted by Claro (2007), to
the pioneering of the CEDERJ consortium in making use of printed material, distance and on-
campus tutorials, combined with a virtual learning environment, coupled with the emphasis
that was given by MEC (2010) and the innovative nature of the CEDERJ project. The choice
for the Sdo Fidélis hub is due to convenience, because of the researcher’s proximity with the

city where the hub is located, and ease of access to information and research sources.

BBR, Braz. Bus. Rev. (Engl. ed., Online),
Vitoria, v.14, n.1, Art. 6, p. 108-130, jan.-feb. 2017 www.bbronline.com.br



Corporate Image: Influencing Factors from the Viewpoint
of Students of Distance Learning Courses
115
The study population included all students enrolled in the second half of 2014,
regardless of the area where they started their distance course in the first half of 2014, to
understand entering students; and students enrolled in the second half of 2014, of the distance
learning course, regardless of the area, and with more than three years of course, to comprise

students near completion.

The total of enrolled entering students was 95, and the ones near completion was 182,
distributed among the courses of Administration, Computing and Bachelors in Biological
Sciences, Mathematics, Pedagogy and Chemistry. However, from that number, students
attending totaled 48 entrants and 60 students near completion. Richardson (1999) indicates
that one can define the minimum sample size in the case of a finite universe through the

equation:

S%p.q.N

e? (N-1) + $?p. q (1)
Where:
n: the sample size;
s: confidence level chosen in number of standard deviations;
p: percentage of sample elements favorable to the phenomenon;
g: percentage of sample elements unfavorable to the phenomenon, i.e., 100-p.
N: size of the population;
E: maximum acceptable error estimation, in percentage.

Thus, we have reached the minimum number of 85 respondents, according to the
calculation of the following equation:

22.50. 50. 108

52 (108-1) + 22.50. 50 (2)

Chin, Marcolin and Newsted (2003) observe that the sample must be calculated
considering, at least, ten respondents multiplied by the number of indicators of the construct

with the largest number of indicators. Hair Junior et al. (2005) further establish that the
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minimum number of elements for performing a factor analysis is 50 respondents, the rule
being the minimum amount of five times more observations than the construct with more
indicators, where ten times more observations is preferable. Considering that in this study, the
“Learning” construct is the one with the largest number of indicators, in this case 8, then 80
would be the number of observations to be surveyed. Thus, the sample has a greater number
of observations than that established by the authors Chin, Marcolin and Newsted (2003) and
Hair Junior et al. (2005).

Table 1 — Demonstrating the Composition of the Sample Stratified by Course

Course Institution Entrants % Graduating % Total
Administration UFRRJ 14 37.84 12 25 26
Biology UENF 8 21.62 10 20.83 18
Computing UFF 2 5.26 1 2.08 3
Mathematics UFF 2 5.26 2 4.17 4
Pedagogy UNIRIO 10 26.32 18 37.5 28
Chemistry UENF 1 2.63 5 10.42 6
TOTAL 37 100 48 100 85

Source: Prepared by the author (2015)
In order to select students for the sample, we used the list of students, by the course, in

alphabetical order, regularly enrolled, excluding those who did not fit the right profile, as
previously mentioned. The sample included the first students appearing on the list until it
reached the defined amount, according to Table 1.

The research used a structured questionnaire, through which the variables were
measured using 37 closed questions, using a six-point Likert scale to perform the data
collection, varying from 1 to 6, divided into agree/disagree, where the closest to six represents
the most agreed with the statement, and the closest to 1 represents disagreement with the
statement. The choice for the six-point scale is justified as we intended to avoid the central
tendency error, requiring from the respondent the agreement or disagreement on the issues of

research.

The choice for the six-point scale is based on the studies by Garland (1991) who
confirmed that the omission of the central point prevents individuals from giving neutral
responses when their intent is to not displease the researcher with negative answers. Thus, the
results may be distorted due to the existence of the center point (GARLAND, 1991).

