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A model of the dimensions that measure the way students perceive and think about the image of
vocational education training (VET) was developed together with an instrument to measure the impact
of VET’s image on students’ loyalty towards the VET sector in the Viethamese context. The data were
collected from 900 students: 300 in lower secondary school, 300 in upper secondary school and 300 in
vocational education and training using a face-to-face administered survey questionnaire. Exploratory
factor analysis was conducted to determine the nature of the constructs or dimensions quantifying the
image of vocational education and students’ loyalty towards VET. Correlation analysis was used to
examine the relationships between the independent variables that comprised the image of VET and the
dependant variables of students’ loyalty and, finally, regression analysis was used to measure the
impact of the image of VET on the students’ loyalty. Three main findings emerged from the study: (1)
the image of VET was constructed by seven dimensions (entry requirement, facility and equipment,
recognition of qualification, student career and job potential, quality of curriculum, social skills and soft
skills); (2) students’ loyalty was constructed by two dimensions (future study choice and earning
potential); and (3) students’ loyalty towards VET, namely the rationale underlying their decisions about
whether to continue their future studies in higher education or VET, and their perceptions of the earning
potential offered by obtaining a qualification in VET, were impacted significantly by their perceptions of
the relevance or quality of the VET curriculum to the emerging industrialised and market-led economy
of Vietnam, and the level of entry requirements for VET courses, with exception of lower secondary
students.
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INTRODUCTION

Over the last two decades, Vietham was in a period of industrialised nation by 2020. The Vietnamese
transition from a pre-industrial and agriculturally government and World Bank both recognize that the
dominated economy towards an industrialised market- quality and quantity of human resources, especially an
orientated economy with the expectation of becoming an appropriately skilled labour force, is one of the key factors
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leading to successful economic transition to a market
economy. Concurrent with economic restructuring,
Vietnam saw significant changes to the structure of its
social institutions. The education sector was not without
exception and was forced to accept change in order to
meet the economic necessities and the changing skills
required of Vietham’s workforce (London, 2011).

To make the economic transition successfully, the
Vietnamese government designated vocational education
instrumental to achieving this goal (GDVT, 2011).For this
reason, in 2006, the Viethamese National Assembly
responded to the World Bank’s recommendations by
passing the Law on Vocational Training, formally
acknowledging the significance of its training system as a
sustainable way to produce the skilled labour force.
Included in the law, was the requirement that a pathway
be established for those students looking to enter higher
education following graduation from VET. Implementation
of the new law, led to rapid growth of VET providers such
that institutions are now located in all 64 cities and
provinces of Vietnam. Presently, the VET network has
1293 registered vocational training institutions including
136 vocational colleges, 308 vocational secondary
schools and 849 vocational training centres (GDVT,
2011).

The matter of increasing students’ enrolments in VET
presented another issue. In the past, capable students
were steered toward more intellectual routes and others,
the less academic, were directed towards a life of labour.
Under the influence of Confucian ideology, academic
vocations are more respected than others in Vietnam,
and so the preference amongst parents is for their
children to attend higher education and gain a higher
degree (London, 2011).For many years, vocational
education was perceived as second-rate and an opt-out
for particular sections of society, for example, juvenile
delinquents, blue collar workers, and so on — a last option
for gaining a degree.

In an attempt to combat these deep-seated cultural
attitudes and behaviour of its population, the Vietnamese
government fuelled its efforts to increase the attractive-
ness of VET to potential students. In the short-term,
improvements to the image of VET paid off, as evident in
the increase in students graduating, during the period
2006 to 2011. The long training route (12 to 36 months)
produced over 1,300,000 skilled workers with a further
7,000,000 skilled workers trained on the short training
route (3 to 12 months). According to the (GDVT, 2011),
over 80% of students were successful in gaining
employment immediately after graduating from VET.
Employment rates in the welding, automotive, and
electrical divisions were even higher, at approximately
90% (GDVT, 2011). In addition, the VET sector was
made more attractive by its high salaries. In the technical
field, divisions such as electricity, welding, computing,
and mechanics, graduate salaries were 10% higher than
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those of academic graduates. Increasingly, vocational
education was seen as a more worthwhile way of
acquiring the skills needed to gain employment in an
industrialised economy. The proportion of students
holding bachelor degrees, and even master's degrees
that were unable to secure employment and have
therefore enrolled in vocational schools, is up by 30%
(Huy, 2014), These figures illustrate a positive change in
the attitudes of young people towards the VET system.
There was a growing realisation that the traditionally
respected academic pathway was not the best way of
achieving steady employment in modern day Vietham.

