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ABSTRACT
This article aims at investigate components that comprise training services quality and the impacts
of training service quality on student satisfaction andword-of-mouth in online English training. The
combined quantitative and qualitative research methods were applied. Data were surveyed from
502 students studying online English programs,mainly at Universities in HoChiMinh city. Analytical
methods such as cronbach's alpha, exploratory factor analysis (EFA), Confirmatory Factor Analysis
(CFA), and Structural Equation Modeling (SEM) were used to test the quality relationship of online
English training services to student satisfaction and student word of mouth. The SPSS and AMOS
programs are also used for data analysis. The findings show that the quality of service provided
by online English training has a direct influence on student satisfaction. The service quality of on-
line English teaching has an immediate and indirect influence on student word-of-mouth. Student
satisfaction has a direct influence on student word of mouth. Moreover, the research points out
that service quality of online English training consists of six components: (1) responsiveness; (2)
reliability; (3) empathy; (4) assurance; (5) privacy and (6) website design. Based on these findings,
some administrative implications for educational administrators are proposed in order to improve
the quality of training services toward learner satisfaction, so that they will have positive oral com-
munication from learners, which is the most effective and reliable channel for communication and
promotion.
Key words: Service quality of education, service quality of online English training, student
satisfaction, student word-of-mouth

INTRODUCTION
With the increased demand for learning English, peo-
ple’s lives are becoming increasing hectic, necessitat-
ing a more acceptable and convenient type of English
instruction. As a result, the form of online English
training was formed and continues to grow. This type
of online learning fits the criterion of saving time and
money while also allowing students to access knowl-
edge at any time and from any location.
English training institutions provide numerous
modes of learning ideal for students in order to
address the increasingly demanding demands of
individuals to learn English. At the same time, rivalry
amongst training institutions appears to interest
students. Training institutes are always launching
marketing campaigns to retain current students
and recruit new students. Website datareporta.com
shows that the number of Vietnamese internet users
is 68,7 millions at August 2020, and internet-linked
smartphones is 145,8 millions, equals to 150%
Vietnamese population, so that the development
of the online English training is crucial. Learning
English via online in general is a learning that is

done electronically by using electronic-based media,
computers and a network. Online learning is also
known as electronic learning, e-learning, online
learning, internet enabled learning, virtual learning,
or web-based learning. So does develop the concern
to online training service quality, the relationship
of online training service quality and students
satisfaction. When the students are satisfied to online
training service quality, positive word-of-mouth is
happened, then English training institutions needs to
know how use it.
In terms of marketing, word-of-mouth (WOM) is a
low-cost and high-efficient method 1. Once students
are happy with the service quality, they will spread
positive word-of-mouth about it. As a result, recog-
nizing the link between the quality of online train-
ing services and word-of-mouth is critical in assist-
ing training institutions in attracting more students
through proper growth strategies.
The purpose of this research is to (1) identify the com-
ponents that contribute to the quality of online En-
glish training services; (2) consider the potential im-
pact of online training service quality on student satis-
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faction and word-of-mouth; and (3) suggest implica-
tions to improve the quality of online English training
in order to enhance student satisfaction and promote
word-of-mouth.

THEORETICAL STRUCTURE AND
RESEARCHMODEL
Basic concepts

Word-of-mouth
Word-of-mouth (WOM) is defined as the oral, direct,
person-to-person communication, on the one hand,
between the recipient of information, on the other
hand, a non-commercial information provider related
to personal evaluation of goods, services and brands2.
Kirby & Marsden3 defined “word-of-mouth is
person-to-person communication, between recip-
ients and transmitters of information related to a
service, brand or other information in the market” or
“conversation between two or more people regarding
products and services independent of any business”.
The most important thing about word-of-mouth is
that it allows consumers to exert communicative in-
fluence and is the standard in evaluating service qual-
ity. Previous studies have shown that word-of-mouth
has a significant influence on customers regarding
purchasing decisionsÖzdemir et al.1, word-of-mouth
has an influence behavior rather than other sources
of control. When people talk to each other about a
product, service or information in the market, they
can also share their own experiences with the com-
munity and that influence the buying process of other
people. The customer experiences are understood as
unique and memorable and these messages are often
spread through word-of-mouth.