The scale for measuring the Affective Image was taken from the study by Palacio,
Meneses and Pérez (2002), and for the Global Image we adapted the scale from the study by
Tubillejas, Cuadrado and Frasquet (2011). Meanwhile, the scale for assessing the Cognitive
Image was based on studies by Palacio, Meneses and Pérez (2002).

BBR, Braz. Bus. Rev. (Engl. ed., Online),

Vitoria, v.14, n.1, Art. 6, p. 108-130, jan.-feb. 2017 www.bbronline.com.br



Corporate Image: Influencing Factors from the Viewpoint
of Students of Distance Learning Courses
117

Thus, of the 21 variables addressed by Palacio, Meneses and Pérez (2002), we withdrew
from the study variables related to the value of monthly payments, the number of students in
class, the number of courses offered, the physical facilities and the elitism level of the
institution. On the other hand, we added variables on communication and advertising, virtual
environment and those related to the activities of tutors. Finally, the other variables were
adapted to the daily life of Distance Learning, since the study by Palacio, Meneses and Pérez

(2002) was performed in an on-campus higher education institute.

A pre-test was performed from 14 to 16 of October 2014, with the application of the
questionnaire to students who joined the institutions between the second half of 2012 and the
second half of 2013, so to avoid losing the research population. The date was chosen because

it was a period where students should deliver, at the Sdo Fidélis hub, their activities reports.

The pre-test was applied to 18 respondents, who answered the printed data collection
instrument. The pre-test indicated that many did not know the area of the course where they
studied in; the need to reduce the text on completing instructions, although there were no
problems in its interpretation. There were suggestions to change the final part for 18 questions
(from “...with the course objectives” to “...coherent with your course”) and 20 (from “...they
are current” to “...with the current world”). Thus, the variables were operationalized, as shown
in Table 2, below, and the questionnaire applied on days 15, 16, 29 and 30 November 2014,
date on which the students performed their classroom assessments at the Sao Fidélis hub.

Variables
Cognitive Image
General V01 | Ease of admission
characteristics | \/02 | Innovative image
of the V03 | Effective advertisements

NSUUtion /04 | Coherent communication

V05 | Requirement level of admission examinations
V06 | Reputation
V07 | Time of existence
Virtual V08 | Innovative teaching
Environment | \/09 | Easy access to learning materials
V10 | Ease of use of the platform
V11 | Quality of the platform
V12 | Interface facilitator of EAD activities
Staff and V13 | Correct information
Tutors V14 | Willingness to solve problems
V15 | Deadline for reply
V16 | Trained tutors
V17 | Qualified tutors
Teaching V18 | Coherence of disciplines
V19 | Favorable curriculum for the employment market
V20 | Updated content
V21 | Coherent evaluations
V22 | Evaluations compatible with the EAD
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V23 | Course demanding level
V24 | Sufficient practical activities
V25 | Preparation for the employment market
Services V26 | Information about services
Provided V27 | Quality academic services
V28 | Quality administrative services
V29 | Services provided to the community
V30 | Society recognition
V31 | Improvement of academic services
Affective Image
Environment | V32 | Environment favorable to communication
V33 | Environment favorable to study
V34 | Stimulating environment
Global Image
General V35 | Personal perception
Impression  ["\/36 | Image of the company
V37 | Image compared to other institutions
Table 2 - Scales used in the collection instrument
Source: Prepared by the author (2015)

4 RESULTS PRESENTATION
4.1 VERIFICATION OF THE AFFECTIVE IMAGE AND GLOBAL IMAGE SCALES
Data were tabulated and analyzed through the program SPSS Statistical 20 (Statistical

Package for Social Sciences). First, the emotional and overall image of scales were verified,
ascertaining correlation between items of variables of the affective and global images. The
correlations presented values greater than 0.40. Hair Junior et al. (2005) indicate the value of
0.30 as being significant for this type of correlation, in order to evaluate the internal

consistency of a scale.

The reliability of data was observed by means of Cronbach’s alpha, which, according to
Hair Junior et al. (2005), checks how a latent one-dimensional dimension is explained by a
group of variables. The results indicated that the Cronbach’s alpha values, for both the
affective image scale (0.763) as for the global scale (0.808), presented values greater than

0.75, therefore, with an appropriate internal consistency index.