Despite these gains, academic forms of education
appeared to be more respected by students and parents
than technical and vocational forms of education. To
illustrate, during the academic year 2007-2008, 80% of
year 9 students graduating from lower secondary school
chose to remain in mainstream education. Of the remain-
ing 20%, 17.5% of students went into the labour market
and only 2.5% enrolled in VET (GDVT, 2011). The GDVT
(2011) recognized that the first option for most upper
secondary graduates was to sit the university entrance
examination. In addition, the number of universities in
both the public and private sector increased quickly in
recent years indicating a continued demand for student
places in higher education. According to statistics from
Ministry of education and training (MOET,2013), there
was a substantial increase in higher education institutions
during the period 1988 to 2014, quadrupling from 100 to
472 universities and colleges. Notably, the GDVT (2011)
report revealed that certain aspects of the VET system,
for example, curriculum, the quality of teachers and provi-
der facilities did not meet the needs of key stakeholders
such as industries, students and parents. It is apparent
that negative attitudes towards VET described are deeply
ingrained in the mind of the Vietnamese people.

The aim was to change society’s perception of the
sector and reform the image of VET as pivotal to shifting
perceptions of and affecting a change in attitudes toward
VET, if the Viethamese government was to be successful
in encouraging students to consider a career in vocational
education.

Statement of the problems

This study is conducted in the context of the Viethamese
Government’s substantial efforts to promote training in
the vocational education sector to society as a large, but
more specifically to the younger generation. This is
evidenced in the funding records for the sector which
demonstrate an increase annually, and tenfold, from 49
million USD to 490 million USD, in the period from 2001
to 2011. The expectations of Government are that
funding will impact and attract greater numbers of skilled
workers, increasing from 23.5 million in 2015 to 33.4
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million by 2020.

However, secondary student enrolment in long-term
VET programs, during the period of increased funding,
actually decreased. In 2010-2011, 80.36% of lower
secondary students continued into mainstream education
and enrolled in high school programs compared to only
1.88% of the graduating students who instead opted for
enrolment in vocational education and technical educa-
tion schools (GDVT, 2011). Statistics for the academic
year 2011-2012 were equally damning with 61.26% of
students graduating from upper secondary continuing to
higher education and only 10% enrolling in technical and
vocational education (MOET, 2013). The figures for
students currently enrolled in vocational programs reveal
further disengagement with the sector. In the academic
year 2008-2011, there was a considerably high student
dropout rate of 15% (equivalent to 21,782 students)
recorded at vocational secondary schools and vocational
colleges (GDVT, 2011).

These statistics lead us to question whether the current
image of VET is strong enough to attract increasing
student enrolments and sustain robust retention rates. So
far there has been very limited research on the topic. The
present study is therefore an exploratory study with the
objective to empirically examine the model of the image
of VET. In addition, the impact of each dimension of the
model on vocational, upper secondary and lower secon-
dary students’ loyalty towards VET programs will be
examined. The meaning of students’ loyalty, in this study,
was slightly different depending on the stakeholder
group. For those currently studying with vocational
education training providers, loyalty was defined as the
intention to continue with their studies. For students in
secondary schools, loyalty was defined as demonstrating
positive thinking and intention to enter the VET sector.

This study aims to answer the following research
guestions:

(1)To what extent does the projected image of VET relate
to students’ loyalty to the program?

(2)To what extent does the image of VET impact
students’ intention to pursue vocational education?

LITERATURE REVIEW
The concept of image

Image represents people’s perceptions of their own
reality (Gotsi and Wilson, 2001). Ditcher (1985) defined
image as ‘...the total impression an entity makes on the
minds of others’. Therefore, image represents a
simplification of the combination of a larger number of
associations and slices of information connected to an
object, person, organization or place. According to Dobni
and Zinkhan’s (1990) image was a perceptual phenome-
non that is formed by the sum of beliefs, attitudes and

impressions that a person or group has of an object. For
Kotler and Fox (1995) image was an overall impression
that a person had about an object. It may be based on
incomplete information and may be perceived differently
by the various stakeholders of an institution. Since
organizations have several different stakeholders, a
company does not convey a single message; instead it
projects multiple images (Dowling, 1988). By assessing
image, an institution may reveal what strengths to
emphasize to stakeholders and what precisely to
communicate. Jenkins (1991) emphasized the need for
organizations to have a visual identity, a way to project
self-image.

By this definition, the image of vocational education
and training can be defined as the sum of the beliefs an
individual has towards the sector (Landrum et al., 1998;
Arpan et al.,, 2003). Elements like name, logo, tagline,
colour palette, facilities, the teacher’'s ability, course
offering, academic reputation, and employment opportu-
nities are some of the elements that contribute to the
representation of VET's image (Alessandri, 2001).

Conceptualising an image of VET

One approach to constructing a measureable image of
VET is to attempt to quantify the constructs or
dimensions of ways of thinking individuals use to
evaluate and make judgements about the sector.
Challenges lie in identifying all the constructs of an
image, given that different people rely on different
combinations of elements to form their perception. Even if
one could identify all constructs and elements defining an
institutions image, it would be very difficult to accurately
model all the connecting relationships and interactions,
as image is a dynamic and complex concept. The same
institution has the power to generate distinctive images in
specific groups of audience members’ (Sung & Yang,
2008). Image is the result of certain choices, actions and
social interactions of the involved stakeholders (Barich
and Kotler, 1991).