Student satisfaction
Student satisfaction can be understood in many dif-
ferent ways. Browne et al.4 showed that in univer-
sity, student satisfaction depends on the quality of the
course, teaching activities and other factors related to
the school activities. Teachers need to be sympathetic,
treat students gently and be ready to help when stu-
dents need or they simply listen to students wishes.
Grossman5 argues that students should be treated like
customers in the school and that schools should prior-
itize meeting the expectations and needs of students.
According to DeShield et al.6, most education centers
consider higher education to be a service industry, so
they pay more attention to meeting the expectations
and needs of customers and customers are also their
students.

Student satisfaction can be defined as the perception
of students regarding the university experience and
the educational value received while studying at a
training institution7. Student satisfaction according
to Chute et al.8 is an important psychological factor
contributing to students’ academic success. Satisfac-
tion is also a reliable predictor of students’ ability to
retain knowledge. It can be said that student satisfac-
tion can be expressed in many ways, the perception
of the quality of the online information system, the
quality of the teaching staff and the quality of train-
ing management services. The final chemistry survey
conducted on each student is the basis for providing
managers with valuable information on the level of
student satisfaction, thereby suggesting measures to
improve the quality of the students’ course or program
of study8.

Online training
Online training is a type of remote education in which
learning programs are delivered using computers and
the internet. According to Ding & Wang9, online
training is the process of leveraging information tech-
nology and networks to deliver educational and train-
ing services. Students may access e-learning materi-
als, receive remote professional help from the instruc-
tor, and take advantage of training services through-
out the learning process by using the media.
Ngai et al.10 discussed that an online education sys-
tem is ”a learning technology system that employs a
web browser as a major method of engaging with stu-
dents, as well as the Internet and an intranet as pri-
mary means of communication inside one’s own sys-
tem and with other systems.” These systems serve as
the principal platform for teaching and learning.”
According to modern point of view of Atkins11, on-
line training is the delivery of learning content using
modern electronic tools such as computers, satellite
networks, Internet, Intranet, in which learning con-
tent can be can be obtained fromwebsites, CDs, video
tapes, audio through a computer or television; Teach-
ers and students can communicate with each other via
the network in the form of: electronic mail (e-mail),
online discussion (chat), forum (forum), conference,
video, ...
Learning English online is the use of information
technology to teach English in order to achieve the
convenience and efficiencymentioned above, and on-
line English learning websites are websites that pro-
vide English language learning programs, teaching
English language students according to their available
level and goals.
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Service quality in training
According to Kotler12, inmarketing, service quality is
viewed as an intangible metric or advantage that one
party may deliver to another. According to Parasura-
man et al.13,14, service quality is defined as the differ-
ence between consumers’ expectations of the service
and their assessment of the results when utilizing the
service.
Five factors of training service quality were suggested
by Harvey & Green 15, Giao 16: Quality is excellent
(or excellence); perfection (full, faultless output); suit-
ability for purpose (matching student needs); appre-
ciation for money (worth the investment); transition
(moving from one state to another). Many quality as-
surance agencies in nations such as the United States,
the United Kingdom, and Southeast Asia employ the
phrase ”training service quality is conformance with
training objectives” as stated above.
Cheng & Tam17 argued that training service quality
includes the inputs, processes and outputs of the edu-
cation system to provide services that completely sat-
isfy internal and external customers in order to meet
the current and potential expectations of students.
According to Santos18, the quality of online services
is defined by consumers’ evaluations of the service de-
livery process in the online environment. Customers
may compare service quality amongst suppliers more
easily in the internet context than in the traditional
service quality assessment. Customers who use inter-
net services have greater service quality expectations
than those who use traditional services.
Two major factors are used to evaluate the quality of
online training services: service quality connected to
educational knowledge and service quality related to
electronic technologies19. Online training services
differ from traditional training services. For conven-
tional services, the process involves direct interaction
between service providers and clients via a variety of
human behaviors (attitudes, actions, smiles, glances,
etc.). There is no such thing as direct touch with on-
line service; everything is done through an electronic
system. Online services are widely utilized in a vari-
ety of industries, most notably commodities trading,
business, and banking, and it is now rapidly expand-
ing in the field of online education.

