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Short-term study abroad:
motivations, expectations
and experiences of students
of Aalesund campus

ASE M@RKESET AND RICHARD GLAVEE-GEO

SAMMENDRAG Malet med denne undersgkelsen er a se naermere pa studentenes
motivasjon, forventninger og erfaringer knyttet til utvekslingsopphold i utlandet.
Kapittelet viser hvilke faktorer som pavirker studentenes holdning og intensjon om d dra
pa utveksling. Basert pa dybdeintervju med to studentgrupper, en gruppe som ennd ikke
har veert pd utveksling, og en gruppe som har giennomfart studentutveksling, diskuteres
motivasjon, forventninger og erfaringer giennom komparative og kontrasterende
analyser i hver av de to gruppene studenter. Denne analytiske tilnaermingen gir sveert
interessant informasjon om studentenes beslutningsprosesser. Kapittelet presenterer
dessuten en konseptuell modell, basert pa flere regresjonsanalyser av innsamlede data
fra 294 respondenter. Det & forstd hvilke faktorer som pavirker studentenes holdning og
intensjon om & studere i utlandet, kan gi nyttige retningslinjer til hogre
utdanningsinstitusjoner nar promotering og markedsfering av utvekslingsopphold i
utlandet skal formuleres og gjennomferes.

ABSTRACT The purpose of this study is to explore students’ motivations, expectations
and experiences in embarking on short-term study abroad and to investigate factors that
influence students’ attitude and intention to study abroad. Based on in-depth interviews
with two groups of students, yet to go abroadand have been abroad, this paper discusses
the motivations, expectations and experiences of students by comparing and contrasting
these two groups. This analytical approach reveals very interesting insights into the study
abroad decision-making process. The paper also presents a conceptual model, which was
estimated by use of multiple regression analysis based on data source of 294 respondents.
Understanding the factors which influence attitude and intention to study abroad can

provide useful guidelines for higher education institutions to consider in the formulation
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of effective study abroad programs and on how best to promote and market study
abroad experiences to Norwegian students.

KEYWORDS student exchanges abroad | motivation | intention | bachelor | norway |
mixed methods

INTRODUCTION

Approximately, 15,700 Norwegian students studied at tertiary institutions in
autumn 2013 with the U.K., Denmark, the U.S.A. and Poland as the most popular
study abroad destinations (Statistics Norway, 2014). Norwegian students who
studied abroad in the autumn of 2013 represented 5.8% of the total number of stu-
dents in tertiary education in Norway in 2013. Some of the positive outcomes that
accrue to students who have studied abroad include increased intercultural profi-
ciency, increased openness to cultural diversity and more global mindedness com-
pared to students remaining in a traditional campus setting. Students in home
country tertiary institutions do not experience the complexity, diversity and cul-
tural differences of living in another country as do those that studied abroad.

So what are some of the factors that affect students’ decisions to study abroad?
What are the motivations, expectations and experiences of studying abroad?
Based on in-depth interviews with two groups of students from Aalesund campus:
yet to go abroad and those who have been abroad, this chapter discusses the moti-
vations, expectations and experiences of these two groups of students. This ana-
lytical approach reveals insights into students’ decision-making processes and the
factors that are of much importance to students’ intentions to study abroad. The
paper also presents a model based on the data source of 294 respondents, which
shows the key factors that influence attitude and intention to study abroad. Under-
standing these factors can provide useful guidelines for higher education institu-
tions to consider in the formulation of effective study abroad programs and on
how best to promote and market study abroad experiences to Norwegian students.

Appendix A shows outgoing exchange students on short-term study abroad
from Aalesund campus from 2010 to 2014. Although annual student numbers
have increased over this four-year period, the number of students, as a percentage,
that went on study abroad decreased from 2.4% in 2010 to 1.5% in 2014. A chi-
square test performed on the number of students that embarked on short-term
study abroad from 2010 to 2014, was insignificant (p=0.342). This presupposes
that the number of study abroad participants has been stable over the four-year
period. Consequently, efforts should be made to significantly increase the number
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of study abroad participants if the benefits derived from study abroad is to be real-
ized. The rest of the chapter is organized as follows: a review of the literature is
done followed by the research methods used in the study. The qualitative results
are subsequently presented. The research hypotheses and the conceptual model for
the quantitative study are briefly outlined followed by the presentation of results
of the quantitative study. Results of the overall study are consequently discussed,
and the chapter ends with a conclusion.

REVIEW OF THE LITERATURE

SOCIAL AND CULTURAL INTEGRATION, PERSONAL DEVELOPMENT
AND CAREER ASPIRATIONS

The extant literature categorizes factors that affect a student’s decision to study
abroad into two broad groups, namely: motivators and deterrents (and sometimes
both). Motivating factors such as personal development, broader career opportu-
nities, intercultural assimilation, fun or enjoyment and deterrents such as missing
family and friends, family and work commitments, language, safety, financial,
and graduation concerns have been documented (Payan et al., 2012). The pre-
dominant outcomes however appear to be culture-related constructs such as
intercultural proficiency, openness to cultural diversity, international awareness,
international activities, global-mindedness and environmental attitudes (Clarke
et al., 2009, Gullekson et al., 2011, Payan et al., 2012, Rexeisen and Al-Khatib,
2009).

The attributes of study abroad destinations attract students to destinations
abroad. Students are likely to compare the attributes of destinations when deciding
on where to go. Attributes of a destination significantly influence the image
formed of the destination, and this significantly affects behaviour (Kim, 2014).
Study abroad involves social interaction with destination residents, which
increases students’ understanding of people who are culturally different. Students
who expressed an interest in improving their understanding of other cultures and
countries had more intention to study abroad compared to those who did not
(Stroud, 2010). Twombly et al. (2012) found that students who are interested in
interacting with people of different ethnic and racial backgrounds and are inter-
ested in improving cross-cultural understanding, are more likely to go abroad.
Another common rationale for participating in study abroad is career related.
Many students want to go overseas while in tertiary education, in order to improve
their future job prospects (Dessoff, 2006, Relyea et al., 2008). Social and cultural
capital affect predisposition to study abroad positively.
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INFORMATION SOURCES, AWARENESS AND SUPPORT
MECHANISMS

Much of the literature cites lack of awareness of study abroad programs as a rea-
son for low participation among all students (Brown, 2002, Brux and Fry, 2010,
Stallman et al., 2010). This may be attributed to an inability to find appropriate
information stemming from ineffective marketing, few peer models or simply not
knowing where to look for information. Where and from whom students get infor-
mation or encouragement to study abroad is also important (Twombly et al.,
2012). Hamir (2011) found that friends and family were good sources whereas
faculty members were disturbingly poor. Major social factors which influence
potential study abroad participants are peers or significant others, past participants
and family members. Goel et al. (2010) identified family support as a subjective/
normative belief that is a precursor to the intention to study abroad.

Institutional factors such as funding/sponsorship organizations are also key
influencing factors documented in the literature. Goel et al. (2010) study shows
that students report cost and location as the most important considerations when
choosing a study abroad program. Cost is an important factor, and lack of funding
is a key obstacle for going abroad. Doyle et al. (2009) conclude that a key attrac-
tion is financial support in the form of a scholarship, and this study identifies
funding/sponsorship agencies as key to study abroad. Lanekassen is the main Nor-
wegian public organization that supports educational sponsorship/funding of
qualifying Norwegian and non-Norwegian students both within and outside Nor-
way, and is crucial in funding study abroad destinations. Additionally, embassies/
consulates, health authorities (e.g. for vaccination), study abroad coordinators and
lecturers are identified as constituting critical support mechanisms for study
abroad intentions. The level of support from these actors have an impact on atti-
tudes towards studying abroad as well as the intention to do so.