According to Kennedy (1977) image had a functional
component and an emotional component. The functional
component comprising tangible stimuli that could be
easily measured, like physical properties while the
emotional component was related to psychological
conditions that become perceptible in feelings and
attitudes. A confluence of research evidence (Dobni and
Zinkhan, 1990; Keaveney and Hunt, 1992; Stern and
Krakover, 1993) pointed towards the importance of using
both components to make an accurate assessment of
image. However, Bagozzi and Burnkrants (1985) argued
that each component should be treated separately in
order to obtain more accurate predictions of behaviour.
Nevertheless, it is crucial to remember that the inter-
relatedness of each phenomenon contributes to shaping
an image (Baloglu and Brinberg, 1997). Consensus on



the importance of both components has not yet been
achieved, so it remains important to study the effect of
each component separately and together to foster
research and discussion.

Influence of image on loyalty

Research by Nguyen and Leblanc (2001), Bloemer and
de Ruyter (1998), and Helgesen and Nesset (2007)
revealed university students’ retention and loyalty is
strongly affected by institutional image and reputation.
According to Eskildsen et al. (1999), this variable was the
main influence on students’ continued loyalty and
commitment to completing programs and maintaining a
positive attitude towards an institution. In comparison, in
the field of marketing a loyal customer is defined as one
who would continue to purchase goods or service from
the same company whenever possible, and who
continues to maintain positive perceptions towards goods
and services from the company (Caruana, 2002).
According to Oliver (1999), if situational influences and
marketing efforts were ignored, customer loyalty was
defined as a self-promise to repurchase or re-choose a
preferred product or service, this action, which will
continue in the future, causing repetitive same brand or
same brand series purchasing.

If we apply the concept of customer’s loyalty to higher
education, according to Webb and Jagun (1997), it
represented a student’s willingness to recommend an
institution to others, making positive recommendations
and demonstrating a readiness to return later to continue
his or her studies. After graduating, a loyal student may
continue to support his or her academic institution on a
financial basis, through encouraging reports to current or
former students, or even through some form of
cooperation (Henning-Thurau et al., 2001).

From another perspective, research by Nguyen and
LeBlanc (2001) conducted in the context of business
education indicated that loyalty is measured by a
student’s intention to: (1) consider business as his/her
first choice of higher study; (2) continue his or her
program at a business school; and (3) encourage friends
to study at the same business school as well as the
intention to recommend it as the best in its area. In the
same way, for Athiyaman (1997) loyalty is the combi-
nation of student willingness to talk positively about the
institution and to provide information to new candidates.

The relationship between image and students’ loyalty

According to Gronroos (1984), a relationship existed
between the image of a university and its students’
loyalty. He concluded that university image and service
quality are drivers (antecedents) for students’ loyalty.
Similarly, students’ satisfaction with service quality and
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university image was a mediating variable that can be
considered to form part of students’ loyalty. Conse-
guently, students' satisfaction with the service provided
by a university is assumed to have a positive association
with the image of the university (Helgesen and Nesset,
2011).

As university image was shown to impact students’
perceptions, thus a favourable and well-known image
was considered an asset for the education provider
(Gronroos, 2001). Similarly, Rossetti's (1990) research
found a positive relationship between the image of
vocational education and number of students enrolled in
VET. Conversely, negative image leads to a decrease in
the number of students enrolling in VET. Awang et al.
(2011) investigated upper secondary and vocational
student perceptions, thoughts and feelings about VET in
Malaysia, revealing that recognition of a VET qualifi-
cation, work ethic and social values of graduates and
applicability of course content to contemporary society,
were maijor predictors of students’ loyalty toward the VET
sector.

According to Wu (2011) corporate image has been
assessed as an important antecedent of loyalty.
Martineau (1958) stated that if consumers favour the
image of the store or organization, they would probably
develop a certain degree of loyalty. Furthermore, Aaker
(1997) suggested that an organization with a strong
image emphasising high equity would have a greater
number of loyal customers, leading to high and continued
interaction and communication between customers and
brands or organizations. Selnes (1993) also confirmed
the influence of corporate brand image on brand loyalty.
In contrary, Davies and Chun (2002) found that corporate
brand had an indirect influence on brand loyalty via
customer satisfaction when personality traits are used to
portray corporate brand in an off-line setting.

METHODOLOGY
Sample and procedure

This research uses a survey approach to collect data from lower
secondary school, upper secondary school and vocational
education students from across both the Northern and Southern
regions of Vietnam. Six provinces were purposively selected based
on the researchers’ experiences of Vietnam. In the northern region
the provinces were: Nam Dinh, NinhBinh, and Hai Duong. In the
southern region the provinces were: BinhPhuoc, Dong Nai and
Vung Tau. The distance between data collection points from each
province was approximately 100 km.

In each province, six schools (two lower secondary, two upper
secondary schools and two current vocational education training
providers) were then randomly selected and approached to
participate in the study. In each school, 25 students were chosen to
participate in the survey using a systematic selection technique
applied to the class roll. Beginning at student number one, then
number four, number seven and so on counting three students
each time until the 25" student was reached. In total, six schools
were surveyed in each province, gathering a total of 150 completed
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surveys per province. A total of 450 participants were recruited from
both the Northern and Southern regions providing 900 data points.