Researchmodel and hypothesis
Parasunaman et al.13 said that five gap theory of ser-
vice quality, service quality is determined by the dif-
ference between customer expectations and actual ex-
perience with service providers. Yang & Jun20 in-
troduced in their study the traditional service quality

assessment factors in the online service environment
and proposed a service measurement tool consisting
of 7 components (reliability, accessibility, ease of use,
privacy, security, reputation and responsiveness).
Udo et al.21, Samir & EL-Ansary 22 showed that the
quality of online training services is measured by the
following factors: Assurance, empathy, responsive-
ness, reliability and website content and these factors
have a positive impact on student satisfaction.
Previous research has also found that service quality
has a favorable influence on customer satisfaction and
word-of-mouth. According to Bitner & Zeithaml 23,
customer satisfaction is a broad notion that expresses
a person’s contentment with a service, whereas ser-
vice quality focuses on particular aspects of the ser-
vice. Cronin & Taylor24 proposed that service qual-
ity is the source of satisfaction, and that satisfaction is
determined by the difference between customers’ ex-
pectations of service quality before to purchase and
their perceptions after using products and services.
Aljumaa25 ardued that service quality has a beneficial
impact on word-of-mouth. According to Leonnard &
Thung26, in their research, it was said that consumers
using a service receive a service that matches their ex-
pectations, which creates word-of-mouth leading to
service reuse. Rita et al.27 also shows that the overall
quality of online services is clearly related to customer
behavior including word-of-mouth.
In addition, some studies also show that satisfaction
has a positive impact on word-of-mouth. Yoga &
Gde28 uses SERVQUAL tool to measure service qual-
ity. Research has also shown that service quality has
a positive impact on customer satisfaction and word-
of-mouth; Customer satisfaction has a positive ef-
fect on word-of-mouth and also shows the mediating
role of satisfaction in the relationship between service
quality and customer word-of-mouth.
Most studies have shown that the main factor leading
to students’ word-of-mouth is their satisfaction29–32.
For online English training, there will also be a pos-
itive relationship between student satisfaction and
their word-of-mouth.
With the above analysis, the hypotheses are proposed
and the research model is proposed as shown in Fig-
ure 1.
Hypothesis
Hypothesis H1: The quality of online English train-
ing services is a multi-directional concept that is pos-
itivelymeasured by 6 components including: Respon-
siveness, reliability, empathy, assurance, privacy and
website design.
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Hypothesis H2: Online training service quality has a
positive impact on student satisfaction in the online
English learning environment.
Hypothesis H3: Online training service quality has a
positive impact on studentsword-of-mouth in the on-
line English learning environment.
HypothesisH4: Student satisfaction has a positive im-
pact on their word-of-mouth in the online English
learning environment.

RESEARCHMETHODS
Based on the scale of previous studies such as Trung33

Giao29; Udo et al.21; Dewi & Suprapti 34; Uppal et
al.35; Rita et al.27; Yoga & Gde28; Jun & Cai36; Han
& Beak 37; Keong30 and adjusted after qualitative re-
search, the concepts in the research model are mea-
sured as follows: (1) Responsiveness (RES) - 4 ob-
served variables; (2) Reliability (REL) - 3 observed
variables; (3) Empathy (EMP) - 4 observed variables;
(4) assurance (ASS) - 4 observed variables; (5) pri-
vacy (PRI) - 4 observable variables; (6)Website design
(WEBD) - 4 observed variables; (7) satisfaction (SAT)
- 4 observed variables; (8) word-of-mouth (WOM) -
5 observed variables.
The survey subjects of this study are students who
have been and are studying online English programs,
mainly in Ho Chi Minh City. Ho Chi Minh City is
a good place for many colleges and universities, the
online English training environment here is the most
vibrant in the country, so the research here can be a
representative study for the situation of online train-
ing in Vietnam. The convenience sampling method
is used. The survey was conducted by sending on-
line questionnaires to students. Observed variables
are measured on a 5 Likert scale (from 1 - strongly
disagree to 5 - strongly agree). There were 661 ques-
tionnaires sent and 502 valid responseswere collected.
The reliability of the research concepts is checked by
Cronbach’s alpha coefficient, the scales value is tested
by exploratory factor analysis (EFA) and confirmatory
factor analysis (CFA).Then test the research hypothe-
ses by structural equation modeling (SEM).