The results of the factor analysis revealed the one-dimensionality of each of the scales,
and that all variables are strongly correlated with the extracted factor, since the lowest value
of the load factor was 0.782, with significant loads greater than or equal to 0.50 (HAIR et al,
2005). On the other hand, the value of the variance, that checks how much each of the three
variables explains the factor extracted (LEVINE et al., 2008), reached values greater than
68% for affective image, and 72% for the global image, which are considered satisfactory for
the social sciences (HAIR JUNIOR et al., 2005).

The use of factor analysis as a verification technique was adequate, considering that the
KMO values for the global image were 0.705; and 0.674 for the affective image, with values
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between 1 and 0.50 being considered acceptable, according to Aranha and Zambaldi (2008).
Based on the results generated by SPSS in using our data, we can confirm the internal
reliability and verify the one-dimensional nature of the affective image and global image
scales, with two variables being created, termed as “Affective Image” and Global Image”,

condensed through factor analysis.

4.2 COGNITIVE IMAGE SCALE VERIFICATION

We verified the cognitive image scale basically following, the same steps and aiming at
the same objectives of the verification of affective and global image scales. We deleted the
variables on the improvement of services (V31), on requirement level of admission
examinations (V5) and on the level of competition (V1), before conducting the factor
analysis, by contributing with its withdrawal, for the increase of Cronbach’s alpha, which at
the end of the process presented the value of 0.906, with 0.6 being the minimum accepted in
social sciences (HAIR JUNIOR et al., 2005).

To perform the factor analysis, we used the method of principal components, through
the VARIMAX orthogonal rotation. Reio and Shuck (2015) observe that the method of
principal components aims to reduce the variables into fewer factors, so that they comprise a
maximum variance value. On the other hand, Corrar, Paulo and Dias Filho (2009) indicate
that the VARIMAX rotation favors the relationship of a variable to a single factor, reducing
the possibility of a variable presenting high factor loadings related to more than one of the

factors.

All other 28 variables went through a factor analysis. Rotations were performed aiming
to achieve a result in which all the variables presented significant factor loadings; that such
significance should not appear in more than one factor; and that its relationship with the raised
factors were high, following the criteria of Hair Junior et al. (2005). In the extraction, seven

factors were collected, and the variables grouped between them, as shown in Table 3 below.

Factors Label Variables
FO1 Virtual Environment V10. Ease of use of the platform
V09. Easy access to learning materials
V12. Interface facilitator of EAD activities
V11. Quality of the platform
F02 Tutors and Staff V15. Deadline for reply
V16. Trained tutors
V14. Willingness to solve problems
V28. Quality administrative services
V30. Society recognition
F03 Evaluation and Content V22. Evaluations compatible with the EAD
V21. Coherent evaluations
V18. Coherence of disciplines
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V19. Favorable curriculum for the employment
market

Fo4 Teaching Quality V23. Course demanding level

V25. Preparation for the employment market
V27. Quality academic services

V24, Sufficient practical activities

FO5 Competence V13. Correct information
V17. Qualified tutors

F06 Communication V04. Coherent communication
V03. Effective advertisements

FO7 Innovation and Longevity V02. Innovative image

VO7. Time of existence
Table 3 — Distribution of variables among the factors extracted
Source: Prepared by the author (2014)

We can observe that the most significant factor loadings exceed the value of 0.70, which
is a sign of having a well-defined structure in the extraction of factors, which as clarified by
Costello and Osborne (2005), is the objective of every factor analysis. The final rotation,

which met all the criteria, is shown in Table 4 below.