Instrumentation

The model of the image of VET and student’s loyalty towards VET
trialled in this study was based on data from a variety of sources.
The principle source for the image dimensions being the survey
instrument deployed by Awang et al. (2011) to investigate students’
loyalty towards VET in Malaysia. This was combined with the 12
principle dimensions used to describe the VET system in Vietnam
(GDVT, 2011). The 12dimensions were used to provide cultural
points of reference that could be blended into the modified scale. In
the final model, seven dimensions explained the image of VET.
These are: entry requirements, facility and equipment, teacher’s
ability, recognition of qualification, student career and job potential,
quality of curriculum, and social value and soft skills. The measure
of student loyalty was again based on that devised by Awang et al.
(2011) and the GDVT (2011), and was modified for use taking into
account the Vietnamese context and culture. Four subjective
measures of students’ loyalty towards the VET sector were
considered by asking students’ intentions on: further study, field of
interest, career choice and parental encouragement.

The scale measuring the impact of the image of VET on students’
loyalty consisted of three sections and was in the form of a survey
questionnaire. The first section was designed to collect demo-
graphic information using 13 items. The second section examined
students’ perception of the hypothesised image of VET and
included 45 items. The third section contained 19 items describing
students’ beliefs about VET education and was used to determine
their loyalty towards VET. The survey questionnaire utilised a five-
point Likert scale measuring the image of VET and student’s loyalty
towards VET based on responses to five categories (1 = strongly
disagree; 2 = disagree; 3 = neutral; 4 = agree; 5 = strongly agree).
Students were asked to provide the most appropriate answer to a
set of 64 statements. The seven dimensions making up the image
of VET (independent variable) were measured using 45 questions
that asked students’ evaluation based on their experience and
knowledge of the sector. The four dimensions measuring students’
loyalty (dependent variable) were measured using 19 questions
asking their intentions towards the VET sector. To overcome the
students’ fatigue when responding to the random questions, the
authors designed different types of the questionnaire altering the
order of the items; for example the VET image including 45 items
was quantified by 7 constructs separately, and each constructed
comprised small numbers of items.

ANALYSIS AND FINDINGS

A total of 900 survey questionnaires were distributed and
all were returned completed. It should be noted that at
the end of each survey, the researcher checked the
students’ responses. Students who had not fully
completed the survey were given more time to finish. If
someone selected from the list did not want to take the
survey, then the researcher invited the next student on
the list based on the systematic selection process
mentioned above. This ensures that the target final
sample size of 900 completed surveys was reached.

The data were coded and analysed using Statistical
Package for the Social Sciences (SPSS) software version

19, taking into account the set of variables related to the
new context, which was Vietham. The analyses com-
prised three stages: first, exploratory factor analyses
(EFA) were conducted to identify the number of distinct
factors involved in describing the image of VET and the
number of factors involved in describing students’ loyalty
towards the VET sector, second, correlation analyses
were conducted to examine the relationship between the
two sets of factors and finally, regression analyses,
based on the findings from the correlation studies, were
conducted to predict relationships between the indepen-
dent variables and dependent variables.

Before the EFA technique is explained, the details of
demographic information of three student groups were
presented. Tables 1, 2, and 3 sum up the percentages
and frequency on the issues namely gender proportion,
ethnicity, and study results.

Exploratory factor analysis
The VET image

A sample size of 900 participant responses was gathered
from 45 items measuring the image of VET was sufficient
for an exploratory factor analysis. An examination of the
Kaiser-Meyer Olkin measure of sampling adequacy being
0.876 confirmed that the sample was factorable. The
exploratory factor analysis was conducted using principal
components analysis for extraction and rotation. Seven
factors emerged with eigenvalues greater than 1, which
cumulatively accounted for 60.8% of the variance. The
factor loadings and factor names are represented in
appendix 1.

Refining the scale

In order to refine the items that emerged from the
exploratory factor analysis, the reliability of each new
factor was determined using a combination of Cronbach
alpha and the Scale if item deleted feature of SPSS.
Items extracted with a factor loading of greater than 0.5
were retained in the factor structure. A factor loading or
cut-off point of 0.5 was used as the threshold to ensure
practical significance for further analysis (Worthington &
Whittaker, 2006). Consequently, 17 items with low load-
ings were removed from the initial analysis and a further
two during refinement. Twenty six items remained after
refinement and formed the seven factors. The reliability of
each new factor was indicated by a Cronbach alpha
measure of greater than 0.6. Items with a total correlation
measuring less than 0.3 were removed from any
subsequent analysis. Table 4 summarises the results of
the reliability tests conducted on the remaining items after
scale refinement.