ATTITUDE AND INTENTION

Beliefs and attitudes are distinct: beliefs function as indicants of attitudes (Fish-
bein, 1963, Pyun and James, 2011). Beliefs are immediate determinants of a per-
son’s attitude. Attitude is determined by an individual’s evaluation of the attrib-
utes associated with a concept and the strength of these associations. Students as
consumers may have favourable or unfavourable attitudes toward study abroad,
and those who have positive attitudes towards study abroad will exhibit a higher
intention to do so. It is important to note that the factors which influence intent to
study abroad, also influence attitude towards study abroad. Thus, while personal
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motivations expose a range of impetuses to study abroad, these are not mutually
exclusive. Most likely it is a combination of all the factors that have been dis-
cussed above which impel individual students or groups of students to participate
in study abroad (Lucas, 2009, Allen, 2010). According to Twombly et al. (2012,

3

p. 48), these factors ‘... interact in complex ways with students’ human, eco-

nomic, social, and cultural capital to produce an interest in study abroad’.

METHODS
RESEARCH DESIGN: SEQUENTIAL MIXED-METHOD APPROACH

This research utilized sequential mixed-method approach. Our choice of this
approach was motivated by the contribution of each method (i.e. qualitative and
quantitative) such that one method contributed to the other in a preplanned fash-
ion. The goal was to use what we learn with one method to enhance the other such
that the qualitative data provided further insight into the quantitative data. The
sequential mixed method approach offers the most successful approach to inte-
grating the results from qualitative and quantitative studies (Morgan, 2014).

RESEARCH SETTING AND SAMPLE FOR QUALITATIVE INQUIRY

The study participants are students from Aalesund campus. Aalesund is a popular
tourist destination on the western coast of Norway and is internationally known
for its location in the fjord region of Sunnmere County. The city is the hub of Nor-
way’s maritime and fishing industry. NTNU in Aalesund is a satellite campus of
the Norwegian University of Science and Technology (NTNU), Norway’s largest
university with an estimated student population of 38,000 (Berglund, 2015). The
Aalesund campus has about 2,250 students and 200 employees. The study took
place before the merger, which occurred on 01.01.2016. An initial qualitative
phase of this study involved individual face-to-face interviews with two groups of
students: five students who had been abroad and five students who were yet to go.
The face-to-face interviews enabled a ‘rich and deep’ insight (Eriksson and
Kovalainen, 2008, Lincoln and Guba, 1985) into students’ motivations to study
abroad. The face-to-face interviews were primarily useful in developing the scales
for the survey. However, the narratives from the interviews gave substantial infor-
mation that served as background for the overall study.
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SURVEY QUESTIONNAIRE DEVELOPMENT AND DATA COLLECTION FOR
QUANTITATIVE INQUIRY

The survey questions were first developed in English, then translated into Norwe-
gian and finally back translated. These translations were checked by two other lec-
turers with expertise and knowledge in business communication, English and Nor-
wegian, to ensure equivalence. A professor of International Business with
knowledge and expertise in higher education research helped examine the ques-
tion items to ensure face validity. Hence, survey questionnaire, though initially
formulated in English was translated to Norwegian in order to achieve a higher
response rate. Participants were informed about the purpose and objective of the
study at the beginning of each data collection session. In all, 350 respondents par-
ticipated in the survey and completed the questionnaire. Completed question-
naires were examined for missing values leading to 294 (84 percent) valid
responses. The sample comprised 58.5 percent women (172) and 41.5 percent
men (122). 85.4 percent of respondents are within the age bracket 18-26 and the
mean age is 23. The respondents represent all the faculties and year groups, but
most are first year bachelor students (72.1 percent) followed by 22.1 percent from
the second year (Appendix B). These year groups are usually the target group for
study abroad promotional campaigns.

MEASUREMENT OF CONSTRUCTS

Nine latent variables were measured using a Likert scale from 1 to 7 where
increasing values correspond with higher levels of agreement with the question
item so that 1 is strongly disagree/ of less importance and 7 is strongly agree/of
much importance. Subsequent analysis was based on thirty-four items (indica-
tors), most of which were adapted from the extant literature to preserve content
validity. Items measuring group conformity were adapted from Chung and Pys-
archik (2000). Information source items were adapted from Llodra-Riera et al.
(2015). Host institution image were adapted from Dib and Alnazer (2013).
Behavioural intention and attitude items were based on Ajzen and Fishbein
(1980). New items for support mechanisms were developed based on Goel et al.
(2010) and Kasravi (2009). The question items (indicators) are listed in Appen-
dix C.
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RESULTS
QUALITATIVE RESULTS

The results of the analysis of the qualitative study are presented as follows:

MOTIVATIONS TO STUDY ABROAD

The extant literature identified some motivating factors for students who may
want to go on study abroad, such as personal development and career aspirations,
developing English language skills, having relevant industrial experience and
being ready for the job market (Payan et al., 2012, Relyea et al., 2008). Getting
away from the home campus and experiencing different cultural settings (Twom-
bly et al., 2012) are other reasons. The following are quotes from the interviewees
who are yet to go on study abroad:

English ... to be able to have courses in English ... A semester in Budapest
with English might help me towards a master in England or a master where
most courses will be in English.

I think what triggered it was that we wanted to get away for a little while. We
have heard a lot from people in the industry that it is positive to get out of the
area and see things from the outside as well.

We can get a greater academic benefit than what we would have gotten here
(Second year engineering students).

The following are quotes from the interviews from study participants who have
been on short-term study abroad:

Yeah, yeah that was my goal, I wanted to get new experience and I wanted to
go someplace that nobody has said something about so ...

Experience ... go someplace where I could travel a lot and still go to school.
For me it was the experience because I was stuck in this school for three years

and wanted to do something new ... that was my first motivation to get away
and experience something new (Third year business students).



11 SHORT-TERM STUDY ABROAD: MOTIVATIONS, EXPECTATIONS AND EXPERIENCES OF STUDENTS
OF AALESUND CAMPUS

Students from both groups demonstrate motivations for study abroad that are con-
sistent with the literature.

EXPECTATIONS

Students’ motives for studying abroad are often closely linked to their expectations
of the benefits/outcomes of doing so. Students have varied expectations regarding
events prior to, during, and even after embarking on study abroad. They also have
expectations regarding the outcome. These expectations influence decision-mak-
ing about whether to study abroad as well as the choice of destination. Potential
study abroad participants (yet to go) have some expectations concerning short-term
study abroad. For example, they have expectations in terms of information needs,
safety and convenience of the destination, the image of the host institution and its
programs and even expectations concerning funding and support from friends,
home and host institutions. In response to questions concerning awareness and
information sources about study abroad opportunities, the following are the
responses elicited from potential students who are yet to go on study abroad:

Yes ... I knew they had exchange possibilities here at the school, so I sought
out information about it. ... I also sought out those who have participated in an
exchange program before (Second year engineering student).

Yes, for me it’s basically the same. [ was aware that it was possible. A bunch
of us also visited the homepage of the University College and checked there,
and we also consulted Student service. We contacted them, and then we went
there and got more information. I also have acquaintances, who are in the third
year of their bachelor degree and who have been abroad, and they were helpful,
so I got information from them too.

... but I have talked to students who have been there, and they were very con-
tent with their stay (Second year engineering student).

In response to questions concerning awareness and information sources about
study abroad opportunities, the following are the responses elicited from students
who have been on study abroad:

In my case when I got a tip from the people who have been there already,
I started looking on the internet ...