Table 4 — Factors Extracted for Cognitive Image

Variables Components
F1 F2 F3 F4 F5 F6 F7

VO02. Innovative image 0.010 | 0.224 | 0.210 | 0.142 | -.001 | -.196 | 0.770
V03. Effective advertisements -040 | -.106 | 0.173 | 0.329 | 0.162 | 0.710 | 0.203
V04. Coherent communication 0.090 | 0.216 | 0.141 | 0.094 | -.164 | 0.849 | -.068
VO7. Time of existence 0.154 | -.075 | 0.104 | 0.123 | 0.066 | 0.410 | 0.733
V09. Easy access to learning materials 0.845 | 0.183 | 0.053 | 0.066 | 0.196 | 0.086 | -.100
V10. Ease of use of the platform 0.862 | 0.060 | 0.128 | 0.085 | 0.187 | 0.026 | 0.168
V11. Quality of the platform 0.655 | 0.130 | -.119 | 0.015 | 0.460 | 0.011 | 0.046
V12. Interface facilitator of EAD activities 0.803 | 0.075 | 0.280 | 0.100 | -.084 | -.023 | 0.114
V13. Correct information 0.246 | 0.144 | 0.328 | 0.125 | 0.735 | -.021 | 0.118
V14. Willingness to solve problems 0.253 | 0.693 | 0.344 | 0.072 | 0.210 | -.051 | -.043
V15. Deadline for reply -066 | 0.773 | -.158 | 0.125 | 0.223 | 0.001 | 0.081
V/16. Trained tutors 0.119 | 0.696 | 0.180 | 0.073 | -.072 | -.023 | -.068
V/17. Qualified tutors 0.180 | 0.299 | 0.168 | 0.248 | 0.688 | -.053 | -.047
V18. Coherence of disciplines 0.266 | -.041 | 0.675 | 0.022 | 0.195 | 0.195 | 0.445
V19. Favorable curriculum for the employment 0.250 | -.035 | 0.533 | 0.174 | 0.402 | 0.288 | 0.362
market

V21. Coherent evaluations 0.002 | 0.201 | 0.779 | 0.245 | 0.093 | 0.128 | 0.117
V22. Evaluations compatible with the EAD 0.141 | 0.187 | 0.796 | 0.187 | 0.125 | 0.078 | 0.038
V23. Course demanding level 0.126 | 0.015 | -.045 | 0.822 | 0.139 | 0.179 | 0.123
V24. Sufficient practical activities 0.166 | 0.379 | 0.346 | 0.596 | 0.010 | -.183 | 0.064
V25. Preparation for the employment market -065 | -.003 | 0.335 | 0.776 | 0.065 | 0.179 | 0.022
V27. Quality academic services 0.230 | 0.296 | 0.206 | 0.594 | 0.214 | 0.205 | 0.168
V28. Quality administrative services 0.102 | 0.609 | 0.074 | -.055 | 0.285 | 0.178 | 0.159
V30. Society recognition 0.417 | 0.532 | 0.137 | 0.283 | -.183 | 0.236 | 0.186

Source: Research data (2014)

The factors explain 72.458% of the total variance and were calculated based on the
eigenvalue criterion, where we deleted the factors that presented eigenvalues lower than one.
Hair Junior et al. (2005) adopted 60% as the minimum value, considered as satisfactory, to

explain the total variance.
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5 DISCUSSION AND ANALYSIS OF RESULTS

Studies by Palacio, Meneses and Pérez (2002); Duarte, Alves and Raposo (2010);
Maric, Pervlin and Ferjan (2010); Cervera et al. (2012) and Azoury, Daou and Khoury (2014)
demonstrated that the image of higher education institutions is influenced by several
variables. The scale used for this study met such observations, with seven factors in the factor

analysis to measure the cognitive image being raised.

The results, based on Landry, Griffeth and Hartaman (2006) highlighting the difference
in the way that the distance mode takes place and the need to establish what is most valuable
for such students, indicated that, in addition to the Affective Image, the “Quality” and “Tutors
and Staff” are the factors that are significantly associated with the Global Image of
institutions. The following equation describes the significant relationship between the
cognitive, affective and global images, with the tests applied at 95% confidence, considering
as significant associations with p-value lower than 0.05 (HAIR JUNIOR et al., 2005).

eEquation 1 — Association between Global Image (GI) and the factors “Teaching
Quality” (TQ) and “Tutors and Staff” (TS):

Gl = (-1.416E-16) + 0.455 “TQ” + 0.287 “TS” + ¢

eEquation 2 — Association between Affective Image (Al) and the factors “Virtual
Environment” (VE) and “Teaching Quality” (TQ):