RESEARCH RESULTS
Research sample
Convenient sampling method is used in this study.
The survey was conducted by sending online ques-
tionnaires to the students who have been and
are studying online English programs, concentrated
mainly in Ho Chi Minh City. There were 661 ques-
tionnaires sent and 502 valid responses were collected
to serve this study (Table 1).

Check the scale
The test of the scale on the principle that variables
with variable correlation coefficients - sum less than
0.3 will be rejected, the scale must have Croncbach’s
Alpha reliability of 0.6 or higher38. Table 2 shows all
the scales that can be used in EFA exploratory factor
analysis.

Exploratory factor analysis EFA

EFA results for online training service quality
scale
The results of the EFA exploratory factor analysis were
obtained as follows: KMO coefficient = .883 satisfy-
ing the condition in the range [0.5, 1.0], Barlett test
with Sig. = .000 < .05. At the 6th factor, the Eigen-
value = 1,104 > 1.0 helps to ensure that 6 factors are
extracted and the total variance extracted for 6 factors
reaches 57.886 > 50%. Six significant factors include:
Responsiveness formed from 4 observed variables, re-
liability formed from 3 observed variables, empathy
formed from 4 observed variables, assurance formed
from 4 observed variables, privacy formed from 4 ob-
served variables, website design formed from 4 ob-
served variables.

EFA results for satisfaction scale
The results of exploratory factor analysis EFA are ob-
tained as follows: KMO coefficient = .706 satisfying
the condition in the range [.5, 1.0], Barlett test has
Sig. = .000 < .05. Eigenvalue = 2.602 > 1.0 and the
total variance extracted of the factor reached 53.422
> 50%. A statistically significant factor is Satisfaction
formed by 4 observed variables.

EFA results for word-of-mouth scale
The results of exploratory factor analysis of EFA are
obtained as follows: KMO coefficient = .839, satisfy-
ing the condition in the range [.5, 1.0], Barlett test has
Sig. = .000 < .05. Eigenvalue = 3.115 > 1.0 and the
total variance extracted of the factor reached 53.186 >
50%. A statistically significant factor is the word-of-
mouth formed by 5 observed variables.

Confirmatory factor analysis (CFA) results.
As mentioned above, three concepts (training ser-
vice quality; satisfaction and word-of-mouth) are in-
cluded in the research model (Figure 2). The scales
of these concepts were initially refined by Cronbach’s
alpha and exploratory factor analysis (EFA) by data
collected during the research program (with n = 502).
These scales continue Confirmatory factor analysis
CFA.
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Figure 1: Suggested esearch model

Table 1: Sample Description

Frequency Percentage
(%)

Gender Male 223 44.4%

Female 279 55.6

Age Under 25 450 89.6

25-35 52 10.4

Year of study The first year 106 21.1

The second year 189 37.6

The third year 143 28.5

The fourth year 64 12.8

Major Technology/Technique 48 9.6

Educations 108 21.5

Social Studies 63 12.5

Economy 189 37.6

Other 94 18.7

Fees Payer You pay yourself 152 30.3

You pay part of it yourself (< 50%) 70 13.9

Family/others pay 280 55.8

Online learning hours/week Less than 5 hours/week 156 31.1

5-10 hours/week 276 55.0

11-20 hours/week 70 13.9
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Table 2: Result of Cronbach’s Alpha coefficient