181
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I had the internet yes, because you can find a study abroad where you can go.
It depends on your bachelor degree. Yes, mostly internet.

Hials [Hogskolen i Alesund] website then ... you can look where to go.

Yes, I went to the internet for Bangkok university to look at their webpage
and to see what courses I could take ...

Yeah of course friends ... those who already [have been there] talked about
it and suggested this is a good place to go (Third year business students).

Information on the websites of most schools, colleges and universities elicit
awareness of destinations. Information from peers, acquaintances and students
who have been on study abroad are some of the informal sources of information.
Previous study abroad participants are therefore credible sources of information
for potential study abroad participants. Information from previous participants
who have experienced cultural diversity and were ‘immersed’ in the local culture
of destination institutions, can be considered as highly credible and useful sources
of information for potential study abroad participants.

EXPERIENCES

Experience is about creating a memorable and unique event. Emotions and mem-
ories are related to experience, place attachment and intention as outcomes
(Loureiro, 2014). Emotions are mental states that arise from the evaluation of
events or from a consumer’s own thoughts (Jan and Namkung, 2009, Lee et al.,
2008). Thus, a study abroad experience may refer to events that elicit positive or
negative emotions, which in turn contribute to creating memories. An experience
in a study abroad destination (e.g. a place — host institution, local cultural context,
unit of accommodation) leads to enhanced memory. In fact, though study abroad
is about helping students academically, it is also an occasion to construct stories
and collect memories. Memories, as in remembering a particular event, can be
formed based on positive or negative experiences of services and goods at a study
abroad destination. Memories are likely to act as mechanisms linking the experi-
ence to outcomes such as recommendations to others, the intention to return or
even post-visit experiences with family and friends (Martin, 2010).

An understanding of the ways in which study abroad participants experience the
places and people they visit is key to the marketing of study abroad to students.
Their experience provides a focused analysis into motivations, and destination
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institutions provide the means through which participants avail themselves of the
opportunity to have these unmet needs fulfilled. Thus, study abroad destinations
that orchestrate memorable events for these students have the highest chance of
attracting future participants. The experiences of study abroad participants make
them credible sources of information for potential study abroad participants. The
following recall the experiences of previous study abroad participants:

I think everything was new ... I got a cultural shock.

They [local people] ate dinner ... all their meals like ... breakfast ... was spa-
ghetti. I was like where is the bread and milk so yeah I think everything was
new. I had to start with blank sheet ... to learn everything from scratch ...

We had to learn Thai the language and then we had ... to learn how to behave
. in different situations and yes ... learn how to say ‘hi’, ‘goodbye’ ...
because that is ... polite.’

1 was travelling to ten different islands ... I experience new cultures ... they
did different things at different islands.

... and I think that we have learned more English somehow.

So I think the study abroad is important to take a semester ... maybe just to
have something on your resumé.

... I wanted to experience something new so I was travelling to ten different
islands so I think my expectations went really good ... yeah, I got home and
was really happy (Third year business students).

Study abroad can therefore be described as a memorable event, which can best be
marketed as an experience-based offer. Study abroad participants seek authentic-
ity, genuineness and excitement.

EXPECTATIONS, MOTIVATIONS AND EXPERIENCES

Students’ motives for studying abroad are often closely linked to their expecta-
tions of the benefits/outcomes of doing so. In any context, expectations reflect an
individual’s anticipation of future events and conditions (Byrne et al., 2012).
Experience is about creating a memorable and unique event in the minds of con-
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sumers. Study abroad participants seek appealing, unique and memorable experi-
ences shaped by their motivations, expectations, individual perceptions and
behaviours. Students going on study abroad generally have high expectations and
events and conditions elicit expectations. For example, students have expectations
concerning information about study abroad.

The study abroad decision-making process begins with an information search.
Most Norwegian students expect the availability of information on study abroad
destination options. Despite the availability of formal information sources pro-
vided by home and host destination institutions, most students look to previous
participants who have been on study abroad. Study abroad participants also expect
that the study abroad institutions presented by their home institutions have aca-
demic credibility and are accredited. Formal agreements between home and host
institutions makes the information search phase of the study abroad decision-mak-
ing process a manageable task. The following are quotes from students about their
expectation of institutional accreditation and teaching at the host institutions.

First, that ... there is an agreement with AAUC [Aalesund University Col-
lege], so that the courses will be accredited here when we come back ... that is
the most important (Second year engineering student).

I thought of accreditation of the courses and financing and Erasmus and how
much it costs, and then it was the place that was further away in Europe ... then
we started investigating, and then we talked to the two students who had been
there (Second year business student).

Study abroad participants also have expectations of financial support by funding
agencies. Study abroad involves the incurring of expenses, and the cost of study-
ing abroad is one of the most important influencing factors in the study abroad
decision-making process (Goel et al., 2010). Lack of funding is a major limitation
in participation in study abroad. Hence, the financial support provided by Laneka-
ssen is crucial not only in enabling travel, but also on the choice of study destina-
tion as can be seen from previous participants’ comments:

Then it is also important that expenses are covered by scholarships or loans — how
much you have to spend yourself if you go out (Third year business student).

In England there was a big chance that we had to pay tuition fees ... which is
the main reason why we didn’t choose England ... (Third year engineering stu-
dent).
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Career related goals and objectives are common rationale for participating in
study abroad. Many students want to go overseas in order to improve their future
job prospects (Dessoff, 2006, Relyea et al., 2008). They are motivated by the pros-
pect of personal development in terms of language skills and career aspirations.
An undergraduate business student who had yet to go on study abroad said:

I think that if anyone looks at your papers [resume/cv] and sees that you have
done an exchange abroad, then they see that you take initiatives, that you actu-
ally dare going abroad, that you can adapt ... can do things in new ways. Then
the language acquisition — important with [increasing level of] globalization.
Everybody should consider that positively (Third year business student).

An analytical model was developed based on the literature review and the narra-
tives, as shown in figure 1 to highlight the findings from the qualitative inquiry.

«Yet to go» «Have been»

Yet to be fulfilled Expectations have
been fulfilled

Expectations Motivations Experiences
Information needs Culture/language Information needs

Safety and convenience Career /personal Safety and convenience
Destination and host development Destination and host
instituion image instituion image
Support mechanisms Support mechanisms
Tourism related

Figure 11.1: Expectations, motivations and experiences.

RESEARCH HYPOTHESES AND CONCEPTUAL MODEL FOR
THE QUANTITATIVE INQUIRY

FACTORS INFLUENCING ATTITUDE TOWARD STUDY ABROAD

Study abroad destination attributes attract students to a study abroad destination.
Students are likely to compare the attributes of destinations when deciding on
where to go; such attributes significantly influence the formation of the image of
the destination. Potential study abroad students may form images about host insti-
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tutions and the study programs offered, which may influence their attitudes and
intentions to study in those institutions. A favourable image is likely to be one
important factor in students’ decision to study abroad.

The predisposition to study abroad is influenced by social and cultural capital
with students who are interested in interacting with other people of different ethnic
and racial backgrounds and are interested in improving cross-cultural understand-
ing being more likely to go abroad (Twombly et al., 2012). Kasravi (2009) identi-
fied three main categories of factors that influence the decision to study abroad for
coloured students in a U.S context; these are personal, social and institutional.
Goel et al. (2010) identified family support as a subjective/normative belief that is
a precursor to the intention to study abroad. Institutional factors such as funding/
sponsorship organizations are key influencing factors documented in the litera-
ture. The level of support from these actors has an impact on the attitude towards
study abroad and the intent to study abroad. Hence, we hypothesize that:

H1: Host institution image positively influences attitude to study abroad.
H2: Awareness positively influences attitude to study abroad.