Al = (2.477E-16) + 0.448 “VE” + 0.237 “TQ” + ¢
e Equation 3 — Association between the Global Image (GI) and Affective Image (Al):
Gl = (-1.061E-16) + 0.456 “AI” + ¢

Regarding the influence of cognitive image on the global one, the factor “Teaching
Quality” appeared as the most influential association. Palacio, Meneses and Pérez (2002) had
already pointed out that the image perceived by the students determine their satisfaction with
the institutions. Then, the result indicates that a reduction in the positive perception of the
course demanding level, quality academic services, of sufficient practical activities and
preparation for the employment market, all variables related to such factor, can reduce the
Distance Learning students satisfaction, in relation to the course. Further on the “Teaching
Quality” factor, considering that the educational project establishes practical classes

(ANGULO MEZA et al. 2012) and that the institutions in the consortium are responsible for
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such projects (SOUZA NETO et al., 2010), as well as the academic activities of each course
(HASAN; LAASER, 2010), managing its image is facilitated due to such control.

The association of the “Tutors and Staff” factor with the Global Image corroborates the
studies by Comin, Oliveira and Possa (2013) and Garcia and Semensato (2015) who
highlighted the link between students and the team of tutors. Thus, it is worth mentioning the
importance of selecting a good mentoring team, considering not only qualification elements,
but also aptitude, considering that being qualified exercise an activity does not necessarily

mean that the individual has the ability to do so.

Moreover, since the tutors are not part of the teaching staff for the CEDERJ consortium
institutions (HACKMAYER; BOHADANA, 2014), plus the fact that the assignment of
administrative staff be of municipalities where the hub are (SOUZA NETO et al., 2010), with
both not being directly linked to the organization structure, it can reduce the commitment
towards the performance of activities, negatively influencing, in the perception of students in
relation to interactions with such a component of the image. This can neutralize or destroy the
positive perceptions of the institution if expectations are not met. Therefore, a perfect

harmony is necessary between all organizational activities.

In turn, the equations also show that Affective Image is associated most strongly with
the “Virtual Environment” factor (VE),

Por sua vez, as equacles também revelam que a Imagem Afetiva estd associada mais
fortemente ao fator “Ambiente Virtual” (AV), also being impacted by the fator “Teaching
Quality”. The result highlights another factor that, according to the collected sample, relates
to the image of the surveyed institutions and that is not under its control, as highlighted by
Hasan and Laaser (2010).

Problems on the platform will reflect directly on the teaching-learning process, in the
case of Distance Learning, which is possible to have negative effects on the students’
experience and therefore, their perception in relation to the image of the institutions where
they attend. Thus, whereas the students of distance education develop most of their activities
in the virtual environment and use it to interact with educational institutions and other
students, it is natural that this factor has been the one with the greatest connection with the
affective image suggesting that it is important to establish and develop practical platform,
with a nice interface and easy to use and allowing an effective interaction among its users and

the institution.
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Balmer and Grayser (2006) declare that the corporate image is an answer to the
question: “how is the company is being perceived now?”. Thus, the image of the institutions
may be compromised, even if the quality of education is ensured, if there is no effective

management of the platform, avoiding problems in their access and use.

The equations also indicate that the most significant association with Global Image (Gl)
is exercised by the Affective Image (Al). The research corroborates Dowling (1986), who
indicated the multidimensional nature of corporate image — and it is rare for only one factor
to completely demonstrate the image of the institution —, and Azoury, Daou and Khoury
(2014), also point out the affective aspect to be the greatest contribution to the perception of
the global image.

Based on Nguyen and Leblanc (2001), Palacio, Meneses and Pérez (2002) and Kundi,
Nawaz and Khan (2010), the results show that the institutions should seek to adjust aspects of
their identity to the beliefs and values of their target audience to awake favorable feelings in
various interactions with it, leading to a positive perception of the affective image, which will
contribute indirectly to the perception of a favorable global image. Such fact may not be an
easy task for public higher education institutions, since according to Slavov and Slavov
(2010), distance learning favors the gathering of students of various backgrounds interacting

in the virtual environment.

