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Abstract: University or college is a challenging reality leading to a sometimes elusive career path.
By consulting social media and review websites, students have more alternatives to consider in
their choice determination. This study develops a multifaceted model to recognize the influence of
service quality and e-word of mouth on customer satisfaction and the impact of customer satisfaction
on word of mouth. Data gathered from a sample of 150 university students are analyzed by SPSS
and PLS-SEM. The findings indicate that service quality dimensions and e-WOM have positive
impacts on customer satisfaction. Furthermore, this study reinforces that customer satisfaction has
a positive influence on customers’ WOM intentions. This research recommends that university
management should consider the importance of service quality factors and social media channels
to meet and exceed students’ expectations in order to bolster the quality of services and boost
customer satisfaction.

Keywords: consumer behavior; customer satisfaction; e-word of mouth; online reviews; service
quality; word of mouth

1. Introduction

In the past few years, the market has witnessed the expansion of online social net-
works and their growth as one of the leading marketing forces. With over a billion users
interacting with websites such as Facebook and Twitter, the importance of these media
platforms has evolved to create connections with customers globally as well as influence
their communication habits [1].

Nowadays, people tend to compare their required goods and services in a network-like
manner and consider any available resources, particularly online materials such as rating
websites, to formulate an opinion and determine a final selection without the restriction
of time and place. Based on the importance of the service, consumers are more conscious
in their attempt to mitigate their risk and arrive at a wise option rather than lose time or
money. Word of mouth and electronic word of mouth have become the main channels to
transfer and share information among consumers with the view of learning and gaining
more knowledge about products or services [2,3]. Online environments have expanded
the reach of consumer viewpoints efficiently and expediently beyond their friends and
families. Thus, consumers are able to disseminate their opinions and knowledge about
any product and service and influence other consumers’ purchasing decisions globally [4].
Social media has transformed users from passive to active consumers who generate content
about products, services, and consumption experiences, thus having a profound influence
on their behaviors [5,6].
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Quality plays a pivotal role for the selection of any service, and corporations in all
industries strive to create a sustainable customer value proposition for their products and
services. Service quality refers to a customer’s comparison of service expectations as it
relates to a company’s performance. Service quality is one of the most important dimen-
sions when companies try to evaluate customer relationships and the level of customer
satisfaction [7]. This study takes into consideration the importance of different elements of
a service quality model in choosing a specific service, with the view of gaining knowledge
about quality factors impacting university selection.

This study is an attempt to fill the gap in the area of student satisfaction by considering
the impact of social media and e-WOM and service quality on customer satisfaction in ad-
dition to the relationship between student satisfaction and WOM. The main purpose of this
study is to explore the relationship between service quality and customer satisfaction and
how it results in more customers through WOM. Universities have different approaches to
recruit undergraduate/graduate students and domestic/international students. Regard-
less of the approach, choosing a university remains a critical and challenging decision in
a young person’s life and plays a significant role in their future plans and career. This
highlights the importance of connecting with potential students to provide them with the
best available options. Hence, this study focuses on the quality level of university services,
as this relates to student satisfaction and the impact of student satisfaction on students’
WOM intentions. Students consider the quality of services that they received from their
current institution in addition to comparison with other similar universities. In fact, these
factors can play a major role in assisting them in deciding whether to stay at their current
university or move to another one. Moreover, the level of student satisfaction plays a vital
role in disseminating positive or negative experiences with prospective students.

2. Literature Review
2.1. Internet and Social Media

Internet and social media usage is booming. As an illustration, there are over 5 billion
unique mobile device users in the world today, more than 4.5 billion internet users, and 3.8
billion social media users—a 9% increase since 2019 [8]. Canada is a first-world country
and has a high rate of access to the internet and social media. The most current data show
that there were above 35 million internet users in Canada in January 2020, with an internet
penetration of 94% [8].

Canadian internet users spend a daily average of about 6 h online, including approxi-
mately 2 h using different social networking sites [8]. There were approximately 25 million
active social media users in Canada in 2020, with a projection of 32 million in 2025 [9].
A recent survey revealed that Facebook remains the most popular social media platform
in Canada; 83% of online Canadian adults report having a Facebook account. Moreover,
during the current pandemic, social media has often been promoted as an antidote to
physical distancing [10].