The exploratory factor identified

analysis seven



Table 1. Gender.
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Lower secondary students

Upper secondary students

Current vocational students

Gender Percentage Frequency Percentage Frequency Percentage Frequency
Male 58.7% 176 45% 135 85.3% 256
Female 41.3% 124 55% 165 14.7% 44
Total 300 300 300

Table 2. Ethnicity.

Lower secondary students

Upper secondary students

Current vocational students

Ethnicity Percentage Frequency Percentage Frequency Percentage Frequency
Kinh 96.7% 290 96% 128 98.3% 295
Other 3.3% 10 4% 12 1. 5
Total 300 300 300

Table 3. Study results.

Lower secondary students

Upper secondary students

Current vocational students

Results Percentage Frequency Percentage Frequency Percentage Frequency
Fail 6.7%20 3.0% 9 5.0% 15
Pass 33.0% 99 16.7% 50 37.7% 113
Credit 33.7% 101 66.3% 199 38.0% 114
Distinction 19.3% 58 7.7% 23 14.0% 43
High 7.3% 22 6.3% 19 5.3% 16
distinction

Total 300 300 300

Table 4. Reliability tests for image of VET scales.

Scale

Iltems after EFA

Items after refinement Cronbach alpha

Entry requirement (ER)

Facility and Equipment (F&E)
Recognition of qualification (ROQ)
Student career and job potential (SC&JP)
Quality of curriculum (QOC)

Social skills (SS1)

Soft skills (SS2)

~NOoO OO WN B

4

wWw w oo b

0.707
0.792
0.751
0.793
0.832
0.742
0.745

N WO SMBMD

independent variables that measure the image of VET
comprising the following elements:

Entry requirements (ER): this dimension reflected
students’ perceptions about the level or standard of entry
requirements for vocational educational and training
courses and the type and quality of students’ currently
enrolled.

Facility and equipment (F&E): this dimension depicted
students’ perceptions about the currency and affordances

of leisure and educational resources accessed at VET
institutions.

Recognition of qualification (ROQ): this dimension
reflected students’ perception of the status of a degree
gained in VET amongst employers and higher education
providers, both in country and overseas.

Student career and job potential (SC&JP): this dimension
reflected students’ perception of the employment
potential following graduation from a VET school.

Quality of curriculum (QOC): this dimension reflected
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Table 5. Reliability tests for students’ loyalty towards VET scales.

Scale Iltems after EFA Items after refinement Cronbach alpha
1 Future study choice 4 4 0.639
2 Earning potential 3 3 0.698
7 items 7 items

perceptions of the curriculum content and its applicability
to contemporary society’s needs.

Social skills (SS1): this dimension reflected perceptions
about the degree of social skills that VET graduates hold
that are valued not only in skilled workers but also in
society.

Soft skills (SS2): this dimension reflected perceptions
about how effective VET is at equipping graduates with
the soft skills that facilitate effective interpersonal
relationships in the workplace.

Students’ loyalty toward VET

The analytical procedures for the first factor analysis
were repeated when determining the dimensions of
students’ loyalty towards VET. Again, a sample size of
900 participant responses was gathered from 19 items
measuring students’ loyalty towards VET. For this scale,
the Kaiser-Meyer Olkin measure of sampling adequacy
was 0.714, confirming that the sample was factorable.
Two factors emerged with Eigenvalues greater than 1,
which cumulatively accounted for 55.7% of the variance
(Table 5 and appendix 2). The exploratory factor analysis
identified two dependent variables that measure students’
loyalty towards VET comprising the following elements:

Future study choice: This dimension reflected participants’
perceptions about the influences on students’ choice of
future study pathway, be it mainstream education or VET.

Earning potential: This dimension depicted students’
beliefs about the VET ability to provide legitimate em-
ployment and sufficient income to sustain a reasonable
standard of living.

Establishing the reliability of scales

The measures for the dimensions of the image of VET
and students’ loyalty towards VET were then scrutinised
for reliability and validity. The exploratory factor analysis
used data collected in the Viethamese context and it was
expected that cultural differences would emerge and
influence the arrangement of items in the scales and the
scales themselves. The hypothesised dimension teacher’s
ability did not emerge from the analysis of the

independent variable data measuring the image of VET.
However, the hypothesised dimension of social values
and soft skills was extracted and grouped into two
separate dimensions named social skills and soft skills.
The Cronbach alpha values for each of the subscales
making up the image of VET scale were all above the
threshold of 0.7 (Nunnally, 1978) indicating reliability of
the scales.

Disappointingly, only two dimensions of students’
loyalty were condensed (Table 5). The arrangement of
items differed from any of the hypothesised dimensions
and the new scales were named future study choice and
earning potential. The Cronbach alpha values for both
scales measured just below the threshold of 0.7 but were
retained in the later correlation and regression analysis
on the basis of the sample number (900 data points).
Having established the reliability of scales and modelled
the relationship between the dependent variables and
independent variables (Figure 1) the answers to the
research questions of the study could be exposed.