6 CONCLUSION

Public higher education institutions due to the generosity of its services, have a
differential compared to Private Higher Education Institutions. Perhaps this is why there are
very few studies aimed at analyzing how these institutions are seen by its faculty and the
general public. Thus, the present study sought evidence of which factors impact the
perception of the image of the Public Higher Education Institutions, from students’ viewpoint

of distance learning.

The study showed that the image is the translation of impressions generated in the
individual’s interaction with the various organizational components, based on cognitive and
affective aspects, according to their way of observing the environment. Such impressions are
associated with internal and external elements, both for individuals who observe, as for the

organization that is being observed.
The research converges with other studies, indicating the multidimensional aspect of the

image, it is made up of cognitive and affective aspects, which together are associated with the
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global image of the institutions. In the study, the “Teaching Quality” factor appeared as quite
expressive, also influencing the affective image, giving evidence to public higher education
institutions on the importance of planning actions to ensure positive experiences for students,
through planning the education program, ensuring the offer of sufficient practical activities in
congruence with market needs, maintaining the demanding level of the course and preparing
students for the employment market, in addition to instructing the administrative body,
training it to ensure the quality of service, and seeking to acquire and communicate the

curriculum congruency with market needs.

The global image was also strongly associated with the affective image, signaling that
in the collected sample, for distance learning students, the image of the Public Higher
Education Institutions also relates to the with aspects that cannot be raised up directly by
organizations. This result gives evidence that the institutions should adjust aspects of their
identity to the beliefs and values of their target audience, arousing feelings favorable in its
many interactions, to produce a positive emotional image, which may contribute indirectly to
the perception of a favorable global image. In this sense, considering that distance education
allows students from different regions to have access to services provided by such institutions,
combining aspects of their identity to the beliefs and values of the target-audience of distance
learning courses, appears to be a challenge that must be overcome.

Regarding “Tutors and Staff’, a well-made selection of the mentoring team is
suggested, based not only qualification on aspects, but also on the aptitude for the exercise of
such activity, in addition to offering constant training to tutors in order to develop and
improve their potentialities. On the other hand, affective image is affected most significantly
by the “Virtual Environment” factor, suggesting that institutions must ensure that their
management, maintenance and update will not hinder the teaching-learning process, avoiding
problems in their access and use, creating a practical platform, with a pleasant and easy to use
interface, allowing interaction between users and the institution, as problems on the platform
negatively influence the students’ experience and therefore, their perception regarding the

institution’s image which they attend to.

Given the survey results, we can observe that the research objective was achieved,
contributing to the expansion of studies on image, in the marketing area, and for the
understanding of dynamics in Distance Learning. The research also contributed to a better
understanding of the factors that are associated with the image of higher education

institutions, more specifically of public institutions, through the survey of elements that
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impact on the perception of the Distance Learning students, on the image of such institutions.
Associating marketing to public institutions, the study showed how marketing can be used in
favor of such institutions, with no contradiction in applying its concepts to the reality of non-

profit institutions.

One limitation of the study was applying the research to students belonging to a single
teaching hub, and all institutions surveyed belong to the same consortium. Thus, we suggest
conducting the research with students attending distance learning courses in other hubs and
other public institutions. Another limitation is related to the sample size, whose particularity
of the population covered, with a high rate of non-active students, meant we had a sample
close to the limit established by other studies involving factorial analysis.

For future studies, we suggest investigating with the students, what changes could be
made in the factors surveyed in the study in order to raise the perception of the image of the
surveyed institutions. Another suggestion would be to identify how the “Teaching Quality”,
“Tutors and Staff” and “Virtual Environment” factors interfere with the perception of the
image of educational institutions that adopt distance learning programs and why other factors

were not considered important.

We also suggest, to conduct the study in private institutions that offer distance learning
courses, and compare the results obtained between the research. Finally, given that the models
indicate that the variables were responsible for explaining 66% of the total variance of the
global image, other elements must be searched in the literature and by observing reality that
may be associated with the perception of the image of students of Distance Learning and

include them in the research tool.
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