Social media is a great way to promote a business, engage directly with customers, and
boost sales. Recent statistics exhibit growth in the ways that businesses and consumers are
using social media. Marketers spent over CAD 99 billion on social media advertising and
marketing in 2020 [9]. More than 63% of customers expect companies to offer customer ser-
vice through their social media platforms—and 90% of social media users have connected
with a brand or business through their chosen platform. Consumers (71%) who have had a
positive experience with a brand on social media are likely to recommend the brand to their
friends and family. Small-to-medium-sized businesses (71%) use social media to market
themselves, and among those, 52% post at least daily on social media [11]. Marketers (73%)
consider that social media marketing has been “somewhat effective” or “very effective” for
their business [12]. Over 47% Canadian business owners acknowledge that social media
will help grow their business, but only 39% have some sort of online presence, and 24%
engage their consumers on a regular basis [13]. Moreover, 84% of internet users aged
16–64 search online to buy a product or service, and 68% have shopped online in Canada.
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The results of a recent survey showed that search engines and WOM are among the main
sources for finding new brands [8].

2.2. Social Media and Universities

Social media is now an essential feature of university and college digital communica-
tions and marketing. Canadian higher education institutions employ the five major social
media platforms, namely LinkedIn, Facebook, Instagram, YouTube, and Twitter, to connect
with a wide audience. Canadian higher education institutional LinkedIn accounts have
attracted a larger audience in comparison with other platforms [14].

Web 2.0 technology allows users to interact and collaborate with each other in a
social media dialogue as creators of user-generated content in a virtual community. Some
examples of Web 2.0 features include social networking sites and social media sites, such
as Facebook and Instagram [15–19].

Service providers must understand the impact of social media to have an effective
influence on their consumers and serve them better. A few corporate social networking
websites already allow current and potential consumers to not only exchange information
about products or services but also to engage in co-creating value in online experiences
with offline outcomes [20–23]. This idea allows corporations and service providers to
realize their mistakes and improve their quality and market share through understanding
customers’ expectations and opinions without spending large amounts of money and
time [24].

As heavy users of social media, students play an important role in any market growth.
Choosing a university is a complicated decision that embraces a variety of personal and
institutional factors. Students are affected by various elements, such as the provision
of online information, ranking, reputation, location, costs, and friends [25,26]. Typically,
when searching for a suitable program of study in a desirable institution, students look for
available online information either from the institution itself or website reviews [27]. With
respect to this study, universities totally depend on attracting a talented student pool to
remain solvent and to stay at the forefront of a highly competitive education market. To
achieve that goal, institutions exhibit their competitive advantages in terms of uniqueness,
employers’ interests, and former graduates’ distinguished achievements [28].

2.3. WOM and E-WOM

WOM communication refers to person-to-person communication between a perceived
non-commercial communicator and a receiver regarding a brand, a product, an organi-
zation, or a service. Previous research unveiled the positive association between WOM
referrals and new customer acquisition. Thus, spreading positive WOM enables busi-
nesses to develop their market share along with enhancing brand awareness [3,29]. WOM
is not always positive; sometimes, it is emotionally loaded and has negative outcomes
leading to product harm crises, warnings, or rumors about products or services [5,30].
Compared to positive WOM, negative WOM may have greater impact and eventually
sabotage companies [31].

WOM influences consumer purchasing behavior. Prior research uncovered that one
dissatisfied customer tells nine other people about the experiences that resulted in the
dissatisfaction. However, satisfied customers release their story to an average of five other
people. This is especially important in the service sector [32]. Universities, as service
providers in education, need to consider the importance of WOM and its consequences for
being competitive among other institutions.
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E-WOM influences consumer buying behavior through the online exchange of cus-
tomers’ opinions and experiences about products and services using social media [7,33].
By facilitating e-WOM, social media has significantly changed the balance of marketing
communication from companies to consumers to consumers to consumers [17,20,31]. Social
media consumer-to-consumer exchange is a relatively new type of online WOM. This kind
of information sharing has transformed the way people share their thoughts and opinions
about any subject, including choosing bank services, restaurants, hotels, and health services
and selecting a physician or a professor [7,17,19,34]. E-WOM can take many forms; the
most important one being online reviews. E-WOM appears to be particularly significant
for products and services involving an experiential aspect. These are goods or services
whose quality cannot be evaluated easily prior to consumption [35].