H3: Social and cultural image positively influences attitude to study abroad.
H4: Support mechanisms positively influence attitude to study abroad.

FACTORS INFLUENCING GROUP CONFORMITY

Lack of awareness about study abroad opportunities may be attributed to an ina-
bility to find appropriate information, as mentioned earlier. The internet consti-
tutes an important communication channel that leverages many traditional infor-
mation sources (Llodra-Riera et al., 2015). For example, many institutions and
study abroad providers transmit information about study abroad opportunities and
destinations using web platforms to publish content, including details about study
abroad destinations, information on health and safety, study abroad policies and
administration; travel registration and information for faculty, parents, families
and incoming exchange students among other information services. Information
from friends and family; students who have been on study abroad, official web-
sites of home and destination institutions differ in terms of their level of impor-
tance. These information sources do not only impact on the extent to which stu-
dents are aware of study abroad opportunities, but more so on whether they will
conform to the social pressure that is brought to bear with the decision to go or not
to go on study abroad. In accordance with the discussion above, this study pro-
poses the following hypotheses:
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HS5: Friends and acquaintances as information sources positively influence
group conformity.

H6: Home and host institutions as information sources positively influence
group conformity.

FACTORS INFLUENCING INTENTION TO STUDY ABROAD

Beliefs and attitudes are precursors to intentions, which in turn lead to behaviours.
Subjective/normative beliefs are an individual’s perceptions that behaviour is
influenced by the judgement of significant others. A person’s intention is not only
determined by his/her personal characteristics but more so by social influence.
The personal factor is the individual’s positive or negative evaluation of perform-
ing the behaviour. The subjective norm refers to the person’s perception of the
social pressures put on him to perform or not to perform the behaviour in question.
Thus, a person’s normative belief, whether important referent individuals approve
or disapprove of the behaviour, weighted by his/her motivation to comply with
those referents (Montano and Kasprzyk, 2008) is a key influencing factor. Accord-
ingly, subjective norm is related to a ‘social pressure’ to comply.

Potential study abroad participants’ awareness of opportunities may not only
induce positive attitudes towards study abroad as a concept, but may also induce
a positive disposition towards a behavioural intention to study abroad. Motivation
associated with the benefits of going abroad such as cultural assimilation, career
and personal development are strong impetuses to study abroad. Expectations of
experiencing local culture, learning a foreign language, gaining an international
experience and developing oneself for future career opportunities can be consid-
ered as the key ‘driving forces’ regardless of the duration of the sojourn abroad.
Thus, the social and cultural image of study abroad destinations can neither be
ignored nor underestimated. While support from funding organizations, family
and friends, study abroad coordinators from home and host institutions among
others, provide very strong impetus for the intent to study abroad.

The evaluation of the attributes associated with study abroad and the strength of
these associations are key in the decision-making process. Students as consumers
may have favourable or unfavourable attitudes toward study abroad, and this may
influence their decision to go abroad or not. Hence, students who have positive
attitudes towards study abroad will exhibit higher intentions to do so. Based on the
above arguments we propose the following:
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H7: Group conformity positively influences intention to study abroad.

HS8: Awareness positively influences intention to study abroad.

H9: Social and cultural image positively influences intention to study abroad.
H10: Support mechanisms positively influence intention to study abroad.
H11: Attitude positively influences intention to study abroad.

CONCEPTUAL MODEL

Based on these hypotheses, a model was developed for testing. The model con-
ceptualized the host institution image, awareness of study abroad opportunities,
the social and cultural image of a study abroad destination and support mecha-
nisms as key factors that influence attitude towards study abroad. Friends and
acquaintances as information sources, home and host institutions as information
sources are hypothesized to influence positively group conformity. Group con-
formity, attitude towards study abroad, awareness of study abroad destination, the
social and cultural image of a study abroad destination and support mechanisms
are modelled as key factors that influence the intention to study abroad. The con-
ceptual model is shown in Figure 2.

Host

institution
image

Home and Friends and
Awareness host instituions acqaintances
as information as information
sources sources

Social and
cultural
image

Group

Support conformity

mechanisms

H10(+)

Figure 11.2: Conceptual model.
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QUANTITATIVE RESULTS

Appendix E shows the mean, standard deviation and composite reliability of the
constructs/factors under study. All the composite reliability values are above 0.7.
All constructs have mean values greater than four (4) except intention and group
conformity, which have mean values of 3.26 and 3.76 respectively (see Appendix
E). To test the conceptual model (Figure 2), three multiple regression models are
estimated as shown in table 1, table 2 and table 3. The overall fitness of Model 1
is acceptable with F (7, 285) = 38.64, p<0.0001, R” = 0.49 (R?4; = 0.47). Model
2 is acceptable with F (6, 286) = 8.04, p<0.0001, R* = 0.14 (R?4; = 0.13), while
Model 3 is also acceptable with F (8, 284) = 17.04, p<0.0001, R* = 0.32 (R?,g; =
0.31). All three models give adequate description of the data set. The collinearity
diagnostics revealed acceptable tolerance measures and low VIF values for all of
the independent variables. VIF values above 10 and tolerance values less than 0.1
are concern for multicollinearity (Hair et al., 2014, Pallant, 2013). Residuals were
also inspected for heteroscedasticy. No particular pattern was found. Appendix D
presents the discriminant validity coefficients.

Discriminant validity indicates the extent to which a given construct is different
from other latent constructs. Fornell and Larcker (1981) suggest the use of Aver-
age Variance Extracted (AVE) where a score of 0.5 for the AVE indicates an
acceptable level. Appendix D shows that the average variance extracted by our
measures ranges from 0.53 to 0.87, all above the acceptable value of 0.5. Fornell
and Larcker’s (1981) criterion requires that the square root of each latent varia-
ble’s AVE be greater than the latent variable’s correlation with any other construct
in the model. A comparison of the square root of the AVE (diagonal values) with
the correlations among the constructs shows that each variable meets Fornell and
Larcker’s (1981) criterion in support of discriminant validity. Convergent and dis-
criminant validity was achieved by examining the construct/factor loadings and
cross loadings, which shows that all constructs were more strongly correlated with
their own measures than with any other construct suggesting good convergent and
discriminant validity.

Hypothesis H1 which states that host institution image positively influences
attitude is weakly supported (B = 0.07, p<0.10). H2 states that awareness posi-
tively influence attitude is also weakly supported (p = 0.06, p<0.10). However,
H3 which states that social and cultural image positively influence attitude is
strongly supported (B =0.52, p<0.001). Support mechanisms were hypothesized
to influence positively attitude; this hypothesis (H4) was supported (see Model
1, table 1).
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TABLE 11.1: MULTIPLE REGRESSION MODEL 1.
DEPENDENT VARIABLE: ATTITUDE (R2 =.49, N = 294)

Unstandardized T-value Collinearity
coefficient tolerance (VIF)