Correlation analysis

In order to address the first research question, correlation
analysis was determined to be, in the first stage, the most
appropriate method of data analysis to test for linear
relationships and the degree of association between
variables. Four analyses were undertaken, one over the
whole sample and the other three over lower, upper
secondary and vocational students, respectively. In each
analysis, two measures of relationship were conducted.
The first was a measure of the relationship between all
seven dimensions of the image of VET and students’
loyalty, specifically the dimension future study choice.
The second was a measure of all seven independent
variables representing the image of VET and the
dependant variable students’ loyalty, specifically the
dimension earning potential.

The first correlation analysis

It was observed that quality of curriculum (QOC) shows a
statistically significant moderate (Strath University, 2014;
Table. 3) and strong positive, correlation with future study
choice in all groups (Table 6). The lower secondary
student grouping, quality of curriculum shows a
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qualification T Future study
Student’s .
choice
Student career and -
u ) < VET image » loyalty
Job potential Earning potential
Quality of curriculum «—
Social skills
Soft skills

Figure 1. Final model of the dependant and independent variables.

Table 6. Correlations statistics between the independent variables and the variable, future study choice.

Groups QoC SC&JP  F&E ROQ SS1 ER SS2
All students .488** 288" 154" 1797 180" -.139% 150"
Vocational students 453" 079 .043 1977 019 -.002 .031
Upper secondary students 421" 313" 126 209”7 243" -.062 197"
Lower secondary students 540" 125 -.028 198" .043 -.108 .087

** p<.01; *p <.05.

statistically significant and strong positive correlation (r =
.540, P < .01), with future study choice. The other three
groups (r = .488 all students; .453 vocational students;
and .421 upper secondary students, P< .01) had
moderate correlations.

The second correlation analysis

Table 7 displays the correlations between each of the
seven independent variables defining the image of VET
and the dependant variable, earning potential. Only the
quality of curriculum dimension (QOC) demonstrated a
statistical significant and negative modest correlation with
earning potential (r = -.124; -.148; -.157; and -.165, P <
0.01) for all four groupings. However, two dimensions
namely recognition of qualification and social skills
showed a negligible correlation with earning potential and
were removed from the analysis.

Regression analysis

In regression analysis, independent variables are consi-

dered for their ability to predict dependant variables. In
this study, students’ loyalty was hypothesised as the
dependent variable being influenced by the independent
variable, the image of VET. In other words, these analy-
ses examine the impact of students’ perceptions of the
image of VET on students’ loyalty toward the VET sector.

As with the correlation analysis, four linear regression
analyses were performed. One for each of the groupings
described above. For each analysis, two measures of
impact between the independent variables and depen-
dent variables were conducted. The first was a measure
of impact between all of the qualifying independent
variables representing the image of VET and the variable
of students’ loyalty, future study choice. The second was
a measure of all qualifying independent variables and the
dependant variable of students’ loyalty, earning potential.

Linear regression between the image of VET and
future study choice

Table 8 describes the results of the analysis estimation of
the linear regression between all qualified independent
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Table 7. Correlations statistics between the independent variables and the variable, earning potential.

Groups QOC SC&P F&E ROQ  SS1 ER SS2
All students -124%  _127%  -084* 043  -117** 218~  -008
Vocational students -148"  -179°  -036 .062 -.167  .161" .035
Upper secondary students ~ -.157" -108  -.134° 036  -.094 3317 -.017
Lower secondary students  -.165  -121" -071 -034 -115 .100 -.027

** p<.01; *p <.05.

Table 8. Regression statistics of qualified independent variables with the dependent variable future study choice.

Upper secondary Lower secondary

Future study All students Vocational students students students
choice coe?ﬁtceilent Significant coerﬁf:ailent Significant coeB;feitcailent Significant coerf?tc?ent Significant
(Constant) 2.125 2.034 2.197 1.722
ER -.054 .071
F&E -.054 117 -.086 172
ROD -.003 .925 .006 .883 -.041 .536 .011 .838
SC&JIP .060 126 A17 128 -.052 .320
QOC AT77 .000 435 .000 .388 .000 .553 .000
SS1 -.019 .588 .061 .969
SS2 -.002 .959 -.025 .699

25% 21% 30% 19%

Explained variance in dependent variable (R?). ** p<.01; *p <.05.

variables and dependent variable, future study choice.
The findings indicate that only quality of curriculum
impacted significantly on future study choice(B = .477 p <
.001 for all students; .435 p < .001 for vocational
students; .388 p < .001 for upper secondary students;
and .553, p < .001 for lower secondary students). The R*
of each model was 0.25; 0.21; 0.30 and 0.19
respectively, suggesting that 25; 21; 30 and 19% of the
variance in further study choice can be explained by
quality of curriculum. Multicollinearity was absent in the
data for all four cases, confirmed by the collinearity
statistics for variance inflation factor that were under the
cut-off point of 10 (Belsley et al., 1980).