2.4. Online Reviews and Consumer Satisfaction

Today, online reviews are among the most influential sources of information for
consumers when forming a purchase decision and present substantial benefits to them.
Most importantly, they enable geographically scattered consumers to share independent
points of view on products and services, helping them to reach informed purchase decisions.
Furthermore, online reviews also maintain pivotal value creation potential for businesses.
As a source of product and service development, companies can use online reviews to
enhance revenue and foster long-term relationships, thus also playing a momentous role in
the marketing efforts of companies [36].

In terms of social media and consumer satisfaction, consumers are now active in
posting comments or product reviews on major social media and websites, such as Tri-
pAdvisor, Twitter, and RateMyProfessor. This is a form of crowdsourcing. Through rating
websites and social media, individuals are more likely to submit online ratings when they
are either not satisfied or very satisfied. Positive ratings enhance posting rate, whereas
negative ratings diminish posting. In addition, less-frequent posters are more positive,
while more-active posters are more negative and unveil distinction behavior [35]. Such
reviews can be of various types, such as personalized reviews or reviews from experts, as
well as descriptive reviews or ratings from 1 to 5. According to the correlation between
positive and negative reviews and their effects on sales volume, companies can adjust
their approach to draw the most benefits from consumer involvement [37]. A study on
the influence of online reviews on consumer retentions revealed that online reviews have
a strong impact on customer satisfaction and retention for businesses. Online reviews
disclose additional information about products and services, and in this case, they can
adjust current and potential customers’ pre-purchase valuations of products and services
in order to help them make better purchasing decisions. Therefore, there is a high potential
of reducing customer retention and satisfaction [38,39].

2.5. Service Quality and Customer Satisfaction

Service quality is a perceived judgment resulting from an assessment process where
customers compare their expectations with the service they perceive to have obtained [40,41].
Excellent service paves the way toward a satisfied and loyal customer who is willing to
recommend other customers [32,42]. Consumer satisfaction is achieved when the perfor-
mance of the product or service meets or surpasses a customer’s expectations. Satisfaction
is a post-purchase state of the consumer’s mind that mirrors how much the consumer likes
or dislikes the service after experiencing it [40,43–45].
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Universities, as part of the service industry, provide a variety of essential services to
their current students and alumni, including support facilities, curriculum development,
academic facilities, and career placement. In order to thrive in the service industry and
to meet the gradually increasing role of information and communication transformation,
constant changes have been imposed on universities and colleges due to dynamic local
and global developments over recent decades. In this respect, monitoring the results of
teaching and learning experiences has emerged as one of the primary tools for higher
educational institutions to deliver effective teaching and learning to their students, since a
satisfied student is adopted as one of the sources of competitive advantage with a variety
of outcomes, including student loyalty and retention. Indeed, meeting students’ needs and
expectations is generally accepted as the best way for universities and colleges to attract
and retain high-quality students. On the other hand, student loyalty is treated by higher
educational institutions as a financial base for academic activities. Nowadays, universities
pay high attention to both the value of their students’ skills and competencies in society
and students’ perceptions of their educational experiences [46,47].

The student body is one of the crucial entities of a university on which its operation
and survival depends. In the current competitive environment, satisfying students is very
important to recruit more students for future programs. Student satisfaction is a short-term
feeling, resulting from an evaluation of educational experiences, services, and facilities
experienced by a student during their studies [48,49]. In this competitive environment,
universities are in a fierce competition to attract and keep the best and the most talented
students. Subsequently, knowledge about how student satisfaction is developed can be
utilized by universities and colleges to improve strategies that make them more attractive
to prospective students [47,49,50].

Student satisfaction is commonly included as one of the primary missions of higher
educational institutions since students are perceived as potential customers of higher
education services [46,51]. Student satisfaction is perceived and defined in various ways in
the services and consumer marketing literature. For example, satisfaction can be defined
as an individual attitude and as the perception of the difference between expectations and
perceived service consumption [52,53].

2.6. Service Quality Model

In today’s highly competitive environment, service quality plays a substantial role
in the prosperity of any organization. A conceptual model of service by [54] was in-
troduced in 1985 and quickly became a popular tool to measure the level of service
quality [29,42,47,48,50,51,55,56]. SERVQUAL is applicable to many industries and areas,
such as the financial, production, education, and food sectors. This comprehensive model
comprises five dimensions: tangibility (physical appearances), reliability, assurance, em-
pathy, and responsibility. Student satisfaction is a critical factor that impacts on many
industries directly or indirectly, such as education and food industries. Students aim to
select a prestigious and suitable university to spend some of the important years of their
life, and student satisfaction is significant in improving the reputation of a university and
in expanding its drawing power [57].