Constant 1.63 5.22% %%
Host institution image (H1) .07 1.60? .69 (1.44)
Awareness (H2) .06 1.68% .92 (1.09)
Social and cultural image of .52 12.67*** .81 (1.23)
destination (H3)
Support mechanisms (H4) .10 2.36* .71 (1.40)
Group conformity .01 35 .86 (1.17)
Friends and acquaintances as -.05 -1.07 .61 (1.63)
information sources
Home and host institutions as .06 1.06 .60 (1.66)

information sources

**% P<0,001 **P<0.01 *P<0.05 (two-tailed) ®p<0.10 (one-tailed)

In order to test hypotheses H5 and H6, the multiple regression model 2 was esti-
mated. Hypothesis HS states that friends and acquaintances as information sources
positively influence group conformity, while H6 states that home and host institu-
tions as information sources positively influence group conformity. Support was
found for H5 (B = 0.39, p<0.001) and H6 (B = —0.19, p<0.05). However, the
hypothesized positive association between home and host institutions as informa-
tion sources and group conformity was found to be negative. Table 2 shows the
multiple regression model 2 that was estimated.
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TABLE 11.2: MULTIPLE REGRESSION MODEL 2. DEPENDENT VARIABLE:
GROUP CONFORMITY (R? = .14, N = 294)
Unstandardized | T-value Collinearity
coefficient tolerance (VIF)
Constant 2.05 4.33%%*
Friends and acquaintances as .39 5.68*** .68 (1.46)
information sources (HS5)
Home and host institutions as -.19 -2.30* .61 (1.63)
information sources (H6)
Awareness -.02 -47 .92 (1.08)
Social and cultural image of destination .06 .87 .81 (1.23)
Host institution image .04 .55 .69 (1.45)
Support mechanisms .09 1.44* 72 (1.39)

**% P<0.001 **P<0.01 *P<0.05 (two-tailed) *p<0.10 (one-tailed)

Hypotheses H7, H8, H9, H10 and H11 were tested by estimating multiple regres-
sion model 3 (see table 3). Hypotheses H7 and H8 hypothesized a positive asso-
ciation between group conformity and intention to study abroad, and awareness
and intention to study abroad respectively. Both hypotheses are supported: H7
(B=0.27, p<0.001) and H8 (B = 0.15, p<0.05). Hypothesis H9 states that social
and cultural image positively influence intention to study abroad, while H10 states
that support mechanisms have a positive influence on intention to study abroad.
Support was found for H9 ( = 0.31, p<0.01) and H10 (§ =-0.21, p<0.05). How-
ever, the positive association between support mechanisms and intention that was
hypothesized is negative. Consistent with the literature on theory of planned
behaviour (Ajzen and Fishbein, 1980, Ajzen 1991, Ajzen, 2006), H11 states that
attitude positively influences intention and this is strongly supported (f = 0.64,
p<0.001). Table 3 shows the multiple regression model 3 that was estimated.
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TABLE 11.3: MULTIPLE REGRESSION MODEL 3. DEPENDENT VARIABLE:
INTENTION (R? = .32, N = 294)

Unstandardized | T-value Collinearity
coefficient tolerance (VIF)

Constant -3.49 —5.08%**
Group conformity (H7) 27 3.35%%* .86 (1.17)
Awareness (HS8) 15 2.16* .91 (1.09)
Social and cultural image of destination .31 2.85%* .52 (1.93)
(H9)
Support mechanisms (H10) =21 —2.33% .70 (1.42)
Attitude (H11) .64 5.13%** 51 (1.95)
Friends and acquaintances as informati- .04 46 .61 (1.63)
on sources
Home and host institutions as informa- .08 .66 .60 (1.67)
tion sources
Host institution image .00 47 .69 (1.45)

*#% P<0.001 **P<0.01 *P<0.05 (two-tailed)

DISCUSSION

The qualitative phase of this study, which involved individual face-to-face inter-
views with two groups of students (yet fo go and have been on study abroad), ena-
bled a deeper insight into students’ expectations, motivations and experiences
concerning study abroad. The follow-up survey helped in the modelling of the fac-
tors that influence attitude and intention to study abroad. Although the motives to
study abroad may vary from one student to another, motivations for personal
development such as learning a new language or developing proficiency in
another language, intercultural assimilation, or getting away from home to expe-
rience something new (socially and culturally) are common motives for students
to study abroad. Consistent with the extant literature, the predominant outcomes
of studying abroad appear to be culture related: intercultural proficiency, openness
to cultural diversity, intercultural communication apprehension, international
awareness, international activities and global-mindedness (Clarke et al., 2009,
Gullekson et al., 2011, Payan et al., 2012).
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The motives for studying abroad are closely linked to students’ expectations.
Expectations regarding events and conditions shape the decision-making process
students go through. They expect to have information when they seek it. They also
have expectations concerning funding, support from home and host institutions,
friends and family members. In seeking information, the internet is an important
medium, while friends, acquaintances, and previous participants as information
sources cannot be ignored. Students also have expectations concerning the image
of the study abroad destination. Thus, the cultural-social image and the host insti-
tution image are attributes that are key to the study abroad decision-making pro-
cess. Students also expect that formal collaboration exists between host and home
institutions so that the home institutions will recognize courses taken at some of
these institutions. The partial support for the effect of host institution image on
attitude lends credence to this assertion. Hence, the image of the host institution is
one important factor that influences attitude towards study abroad.

While some of these expectations are partially fulfilled prior to study abroad,
most are fulfilled during the period that students are abroad. The fulfilment of
expectations are linked with the experiences of going on study abroad. It can also
be argued that these are variously evaluated in terms of the extent to which they
have been fulfilled. Thus, the motivation for going on study abroad cannot be iso-
lated from students’ expectations and experiences. Motivation is the glue that
binds study abroad expectations and experiences. The memorable and unique
events experienced by previous participants is what potential participants expect
to experience/relive.

It is well documented that a large proportion of students in general view study
abroad in positive light (Relyea et al., 2008, Schnusenberg et al., 2012). From this
survey, the mean value of the construct attitude is 5.83 while intention has the low-
est mean of 3.26 (table 1). Study abroad is considered an enjoyable thing to do and
beneficial to personal development. Mean values for individual question items on
attitude are all above 5.0 with [ think going on study abroad is pleasant having the
highest value of 6.05 and the least [ think going on study abroad will improve my
career aspirations, with a mean value of 5.44 (see Appendix C). Thus, students’
attitudes towards study abroad as a concept or an idea is seen in a positive light
and this is consistent with the literature. However, the low mean value for inten-
tion could be because of the many deterrents and limiting factors that prevent most
students from participating in study abroad programs. Missing family and friends,
family and work commitments, language problems, safety and financial concerns
are some of the factors that deter students (Payan et al., 2012).
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The extant literature alluded to the fact that the predominant outcomes of study
abroad appear to be culture-related (e.g. Clarke et al., 2009, Gullekson et al.,
2011). This is consistent with the findings of this study where the social and cul-
tural image of a study abroad destination significantly influences attitude towards
study abroad. This image also significantly influences intention to study abroad.
Thus, a student’s favourable attitude towards study abroad is informed by the
social and cultural image of the study abroad destination. The prospect of socially
and culturally related experiences is one of the drivers of the intent to study
abroad.

The lack of awareness about study abroad opportunities may be attributed to an
inability to find appropriate information as well as issues with those from whom
students receive information or encouragement to study abroad (Twombly et al.,
2012). Friends and family were good sources, whereas faculty members were poor
(Hamir, 2011). This study finds partial support for the effect of awareness on atti-
tudes towards study abroad and strong support for the positive effect of awareness
on intention. Students cannot avail themselves of the opportunity to go on study
abroad if they are not aware of these opportunities. For example, the question item
1 know that I can go on an exchange program if I want to do so has the highest
mean value of 5.35 followed by I am aware of study abroad opportunities with a
value of 4.27 while I have information on study abroad is the least (mean 3.51).