Linear regression between the image of VET and
earning potential

Table 9 describes the linear regression coefficients of the
independent variables with the dependent variable,
earning potential. The findings indicate that entry require-
ment impacted significantly on earning potential (B =
0.205, all students p < 0.01; B = 0.145, vocational
students p < 0.01; B = 0.315, upper secondary students p
<0.01). For the grouping lower secondary students,

quality of curriculum impacted significantly on earning
potential (B = -.134, p < .05). The R? of the model was
0.06; 0.07; 0.13; and 0.04 separately, suggesting that
about 6, 7, and 13% of the variance in earning potential
can be explained by entry requirement and about 4% by
quality of curriculum. As with the previous analysis, the
collinearity statistics for variance inflation factor was
below 10 confirming the absence of multicollinearity in
the data.

Conclusion
Exploratory factor analysis

The findings from the EFAs have identified seven distinct
latent variables that influence students’ loyalty towards
the VET sector, comprising the following elements: entry
requirement; facility and equipment; recognition of
gualification; student career and job potential; quality of
curriculum; social skills; and soft skills. The above findings
are compared with the preceding study by Awang et al
(2011) that investigated the dimensions of the image of
VET that influence students’ loyalty towards VET in
Malaysia. The comparison with the Viethamese context
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Table 9. Regression statistics of qualified independent variables with dependent variable earning potential.
Earning All students Vocational students Upper secondary Lower secondary
; students students
potential
cerf’feiiz?ent Significant coee;ﬁf:?ent Significant coerﬁE:ailent Significant cerﬁ?ilent Significant
(Constant) 2.781 3.263 2.658 3.440
ER .205 .000 .145 .002 .315 .000
F&E -.031 415 -.080 181
ROD
SC&JP -.040 .350 -.099 .074 -.056 422
QoC -.030 457 -.069 176 -.083 .166 -134 .030
SS1 -.069 .064 -.090 .089 -.040 .566
SS2
6% 7% 13% 4%

Explained variance in dependent variable (R?). ** p<.01; *p <.05.

revealed two interesting conclusions. First of all, five out
of seven variables depicting the image of VET appear to
have remained relatively stable across the studies,
independent of cultural context. Second, two new
variables were isolated; formed by the separation of the
hypothesised social values and soft skills variable.

Interestingly, it appears that when thinking about VET,
for Viethamese students, the hypothesised dimension
teacher ability was not identified as emergent in the EFA.
This appears contradictory to Confucian ideology and its
ideal of respecting the role of the teacher. In the
educational environment, such as schools, teachers are
always central to the learning and teaching process and
other activities. It suggests weakened influence of the
doctrine amongst the younger generation. The absence
of the dimension teacher ability indicates that students
did not hold VET teachers’ knowledge and skills in high
regard. These findings supported those presented by
GDVT (2011) that reveal the limitation of vocational
teachers. Vocational teachers were found to have limited
occupational skills and competences and, low foreign
language and information technology capabilities that
were a barrier to updating knowledge and technological
advancements required to teach vocational education.

Of further interest in the analysis of the image of VET is
the division of the hypothesised dimension, social value
and soft skills into two independent variables, social skills
and soft skills. These findings demonstrate that the
acquisition of soft skills such as communication and
leadership skills, as well as social skills that include
creativity, innovation and those of being a valuable citizen
are important and as necessary as subject based know-
ledge acquired through academic study in mainstream
education. This finding mirrors the following statement by
the Vietnamese President Truong (2014) that ‘For a long
time, in the past, we only focused on the academic

subjects such as Math, Physics, Chemistry, Biology,
Literature and English for examination to get a place at
university. We did not pay much attention to teaching and
the training of children to build up their social values and
soft skills while at school’.

Correlation analysis

The findings from the correlation analyses indicate that all
the independent variables defining the image of VET had
statistically significant correlations (weak, with the
exception of quality of curriculum, all positive with the
exception of entry requirement) with the two dependent
variables (further study choice and earning potential)
representing students’ loyalty towards VET. These results
suggest that in order to encourage and attract students to
enter the VET sector, its policy makers, managers and
especially principals of VET institutions must consider
carefully the seven dimensions that contribute to the
projected image of VET and take these into account
when formulating marketing strategies that will promote
the sector to all areas of society, especially young people
and their parents.

Regression analysis

This paper concludes that student perceptions about the
image of vocational education and training, specifically its
efficacy and the quality of the curriculum and entry
requirements play a decisive role in predicting students’
loyalty towards the sector or their willingness to pursue
either further study in vocational education or their
inclination towards completing a course of study they are
currently enrolled on.
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Consistent across all groupings of students were
perceptions of the quality of curriculum as a predictor of
students’ choices about further study. Low expectations
of the curriculum, in particular its perceived focus on skKill
development rather than the furthering of knowledge
mean that students believe their future study choices are
more influenced by parents. When the curriculum is
perceived as vibrant and able to fulfil the expectations of
a market-oriented economy, students believe they have
parental support to make the choices they wish for further
study

It appears that lower secondary students look towards
the future and assessing the suitability of the content of
the vocational curriculum to equipping them with the
knowledge and skills needed to ensure the longevity of
their employment prospects and ultimately their earning
potential. This differed from the overall perceptions of the
whole sample, and specifically the older students in
upper secondary and vocational education, who saw their
future economic prospects, associated with undertaking
vocational training, to be a feature of the initial quality of
entrants into vocational education courses and their
social status. It suggests that the criteria students use to
assess the viability of VET as a career pathway maybe
related to their maturity and reflect differences in the
decision-making processes students use. It may also
reflect students changing position in relation to how they
see their influence on the world with an improved
understanding of how identity affects an individual’'s
interaction with society.