SERVQUAL as a multidimensional research instrument includes the five follow-
ing subsets:

1. Tangibility: The appearance of physical facilities, equipment, personnel, and commu-
nication materials.

2. Reliability: The ability to conduct the promised service dependably and precisely.
3. Assurance: The knowledge and courtesy of all employees and their abilities to convey

trust and confidence.
4. Empathy: The arrangement of caring, customization, and attention to the customer.
5. Responsiveness: The tendency to help customers and to provide swift and timely

service [42,47,48,50,55,58].
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Nowadays, WOM and e-WOM play major roles in distributing comments and infor-
mation swiftly and in influencing potential users of various products and services. The
findings of a study on customer satisfaction found that reliability, tangibility, and respon-
siveness have significant impacts on WOM [59]. Based on other research, after-sale service,
service quality, and satisfaction have a significantly positive impact on WOM [29,45,60].
The results of a study regarding the relationship between e-WOM and customer satisfaction
indicated that the exposure to positive (or negative) e-WOM prior to purchase enhances
(or diminishes) consumer satisfaction. The impact of e-WOM is stronger when consumers
are less motivated to process information with effort. These findings are compatible with
the anchoring effect, where consumers excessively count on an initial anchor (e-WOM)
to simplify the decision-making process due to the reluctance to process information cog-
nitively [61]. The outcomes of another study with respect to the impact of e-WOM on
customer satisfaction found that e-WOM, website quality, and product satisfaction are
positively associated with customer satisfaction, as well as their repurchase intention [62].

3. Hypotheses

The seven hypotheses proposed are as follows:

Hypotheses 1 (H1). Tangibility will have a positive impact on customer satisfaction.

Hypotheses 2 (H2). Reliability will have a positive impact on customer satisfaction.

Hypotheses 3 (H3). Assurance will have a positive impact on customer satisfaction.

Hypotheses 4 (H4). Empathy will have a positive impact on customer satisfaction.

Hypotheses 5 (H5). Responsiveness will have a positive impact on customer satisfaction.

Hypotheses 6 (H6). E-WOM will have a positive impact on customer satisfaction.

Hypotheses 7 (H7). Customer satisfaction will have a positive impact on their WOM intentions.

4. Research Methodology
4.1. Research Instrument, Sample, and Data Collection

A survey was developed to assess how respondents approached and applied the
quality of services toward their satisfaction and how it impacted their WOM. All questions
pertaining to the above hypotheses were set up on a 7-point Likert-type scale (1 = entirely
disagree to 7 = entirely agree). In addition, there were some categorical questions on
demographic characteristics and other related questions. After receiving ethical approval
from the institution, the survey was created and placed on the RedCap (Research Electronic
Data Capture) website for approximately one month. It was expected that each survey
would take a maximum of 15 min to complete.

The study utilized a convenient non-probability sampling technique to glean primary
data from respondents. The sample population consisted of students from a variety of
programs and levels at a Canadian mid-sized university. Excel, SPSS (Statistical Package
for the Social Sciences), and SmartPLS (Partial Least Squares Structural Equation Modeling
(were employed to treat the collected data and test the proposed hypotheses.

4.2. Conceptual Research Model

Informed by the existing literature and studies on the relationship between different
dimensions of service quality and customer satisfaction and its impact on WOM, this study
developed a conceptual research model (Figure 1) based on service quality elements, WOM,
e-WOM, and customer satisfaction.
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The study employed the five aspects of the service quality model and e-WOM, their
impact on customer satisfaction, and the relationship between WOM and customer satisfac-
tion by considering previous studies [29,45,47,48,51,58,59]. In addition, this study expands
on the existing literature to achieve its research objectives and to develop a conceptual
research model.

4.3. PLS-SEM

The variance-structural equations model is a thorough statistical approach to examine
hypotheses about the relationships between the observed and latent variables. This method
can be applied for complex models and small samples without normality requirements.
The SmartPLS technique was used to develop the required model and test how variables fit
the model [63,64]. This study utilized PLS-SEM and SPSS to test model fitness and examine
the hypotheses.
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5. Results

The sample size of 150 respondents consisted of 61% males and 39% females, and 57%
of them were single.