No. Variable code Factor Correted Item
-Total Correla-
tion

Cronbach’s
Alpha if Item
deleted

Crobach’s Alpha

1 RES1 Responsiveness .695 .778 .835

2 RES2 .627 .809

3 RES3 .675 .786

4 RES4 .669 .791

5 REL1 Reliability .737 .801 .860

6 REL2 .746 .792

7 REL3 .721 .816

8 EMP1 Empathy .695 .763 .828

9 EMP2 .665 .778

10 EMP3 .654 .783

11 EMP4 .604 .805

12 ASS1 Assurance .578 .822 .832

13 ASS2 .650 .791

14 ASS3 .696 .771

15 ASS4 .718 .761

16 PRI1 Privacy .620 .758 .806

17 PRI2 .643 .747

18 PRI3 .627 .755

19 PRI4 .597 .769

20 WBD1 Website design .659 .766 .820

21 WBD2 .609 .789

22 WBD3 .662 .764

23 WBD4 .640 .775

24 SAT1 Satisfaction .629 .780 .821

25 SAT2 .662 .765

26 SAT3 .629 .781

27 SAT4 .651 .770

28 WOM1 Word-of-mouth .649 .816 .846

29 WOM2 .704 .802

30 WOM3 .704 .802

31 WOM4 .569 .838

32 WOM5 .652 .816
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Figure 2: CFA (normalized) results of the scales online English training service quality

The CFA testing process is carried out in two steps:
first testing the CFA with the components of the on-
line training service quality, then performing the CFA
test for the critical model of the research model.
The results of the CFA test for the concept of on-
line training service quality show that: CFA gives 212
degrees of freedom. The model has Chi-square =
559.571 (P = .000); Chi-square/df = 2.639 < 3; GFI
= 0.912; TLI = .931; CFI = .943; RMSEA = .057 <
.08. Therefore, confirming the scale model for on-
line training service quality responds well to surveyed
data.
Similarly, the results of CFA analysis for the critical
model of the research model give 452 degrees of free-
dom. The model has Chi – square = 1105.679 (P =
.000); Chi-square/df = 2.446 < 3; GFI = .875; TLI =
.914; CFI = .921; RMSEA = .054 < .08. Therefore, the
measurement model assertion responds well to sur-

veyed data (Figure 3).
The results of testing the discriminant value between
the variables in the online training service quality
scale model and the critical model show that all the
estimated correlation coefficients are associated with
the standard error (SE) for p < .05, so the correlation
coefficient of each pair of concepts is different from
1 at 95% confidence. Thus, the concepts gain distinc-
tive value. The results of the combined reliability as-
sessment and the total variance extracted based on the
normalized regression weights of the observed vari-
ables in the measurement model are summarized in
Table 3. This result shows that the combined reliabil-
ity of the measurement scales for the concepts in the
research model, varying from .801 to .861 and the to-
tal variance extracted of the scales varying from .508
to .672 are all greater than .5, this shows that the theo-
retical measurement model has the required reliabil-
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Figure 3: CFA (normalized) critical measurement model results

Table 3: Summary of measurementmodel testing results

Number
of
observed
variables

Reliability Total Variance
Explained

Suitability

Cronbach’s
alpha

Aggregate Reli-
ability

Responsiveness 4 .835 .816 .539 Suitable

Reliability 3 .860 .821 .672 Suitable

Empathy 4 .828 .860 .531 Suitable

assurance 4 .832 .818 .542 Suitable

Privacy 4 .806 .806 .510 Suitable

Website design 4 .820 .812 .535 Suitable

Online training ser-
vice quality

- - .861 .510 Suitable

Satisfaction 4 .821 .849 .532 Suitable

Word-of-mouth 5 .846 .801 .508 Suitable
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ity.
Through the above CFA analysis results, it can be con-
cluded that the measured concepts in the research
model meet the requirements of reliability, conver-
gence and discriminant.