The sources of information are grouped into two broad categories in this study:
friends and acquaintances (mean 4.69), and home and host institution (mean
4.99). Home and host institutions as sources of information on study abroad thus
have a higher mean value than friends and acquaintances as sources of informa-
tion. However, specific sources of information on study abroad (see question
items Appendix C) show that, recommendation from students who have been
abroad, has the highest item mean value of 5.41, followed by websites of destina-
tion institutions/university, with an item mean value of 5.30. Aalesund University
College (AUCC) website with a mean of 5.24, and AAUC International student
exchange coordinator with a mean of 5.20.

In terms of importance of information sources, students rank highest recom-
mendations from fellow students who have participated in study abroad programs.
This is not surprising and is highlighted in the face-to-face interviews; one inter-
viewee said: so I sought out information about it ... I also sought out those who
have participated in an exchange program before. It is worth stating that this study
does not seek to belittle the important role that information from formal sources
and channels on study abroad opportunities communicate to students. Information
from these formal sources such as institution websites and study abroad coordina-
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tors are important and useful sources of information which set out the parameters
on how and when in terms of the procedures and processes which have to be fol-
lowed in order to embark on study abroad. Information from these formal sources
is very useful in helping students plan the study abroad journey.

However, in terms of influencing the decision-making process, these formal
information sources seem not to be useful beyond a certain stage in the decision-
making process. This study finds significant positive association between friends
and acquaintances as information sources and group conformity; while the asso-
ciation between home and host institutions as information source and group con-
Sformity is negative and significant. Information from friends and acquaintances
plays a much stronger role in helping students to conform to the social pressure
that is brought to bear with the decision to study abroad.

This study finds a positive significant association between group conformity and
intention. In other words, friends and acquaintances as information sources posi-
tively influence group conformity, while group conformity in turn positively influ-
ences the intention to study abroad. The negative association between home and
host institutions as information sources and group conformity could be explained
by the fact that home and host institutions as information sources are useful up to
a point beyond which any more information provided from these sources has a
diminishing effect in terms of the social pressure these institutions exert on students
to conform. Hence, in terms of the social pressure to conform to study abroad inten-
tions, information from friends and acquaintances (specifically recommendations
from past study abroad participants, blogs from students who have been abroad
and friends and family members) is considered much more influential.

In the same way, this study finds a significant negative association between sup-
port mechanisms and intention. Support mechanisms such as financial/sponsor-
ships from funding organizations such as Ldnekassen (highest item mean value of
5.86 Appendix C), health authorities, embassies/consulates, study abroad coordi-
nators and lecturers are useful up to a point beyond which further input from these
supporting mechanisms do not increase intention to study abroad. Lecturers as
information sources or as a support mechanism in encouraging students to study
abroad fall short of expectations. This is consistent with the extant literature where
the role of faculty members is reported to be low (Hamir, 2011). Lecturers as
sources of information obtained a minimum item mean of 4.54 and lecturers as
support mechanism a mean of 4.01 in terms of their importance/usefulness. How-
ever, it is our view that lecturers have an important role in stimulating positive atti-
tudes towards study abroad and encouraging students to take advantage of study
abroad opportunities.
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This study also finds a significant association between attitude and intention,
consistent with the theory of planned behaviour (Ajzen and Fishbein, 1980, Ajzen,
1991, Ajzen, 2006). Thus, positive attitudes towards study abroad by students
should lead to an intention to study abroad.

CONCLUSION

The goal of this study was to explore students’ motivations, expectations and
experiences in embarking on short-term study abroad and to find out the key fac-
tors that influence students’ attitudes and intentions to study abroad. The chapter
consequently presents a conceptual model, which was developed from the data
source of 294 respondents from Aalesund University College. From the face-to-
face interviews, it is evident that most students go on study abroad because of the
beneficial outcomes.

Understanding the factors which influence attitude and intention to study
abroad can provide useful guidelines for higher education institutions in the for-
mulation of effective study abroad programs and on how best to promote and mar-
ket study abroad experiences to Norwegian students. For example, in terms of
marketing, study abroad can be positioned as an experience ‘product/service’,
while, depending on the outcomes or benefits that students sought from embark-
ing on these trips, potential participants can be effectively segmented and targeted.

Previous study abroad participants are very credible sources of information,
since they have experienced the social and cultural setting of study abroad desti-
nations. Thus, previous study abroad participants can be used as credible advo-
cates in study abroad promotional campaigns. This study has some limitations.
The use of a single institution makes it difficult to generalize the findings to all
college students. Attitudes are dynamic and thus change at any point in time.
Thus, further studies using longitudinal case study designs or surveys may be able
to capture some of the changing dynamics as they unfold.



11 SHORT-TERM STUDY ABROAD: MOTIVATIONS, EXPECTATIONS AND EXPERIENCES OF STUDENTS 197
OF AALESUND CAMPUS

LITERATURE

Ajzen, 1. (1991). «The theory of planned behavior» Organisational Behavior and Human
Decision Processes, 50, 179-211.

Ajzen, 1. (2006). Constructing a TPB questionnaire: conceptual and methodological considera-
tions, http://people.umass.edu/aizen/pdf/tpb.measurement.pdf, date accessed 22 April 2015.
Ajzen, I. and Fishbein, M. (1980). Understanding attitudes and predicting social behavior, Up-

per Saddle River, NJ: Prentice Hall.

Allen, H.-W. (2010). «What shapes short-term study abroad experience? A comparative case
study of students’ motives and goals» Journal of Studies in International Education, 11,452—
470.

Berglund, N. (2015). NTNU to rank as the largest university, http://www.newsinenglish.no/
2015/01/29/ntnu-to-rank-as-largest-university/, date accessed 10 May 2015.

Brown, L.M. (2002). «Going global» Black issues in Higher Education, 19(6), 28-31.

Brux, J.M. and Fry, B. (2010). «Multicultural students in study abroad: Their interests, their is-
sues, and their constraints» Journal of Studies in International Education, 14(5), 508-527.
Byrne, M., Flood, B., Hassall, T., Joyce, J., Montano, J.L.A., Gonzalez, J.M.G. and Tourna-
Germanou, E. (2012). «Motivations, expectations and preparedness for higher education:
A study of accounting students in Ireland, the UK, Spain and Greece» Accounting Forum, 36,

134-144.

Chun, R. (2005). «Corporate reputation: meaning and measurement» International Journal of
Management Reviews, 7(2), 91-109.

Chung, J.E. and Pysarchik, D.T. (2000). «A model of behavioural intention to buy domestic ver-
sus imported products in a Confucian culture» Marketing Intelligence & Planning, 18(5),
281-291.

Clarke III, I., Flaherty, T.B., Wright, N.D. and McMillen, R.M. (2009). «Student Intercultural
Proficiency from Study Abroad Programs» Journal of Marketing Education, 31(2), 173—181.

Deardorff, D.K. (2006). «Identification and assessment of intercultural competence as a student
outcome of internationalization» Journal of Studies in International Education, 10(3), 241—
266.

Dessoff, A. (2006). «Who’s not going abroad?» International Educator, 15(2), 20-27.

Dib, H. and Alnazer, M. (2013). «The impact of service quality on student satisfaction and be-
havioural consequences in higher education services» International Journal of Economy,
Management and Social Sciences, 2(1), 285-290.

Doyle, S., Gendall, P., Meyer, L., Hoek, J., Tait, C., McKenzie, L. and Loorparg, L. (2009). «An
investigation of factors associated with student participation in study abroad» Journal of Stud-
ies in International Education, 14(5), 471-489.

Eriksson, P. and Kovalainen A. (2008). Qualitative methods in business research. Sage Publi-
cations, London, UK.

Fishbein, M. (1963). «An investigation of the relationship between beliefs about an object and
the attitude toward the object» Human Relations, 16, 233-240.