About 40% of respondents had an annual disposable income below CAD 10,000, and
about 40% of participants had an annual disposable income of CAD 20,000 and above.
Regarding respondents’ job status, about 69% of them were working alongside their studies.
Among those, about 85% of them were working either full-time or part-time, and about
40% of them were working in the education area. The majority of respondents (about 60%)
were enrolled in a bachelor’s or master’s degree, particularly in business programs. About
30% of the respondents ranged in age between 20 and 24. Regarding visa status, about 17%
of respondents were international students with a study visa, and the rest were domestic
students who were either Canadian citizens or permanent residents. Approximately 50%
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used social media to do online shopping at least once a month, whereas the rest used it
sporadically. For instance, 19% of participants did online shopping 1–2 weekly, and 16% of
them used it 1–2 yearly. Online reviews were important to respondents when choosing
their current university (1–5, 1 = very important). WOM was their preferred method to
choose their university followed by the use of search engines. Respondents indicated that
their choice was particularly based on the quality of education, tuition fees, and distance
from home. The results revealed that respondents most probably would recommend this
university to others.

As for the survey itself and model fitness, the reliability and validity tests were
performed with Cronbach’s alpha and composite reliability (CR). All reliability analysis
results are upwards of the recommended level (0.70), and also, the average variance
extracted (AVE) results were above 0.5, thus making the survey statistically reliable to test
the proposed hypotheses and confirm the good fit of the model [63,64].

5.1. Model Test

• Investigation of multiple linear coefficient (multicollinearity)
• Variance inflation factor (VIF)

The VIF evaluates the intensity of multiple synergies in multiple regression analysis.
In fact, this index indicates how much the changes in the estimated coefficients have been
increased for coherence. As an empirical rule, the more this factor exceeds 5, the more the
co-linear rate also increases (max. 5) [64–67].

Table 1 shows that the multiple indices for the independent variables in the model
are within acceptable values and confirms that there is no multiple coherence among the
independent variables.

Table 1. Collinearity (VIF).

Variable Standard Value of
the Indicator

Indicator Value in the
Desired Model Conclusion

Customer Satisfaction <5 0.16 Lack of multicollinearity
Tangibility <5 0.13 Lack of multicollinearity
Reliability <5 0.18 Lack of multicollinearity
Assurance <5 0.17 Lack of multicollinearity
Empathy <5 0.21 Lack of multicollinearity

Responsiveness <5 0.23 Lack of multicollinearity
E-WOM <5 0.35 Lack of multicollinearity
WOM <5 0.42 Lack of multicollinearity

5.2. Model Fitness Indices

The basic question raised is whether this model is a suitable model. In order to answer
this question, the average extraction variance, Cronbach’s alpha, and composite reliability
should be considered for goodness-of-fit (GOF) testing. Regarding the output of PLS and
according to the results of the next three tables derived from the output of PLS, it can be
concluded that the model is a suitable model for fitting indices. All of the fitness assessment
indices of the model, along with their values in these tables, are presented and lead to
fitness for the model [63,64]. The following tables confirmed the validity and reliability of
the survey to examine the proposed hypotheses. Table 2 summarizes the results of AVE
for each variable, and it confirms that each variable has a value above 0.5, which satisfies
the standard requirement. Tables 3 and 4 show that each variable meets the standard
requirement for Cronbach’s Alpha, CR, and the reliability of the survey.
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Table 2. Average variance extracted (AVE).

Variable Standard Value of
the Indicator

Indicator Value in
the Desired Model Conclusion

Customer Satisfaction ≥0.5 0.65 Good fit
Tangibility ≥0.5 0.63 Good fit
Reliability ≥0.5 0.60 Good fit
Assurance ≥0.5 0.63 Good fit
Empathy ≥0.5 0.62 Good fit

Responsiveness ≥0.5 0.62 Good fit
E-WOM ≥0.5 0.69 Good fit
WOM ≥0.5 0.72 Good fit

Table 3. Cronbach’s alpha.

Variable Standard Value of
the Indicator

Indicator Value in
the Desired Model Conclusion

Customer Satisfaction ≥0.7 0.79 Good fit
Tangibility ≥0.7 0.82 Good fit
Reliability ≥0.7 0.80 Good fit
Assurance ≥0.7 0.75 Good fit
Empathy ≥0.7 0.72 Good fit

Responsiveness ≥0.7 0.78 Good fit
E-WOM ≥0.7 0.79 Good fit
WOM ≥0.7 0.83 Good fit

Table 4. Composite reliability (CR).