Out of all four groupings, it is surprising that only lower
secondary student loyalty towards VET was not impacted
by their perceptions of the entry requirements for VET,
but was impacted by quality of curriculum. It may be
concluded that the driver of students’ loyalty, represented
by earning potential is a significant influence for all
students, and at the level of vocational students and
upper secondary students. However, this was not the
case for lower secondary students when analysing the
group. Instead quality of curriculum was the main
predictor of earning potential.

Students’ beliefs about the earning potential related to
training in VET impacted their perceptions of the entry
requirements to enroll on a course of study in VET, with
the exclusion of lower secondary students. The findings
concur with those of Awang et al (2011) who found that
few of the identified dimensions impacted students’
loyalty. They determined three dimensions: recognition of
qualification, work ethics and social values, and appli-
cability of course content were major predictors of
students’ loyalty toward the technical education and
vocational training field in Malaysia. This comparison
reveals that factors impacting student loyalty in Vietham
tend to be similar to those in Malaysian contexts, with
quality of curriculum playing key role. It may be concluded
that the driver of students’ loyalty is no different between

the two countries. In the Vietnamese context, entry
requirement also presents as a driver of students’ loyalty.

Implications of the study

Aside from the main student stakeholders, the findings
from this study have a wider significance to groups of
associated stakeholders such as parents, industry, VET
policy makers and young people who have an overview
of the VET sector in Vietham. The findings from this study
will provide solid and reliable evidence of students’
perception and evaluation of the sector. They may also
assist policy makers in planning future programs related
to changing cultural attitudes towards VET, at the level of
schools, communities and government. Furthermore, the
findings will inform the decision making of student stake-
holders with regard to future study in either vocational
education and training or mainstream education. It has
the potential to impact the employability and career
choices of Vietnam’s younger generation.

Limitations of the study

The two main limitations of this study are external barriers
and methodological limitations. The external barriers in
this research refer to geographically limitations of the
study in Vietham and consequent difficulties extrapolating
the results to other countries. In addition, internationally
published research related to the Vietnamese VET sector
in Vietnamese context is limited. Methodological
limitations refer to other methodological approaches that
could have been pursued but were not undertaken due to
the specific nature of this investigation such as using in
depth interview approach to explore students’ opinions
deeply. Also, the sample size collected in this study is
considered insufficient to represent the whole range of
views of Viethamese students as only small numbers
(900 students) were sampled in comparison with over
1,000,000 students available.
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Appendix 1: Factor loadings of the independent variables.

Factor Factor

Dimensions 1 2

Factor
3

Factor
4

Factor
5

Factor
6

Factor
7

Entry requirements
Vocational students are disabilities .825
Vocational students are low academic grade 743

Vocational students are juvenile delinquent and
problematic
Requirements to entry VET are low and flexible .587

.739

Facility and Equipment

Equipment is useful advance and latest technology .824
The laboratory/workshop is advance .820
VET providers are availability of sports and recreational
facilities

The classes are sufficient space to support quality
education

.694

.607

Recognition of qualification

Vocational qualification is recognized by private
companies

Vocational qualification is recognized by foreign
companies

Vocational qualification is recognized by overseas higher
education

Vocational qualification is recognized by universities in
Vietnam

Student career and job potential
Produce highly skilled trainee

Vocational qualification provides opportunities to further
education

Produce trainees with a wide range of job opportunities
Vocational qualification is easy to find a suitable job

Quiality of curriculum
Provide integration of academic and skills
Have a good connection with community

Have a good connection between vocational school and
industries

Provide for a very specific career field
Many options of courses offered are very interesting

Social skills

VET graduate students are creative and innovative
VET graduate students have teamwork skills

VET graduate students are valuable citizen for society

Soft skills

VET graduate students have communication skills
VET graduate students have leadership skills
Total explained variance (60.8%)

744

742

.703

.660

712
.700

.675
.641

.764
744

.719

.694
.635

794
774
.646

.829
.793




Appendix 2: Factor loadings of the dependent variables.
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Dimensions Factor 1 Factor 2
Future study choice

| believe VET is easier than higher education .684

| believe all students choose career choice based on their interest .579

I belieye that parental intention to encourage their adolescent to follow mainstream 681

education

| believe that parent respect the.adolescent intention to follow mainstream education or VET 734

pathway based on adolescent’s interest ’

Earning potential

| believe that vocational training leads to jobs which are not well regarded in society 778
| believe VET income is less than that of higher education .767
| believe VET income is not enough for standard living .790

Total explained variance (55.7%)
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