Fornell, C. and Larcker, D.F. (1981). «Evaluating structural equation models with unobservable
variables and measurement error» Journal of Marketing Research, 18(1), 39-50.



198

ASE M@RKESET AND RICHARD GLAVEE-GEO | OFFENTLEG SEKTOR | ENDRING

Goel, L., de Jong, P. and Schnusenberg, O. (2010). «Toward a comprehensive framework of
study abroad intentions and behaviours» Journal of Teaching in International Business, 21,
248-265.

Gullekson, N., Tucker, M., Coombs, G. and Wright, S. (2011). «Examining intercultural growth
for business students in short-term study abroad programs: too good to be true?» Journal of
Teaching in International Business, 22, 91-106.

Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2014). Multivariate data analysis,
Pearson new international edition (7th edition), London: Prentice Hall International.

Hamir, H.B. (2011). Go abroad and graduate on time: Study abroad participation, degree com-
pletion, and time-to-degree (Doctoral dissertation). University of Nebraska, Lincoln, http://
world.utexas.edu/io/forms/abroad/barclay-dissertation.pdf, date accessed 27 April 2015.

Jang, J. and Namkung, Y. (2009). «Perceived quality, emotions and behavioural intentions:
Application of an extended Mehrabian-Russel model to restaurants» Journal of Business
Research, 62, 451-460.

Kasravi, J. (2009). Factors Influencing the Decision to Study Abroad for Students of Colour:
Moving Beyond the Barriers, (Doctoral dissertation) University of Minnesota, http://conserv-
ancy.umn.edu/bitstream/handle/11299/55058/kasravi umn_0130e 10602.pdf?sequence=1
date accessed 1 February 2015.

Kim, J.H. (2014). «The antecedents of memorable tourism experiences: The development of a
scale to measure the destination attributes associated with memorable experiences» Tourism
Management, 44, 43-45.

Lee, Y.-K., Lee, C.-K., Lee, S.-K. and Babin, B.J. (2008). «Festivalscapes and patrons’ emo-
tions, satisfaction and loyalty» Journal of Business Research, 61, 56—64.

Lincoln, Y.S. and Guba, E.G. (1985). Naturalistic Enquiry, Sage: Beverly Hills, CA.

Llodra-Riera, 1., Martinez-Ruiz, M.P., Jimenez-Zarco, A.l. and Izquierdo-Yusta, A. (2015).
«A multidimensional analysis of information sources construct and its relevance for destina-
tion image formationy» Tourism management, 48, 319-328.

Loureiro, S.M.C. (2014). «The role of the rural tourism experience economy in place attachment
and behavioural intentions» International Journal of Hospitality Management, 40, 1-9.

Lovelock, C. and Wirtz, J. (2007). Services Marketing: People, technology, strategy, Sixth Edi-
tion, Pearson, Prentice Hall.

Lucas, J.M. (2009). Where are all the males? A mixed method inquiry into male study abroad
participation (Doctoral dissertation). Michigan State University, East Lansing.

Martin, D. (2010). «Uncovering unconscious memories and myths of understanding interna-
tional tourism behavior» Journal of Business Research, 63(4), 372-383.

Montano, D.E. and Kasprzyk, D. (2008). «Theory of reasoned action, theory of planned behav-
ior and the integrated behavioural model», In K. Glanz, B.K. Rimer, and K. Viswanath (eds.)
Health behavior and health education: theory, research, and practice. John Wiley & Sons.

Morgan, D.L. (2014). Integrating qualitative and quantitative methods: a pragmatic approach,
Sage: Thousand Oaks.

Myklebust, J.P. (2012). Oslo objects to holidays masquerading as study abroad, University
World News, 21 October, Issue 244, http://www.universityworldnews.com/article, date ac-
cessed 20 May 2015.



11 SHORT-TERM STUDY ABROAD: MOTIVATIONS, EXPECTATIONS AND EXPERIENCES OF STUDENTS
OF AALESUND CAMPUS

Pallant, J. (2013). SPSS Survival manual: A step by step guide to data analysis using IBM SPSS.
McGraw-Hill.

Payan, J.M., Svensson, G. and Hegevold, N.M. (2012). «The Effect of Attributes of Study
Abroad and Risk Aversion on the Future Likelihood to Study Abroad: A study of U.S. and
Norwegian Undergraduate Marketing Students» Journal for Advancement of Marketing Edu-
cation, 20(3): 70-80.

Pyun, D.Y. and James, J.D. (2011). «Attitude towards advertising through sport: a theoretical
framework» Sports Management Review, 14, 33—41.

Relyea, C., Cocchiara, F.K. and Studdard, N.L. (2008). «The effect of perceived value in the
decision to participate in study abroad programs» Journal of Teaching in International Busi-
ness, 19(4), 346-361.

Rexeisen, R.J. and Al-Khatib, J. (2009). «Assurance of learning and study abroad: a case study»
Journal of Teaching in International Business, 20(3), 192-207.

Schnusenberg, O., de Jong, P. and Goel, L. (2012). «Predicting study abroad intentions based
on the theory of planned behavior» Decision Sciences Journal of Innovative Education, 10(3),
337-361.

Stallman, E., Woodruff, E., Kasravi, J. and Comp, D. (2010). «The diversification of the student
profile», In W. W. Hoffa and S.C. DePaul (eds.), 4 history of U.S. study abroad: 1965—present
(pp- 115-160). A special publication of Frontiers: The Interdisciplinary Journal of Study
Abroad. Lancaster, PA: Frontiers.

Statistics Norway. (2014). Students at Universities and Colleges, 1 October 2013. http://
www.ssb.no/en/utdanning/statistikker/utuvh/aar/2014-05-23, accessed 10 October 2014.

Stroud, A.H. (2010). «Who plans (not) to study abroad? An examination of U.S. student intent»
Journal of Studies in International Education, 20(10), 1-18.

Twombly, S.B., Salisbury, M.H., Tumanut, S.D. and Klute, P. (2012). Study abroad in new
global century: renewing the promise, refining the purpose ASHE Higher Education Report,
38 (4), John Wiley & Sons.

199



200

ASE M@RKESET AND RICHARD GLAVEE-GEO | OFFENTLEG SEKTOR | ENDRING

APPENDIX A

OUTGOING EXCHANGE STUDENTS ON SHORT-TERM STUDY ABROAD
Destination 2010 | 2011 | 2012 | 2013 | 2014 | Faculty’
FH Hannover Germany - - - - 1 AIR
Orebro university Sweden - 2 2 - 2 ABF
James Cook University Australia 2 4 4 - - AHF
Robert Gordon University United Kingdom | 2 1 2 2 1 AHF
VIA university college Denmark - - - 2 - AHF
Bangkok University Thailand 3 4 5 12 4 AIB
Newcastle University United Kingdom | 3 - - - - AIB
Ocean University of Qingdao China 2 - - 2 3 | AIB, AMO
Suffolk University USA 7 1 - 1 2 | AIB, AMO
UC San Diego USA 6 5 - 2 2 AIB
University of the Sunshine Coast | Australia 2 2 1 2 - AIB
Novancia Business School Paris | France - - - 1 2 AIB
Université catholique de Lyon, France 2 1 4 3 3 AIB
esdes
Portland State University USA - 1 - - - AIB
Business Academy Aarhus Denmark 3 - - - - AIB
FH des BFI Wien Austria - - - - 1 AIB
Hogeschool Rotterdam Netherlands 3 4 4 - - | AIB, AMO
Universidad de Cadiz Spain 1 - - - 1 AIB
Universidad Nova de Lisboa Portugal - - 4 - 3 AIB
City University of Hong Kong China - - - - 1 AMO
Hong Kong Polytechnic University | China - 1 3 3 - AMO
University of Tasmania Australia - - - - 1 AMO
Chalmers University of Technology | Sweden - 3 - - - AMO
Vysoka skola economie a manage- | Czech Republic - - 2 - - AIB
mentu
No. of study abroad students (a) 36 29 31 30 27
Yearly student population (b) 1484 | 1532 | 1645 | 1743 | 1789
Study abroad students as % (c) 2.4 1.9 1.9 1.7 1.5