Variable Standard Value of
the Indicator

Indicator Value in
the Desired Model Conclusion

Customer Satisfaction ≥0.7 0.81 Good fit
Tangibility ≥0.7 0.82 Good fit
Reliability ≥0.7 0.78 Good fit
Assurance ≥0.7 0.73 Good fit
Empathy ≥0.7 0.76 Good fit

Responsiveness ≥0.7 0.79 Good fit
E-WOM ≥0.7 0.80 Good fit
WOM ≥0.7 0.75 Good fit

5.3. Test of Hypotheses

According to Table 5, all hypotheses are confirmed since the results of T-Value are
above 2. The acceptable value (95% c.l.) should be ≥1.96 to support the hypotheses. This
table represents the coefficients and T-Value of each hypothesis. The results disclose that
tangibility has more considerable impact on customer satisfaction in comparison with other
dimensions of service quality. Table 6 presents a combination of the results of the seven
proposed hypotheses.

Table 5. The impact of variables.

Variable Coefficient T-Value

Tangibility 3.50 10.88
Reliability 1.44 6.16
Assurance 0.29 9.92
Empathy 0.70 5.94

Responsiveness 0.93 6.11
E-WOM 0.35 5.99

Customer Satisfaction→WOM 0.52 7.87
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Table 6. Results of hypotheses.

Hypothesis Result

H1: Tangibility Supported
H2: Reliability Supported
H3: Assurance Supported
H4: Empathy Supported

H5: Responsiveness Supported
H6: E-WOM Supported

H7: Customer Satisfaction→WOM Supported

List of questions:

- Perceived modern equipment impacted my decision to select my current university.
- The physical environment of excellent universities is visually appealing.
- Employees of excellent universities are well dressed and neat.
- Employees of excellent universities are dependable.
- Employees of excellent universities give prompt services.
- Employees of excellent universities are helpful.
- Employees of excellent universities are knowledgeable about services offered.
- Employees of excellent universities are friendly.
- Employees of excellent universities listen carefully to one’s needs.
- Employees of excellent universities give personal attention.
- Employees of excellent universities are never too busy to respond to requests.
- Employees of excellent universities take immediate actions to respond to complaints.
- I am satisfied with overall services of my university.
- I recommend this university to other students.
- I encourage others to register at this university.
- I typically consult social media to choose my preferred university.
- I mostly consult recent comments on social media to choose my preferred university
- Reading consumer reviews helps me make decisions regarding a product/service.
- Reading consumer reviews is useful for making purchasing decisions.
- The language used in online reviews is easy to understand.
- The online reviews provide relevant information related to the product.
- Reading consumer reviews increases my level of satisfaction.
- Are you a Canadian citizen, permanent resident, or an international student?
- What is your gender?
- What is your level of education?
- What is your major program?
- What is your marital status?
- What is your annual disposable income?
- Which age group do you belong to?
- What is your job status?
- How often do you shop online?
- How did you hear about your current university?
- What are your main priorities to select a university?
- How important are the online reviews to you? (1 = very important, 5 = not important

at all)

6. Discussion

Service quality plays a pivotal role in the level of customer satisfaction and dissatisfac-
tion. Moreover, social media, online reviews, and e-WOM impact customer purchasing
decisions, customer satisfaction, and customer retention. People have access to abundant
information through social media applications and can choose various products and ser-
vices based on different opinions and reviews. Customer satisfaction is a critical aspect for
businesses to enable them to achieve short-term and long-run growth and development.
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This factor can assist businesses in reaching more potential users or impede them from
expansion, particularly with the considerable presence and advancement of social media.
This study designed a model to gauge the relationship between service quality factors
(tangibility, reliability, assurance, empathy, and responsiveness), in addition to social media,
e-WOM, and customers satisfaction. Then, the study assessed how customer satisfaction
impacts customers’ WOM intentions. Institutions such as universities can determine the
importance of diverse service quality aspects and social media, and how students, as the
main target of the education system, select a particular university. Moreover, universities
need to enhance student satisfaction by improving service quality factors in order to have
a positive impact on a students’ experience and thereby increase the possibility of them
conveying their satisfaction with other potential students.

The findings of this research reveal that all service quality dimensions (tangibility,
reliability, assurance, empathy, and responsiveness) have a positive influence on customer
satisfaction. According to Table 5, the findings reveal that tangibility and reliability have
higher impacts on customer satisfaction than the other factors. This can assist decision
makers to consider these significant factors regarding designing and ameliorating their
products and services and how to deliver these to their customers in order to enhance
customer satisfaction. These findings corroborate the previous related studies conducted
by [45,47,48,58,68].

Social media and e-WOM have inevitable impacts on our diurnal and professional life.
This study examined the relationship between e-WOM and customer satisfaction, and the
results showed that e-WOM has a positive impact on customer satisfaction. These results
support previous related research conducted by [61,62].

Customer satisfaction is an important factor to measure any business success and
can function as a predictor element for future development and prosperity. The results of
this study show that customer satisfaction has a positive impact on a customer’s WOM
intentions. Likewise, substantiating these research findings regarding the relationship
between customer satisfaction and WOM are other studies conducted by [29,44,45,59,60].

Overarching Implications

The accelerated advancement of social media has provided an enormous potential
to transform electronic commerce from a product-oriented environment to a social and
customer-oriented one. Nowadays, social media plays a significant role in impacting our
decisions and shaping the way people think, behave, and perform. Consumers express their
thoughts and feelings about many products and services more openly and freely than before
through social media and online platforms, such as Facebook and Instagram. Businesses
can take advantage of this abundance of information to adjust their strategies and gain
a competitive edge. Enhanced customer satisfaction is a critical factor for organizations
such as universities to be sustainable in the fierce competitive market and enable them
to develop in the social media space [7,20,21]. The outcomes of this study contribute
beneficial and applicable information for decision makers of higher education institutions
to recognize important factors that impact student satisfaction and how such satisfaction
can attract more and better prospective students.

7. Conclusions

This study developed a model to determine the possibility of a relationship between
different service quality aspects, as well as social media and e-WOM and customer satisfac-
tion. Another aim was to identify the relationship between customer satisfaction and WOM.
This study was conducted in a Canadian University to identify how student satisfaction
was impacted by service quality and social media. Universities and colleges across the
globe need to attract more qualified students using various modes of contact, particularly
social media and modern channels in addition to traditional ways. This research provides
valuable insights into the relationship between service quality factors, e-WOM, WOM, and
customer satisfaction and how customer satisfaction could impact WOM and contribute to
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the recruitment of potential customers. The findings showed that service quality attributes,
namely tangibility, reliability, assurance, empathy, and responsiveness, have a positive
impact on consumer satisfaction. This confirms that service quality dimensions play a
major role in customer satisfaction. Moreover, the results revealed that social media and
e-WOM impact customer satisfaction. This shows that student satisfaction will be impacted
by e-WOM and how social media and online reviews influence customer satisfaction.
Furthermore, the findings of this research show that customer satisfaction has a positive
impact on customer WOM intentions. These findings can assist decision makers to adjust
their strategies based on the importance of customer satisfaction and how they should
respond to customers’ expectations and priorities to ensure their long-term success.

This study is an effort to fill the gap in this area by considering the impact of social
media and e-WOM and service quality on customer satisfaction as well as the relation-
ship between student satisfaction and WOM. This can help businesses, and particularly
universities as the main case study of this research, to consider the different factors that
impact consumer satisfaction and how they can increase satisfaction, diminish dissatisfac-
tion, and ensure they can employ the best outcomes of WOM and e-WOM for enhancing
consumer retention and satisfaction. This research also could assist institutions to anchor
their strategy based on customers’ expectations and how they can manage such demands.

This research encountered some limitations that influenced the results. First of all, the
model could potentially incorporate other dimensions, including behavioral factors. An-
other significant, but inevitable, limitation inviting caution about result overgeneralization
is that there are perceptional differences in the respondents’ answers to the questionnaire,
which may cause bias in their answers. Time constraints and access to a larger sample
are also to be noted. As the world of digital connection evolves exponentially, there will
always be a need for additional studies examining new attitudes and perceptions at the
theoretical level and, subsequently, at the practical and managerial level for policy makers.

The sample of this study was relatively homogeneous, and, thus, it would be interest-
ing for further research to stratify respondents into age brackets or generational categories
and see whether demographic traits play a role in customer satisfaction. Moreover, a com-
parison of a few universities would be of interest to discern potential differences. Further
research could consider how university marketers can manage customers’ needs through
employing various technological devices to customize their services and find out how differ-
ent channels create different outcomes. Lastly, it would be worthwhile for future research to
explore the effect of e-WOM on other variables, such as repurchase intention and consumer
loyalty, which are also significant factors for improving consumer–business relationships.
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