! Engineering and Natural Sciences (AIR), Life Sciences (ABF), Health Sciences (AHF), International

Business (AIB), Maritime Technology and Operations (AMO).
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APPENDIX B

DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS (N=294)

OF AALESUND CAMPUS

Demographic Category Frequency | Percent

characteristic

Gender Men 122 41.5
Women 172 58.5

Age 18-20 85 28.9
21-23 132 44.9
24-26 34 11.6
27-29 18 6.1
30-32 9 3.1
33-35 6 2.0
>36 10 34

Faculty Engineering and natural sciences 86 293
Health Sciences 58 19.7
Life Sciences 32 10.9
Maritime Technology and Operations 4 1.4
International Business 114 38.8

Year of Study Bachelor year 1 212 72.1
Bachelor year 2 65 22.1
Bachelor year 3 17 5.8

Source: Survey
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APPENDIX C

CONSTRUCTS /FACTORS, INDICATORS, MEAN, STANDARD DEVIATION, LOADINGS
AND T-VALUES

Indicators/variables Mean | SD Loadings | T-value#

Attitude

I think it is a very good idea to go on study abroad (ATT1) 5.86 1.28 | 0.898 49.82%**

I think going on study abroad is beneficial (ATT2) 5.82 1.25 | 0.866 41.65%**
I think going on study abroad will help in my personal 5.98 1.26 | 0.870 46.78%**
development (ATT3)

I think going on study abroad will improve my career 5.44 1.48 | 0.805 32.68***
aspirations (ATT4)

I think going on study abroad is pleasant (ATT5) 6.05 1.19 |0.722 16.22%%*
Intention

I will consider going on study abroad (INT1) 3.95 2.22 10921 97.53%**
It is highly possible that I will go on study abroad (INT2) 341 2.12 | 0.960 108.57***
I will definitely go on a study abroad (INT3) 2.68 2.05 |0.919 72.52%%*

There is a high chance that I will go on study abroad (INT4) | 2.99 2.04 |0.936 62.83***

Awareness
I am aware of study abroad opportunities (AWA1) 4.27 1.74 | 0.889 36.35%**
I have information on study abroad (AWA2) 3.51 1.73 | 0.890 38.09%***
I know that I can go on an exchange program if I want to do | 5.35 1.65 | 0.706 11.93%**
so (AWA3)

Social-cultural image of destination

I want to experience the local culture (DES1) 6.06 1.27 | 0.768 17.58***
I look forward to special events and festivals (DES2) 5.46 1.54 |0.872 53.09%**
I want to get away from Aalesund and experience something | 5.45 1.61 | 0.855 41.52%**
different (DES3)

I attach more importance to the fun loving image of the place | 5.82 1.49 |0.824 28.02%%*
(DES4)

Host institution image

My perception of the image of the destination institution 4.90 1.41 | 0.867 30.38***
(MAGI)
Perception of the image of institution to friends and acquain- | 5.59 1.27 | 0911 59.56%**

tance (MAG2)
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OF AALESUND CAMPUS

CONSTRUCTS/FACTORS, INDICATORS, MEAN, STANDARD DEVIATION, LOADINGS

AND T-VALUES

Indicators/variables Mean | SD Loadings | T-value#
Group conformity

My decision to study abroad would be influenced by whether | 3.50 1.95 |0.650 6.76%**
doing so would make me fit in with my friends (CON1)

Some of my friends will be going on study abroad so I will 2.72 1.79 |0.830 18.58%**
also go on study abroad (CON2)

It is good to go as a group (CON3) 5.07 1.64 | 0.685 8.48%**
Support mechanisms

Lecturers (SUPI) 4.01 1.78 | 0.674 11.17%%%*
Study abroad coordinator(s) (SUP2) 4.57 1.64 | 0.835 30.98***
Health authorities (e.g. for vaccination) (SUP3) 4.89 1.73 ] 0.790 18.54%**
Embassies/consulates (e.g. visa applications) (SUP4) 4.82 1.67 |0.874 37.57*%*
Funding/sponsorship (e.g. Lanekassen) (SUPS) 5.86 1.44 |0.742 14.77%%*
Friends and acquaintances as information sources

Friends and family members (INF1) 4.28 1.59 10.734 14.03%**
Blogs of students who have been abroad (INF2) 4.38 1.75 | 0.805 17.79%**
Recommendation from students who have been abroad (INF3) | 5.41 1.49 | 0.809 19.66***
Home and host institutions as information sources

Aalesund University College (AAUC) Website (INF4) 5.24 1.41 | 0.556 2.62%*
AAUC International student exchange coordinator (INF5) 5.20 1.38 | 0.778 6.23%**
AAUC lecturer(s) (INF6) 4.54 1.49 |0.707 5.69%**
Website of destination institution/university (INF7) 5.30 1.41 |0.807 6.22%%*
Destination institution/university lecturer(s) (INF8) 4.69 1.47 |0.836 6.22%%*

# Based on 1000 bootstrapping samples
***Significant at p < 0.001 ** p<0.01 (two-tailed test)
AAUC is currently NTNU Aalesund campus
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APPENDIX D
DISCRIMINANT VALIDITY COEFFICIENTS

1 2 3 4 5 6 7 8 9
Attitude (1) 0.84
Intention (2) 0.49** | 0.93
Awareness (3) 0.18** | 0.20** | 0.83

Group conformity 0.12% | 0.24** | 0.02 0.73
(C)

Friends and acqu- 0.21** | 0.19** | 0.09 0.35%* 1 0.78
aintances as infor-
mation sources (5)

Home and host insti- | 0.25*%* | 0.15*% | 0.10 0.10 0.52%* | 0.74
tutions as informati-
on sources (6)

Social-cultural ima- | 0.67** | 0.45%* | 0.13* | 0.14* | 0.25*%* | 0.20** | 0.83
ge of destination (7)

Host institution 0.39%* | 0.25%* | 0.28** | 0.13* | 0.29%* | 0.38** | 0.41** | 0.89

image (8)

Support mecha- 0.30** | 0.09 0.07 0.19%* | 0.39%* | 0.47** | 0.24** | 0.33** | 0.79
nisms (9)

AVE 0.70 0.87 0.69 0.53 0.61 0.55 0.69 0.79 0.62

Bold numbers on the diagonals shows the square root of the AVE
Numbers below the diagonal represent construct correlations
Correlation significant ** p<0.01 (two-tailed test) * p<0.05 (two-tailed test)
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APPENDIX E
CONSTRUCTS/FACTORS, MEAN, STANDARD DEVIATION AND COMPOSITE RELIABILITY

Construct/Factor Mean SD Composite
reliability
Attitude 5.83 1.07 0.92
Intention 3.26 1.97 0.97
Awareness 437 1.42 0.87
Group conformity 3.76 1.300.77
Friends and acquaintances as information sources 4.69 1.26 0.83
Home and host institutions as information sources 4.99 1.07 0.86
Social and cultural image of destination 5.69 1.23 0.90
Host institution image 5.24 1.190.88

Support mechanisms 4.83 1.30 0.89