The results of testing the theoretical model
by Structural EquationModeling (SEM)
Structural Equation Modeling (SEM) was used to test
the theoretical model. The model can be said to fit
the surveyed data with: Chi - square = 1105.679 (P =
.000); degrees of freedom df = 452; Chi-square/df =
2.446 < 3; GFI = .875; TLI = .914; CFI = .921; RMSEA
= .054 < .08 (Figure 4).
All the correlations hypothesized in the research
model are proved by SEM model test. The estimated
(unnormalized) results of the main parameters are
presented in Table 4. This result shows that these
cause-and-effect relationships are all statistically sig-
nificant because all have p-values < 0.05. Through
this result, it can be concluded that the measurement
scales of the concepts in the model reach the theoret-
ical relevance.
The relationships in Table 4 show that the quality
of online training services is assessed by 6 factors
(WEBD, RES, PRI, REL, ASS, EMP); Online training
service quality has a direct and positive impact on sat-
isfaction; online training service quality has a direct
and positive impact on word-of-mouth; satisfaction
has a direct and positive effect on word-of-mouth.
The above effects are consistent with the proposed re-
search hypothesis and are statistically significant be-
cause all have p < .05.
The estimated results of the regression coefficients in
Table 5 show that: The quality of online training ser-
vices ismeasured by 6 factorswith the order of impact:
EMP (β=.792) ; ASS (β=.774), PRI (β=.749), WEBD
(β=.659), RES (β=.651), finally REL (β=.643). On-
line training service quality has a positive and di-
rect impact on satisfaction (normalized coefficient is
.728), which confirms to us the role of training service
quality on customer satisfaction pupil. We also see
that training service quality has a positive and direct
impact on word-of-mouth (normalized coefficient is
.236). This confirms the view that, when the quality
of training services is good, it directly affects students’
word-of-mouth, word-of-mouth here is actively con-
veying goodmessages about the English training pro-
gram online. Besides, satisfaction also has a posi-
tive and direct impact on word-of-mouth (normal-
ized coefficient .328). This confirms the role of stu-
dents’ satisfaction to word-of-mouth in the relation-
ship between online English training service quality
and satisfaction and word-of-mouth.

The test results also show that, in addition to the direct
impact of online training service quality on word-of-
mouth, there is also an indirect relationship through
satisfaction (Table 6).
With the analysis results in Table 6, we find that the
quality of online English training services has an indi-
rect impact on word-of-mouth through the medium
of satisfaction (β=.239). With the above results, we
see that the quality of online English training ser-
vices plays a very important role in bringing satisfac-
tion as well as word-of-mouth of students. Because of
that, English training units that want to improve satis-
faction and promote word-of-mouth among students
need to take measures to further improve the quality
of online English training services. With the above
analysis results, we can see that the 4 initial hypothe-
ses are accepted

DISCUSSING RESEARCH RESULTS
The quality of training services is generally identi-
fied as an important factor measuring the perceptions
and expectations of students for each study program.
The results of data analysis in this study have demon-
strated that the quality of online English training ser-
vices is a multi-directional concept that is measured
by 6 components including: empathy (β=.792), as-
surance (β=.774), privacy (β=.749), website design
(β=.659), responsiveness (β=.651), and finally relia-
bility (β=.643).
This result supports the previous studies such
as21,27–30,33–38. Both of these studies applied the
E-SERVQUAL tool to assess the quality of online
learning services and proved that the quality of
online training services is measured by five factors:
assurance, empathy, responsiveness, reliability and
website content; Or as the study of Uppal et al.35,
with the e-learning service quality model made up
of 3 measuring variables: service quality includes
5 independent variables: responsiveness, empathy,
assurance, reliable and tangible; The information
quality variable is the learning content and the system
quality variable is the course website. These studies
have also shown that the quality of the website is the
factor that students care about the most. However,
in this research, the factor most appreciated by
students is empathy with the coefficient β=.792, this
is considered a new finding on students’ assessment
of the quality of online training services.
In this study, once again confirming the addition of
privacy factors (β=.749) into measuring the quality
of online training services is appropriate. A recent
study by Rita et al. (27) with 4 factors of overall e-
service quality included in the study: (1) Website de-
sign; (2) customer service; (3) security/privacy; (4)
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Figure 4: SEM results of theoretical (normalized) model

Table 4: Unnormalized regression coefficient of the theoretical model

Correlations Estimated S.E C.R. P Hypothesis Conclusion

SAT <— OTSQ .844 .097 8.715 *** H2 Accepted

WEBD <— OTSQ 1.000 H1 Accepted

RES <— OTSQ .801 .096 8.386 *** Accepted

PRI <— OTSQ 1.175 .121 9.688 *** Accepted

REL <— OTSQ 1.103 .117 9.401 *** Accepted

ASS <— OTSQ 1.480 .140 10.550 *** Accepted

EMP <— OTSQ 1.445 .135 10.676 *** Accepted

WOM <— OTSQ .372 .131 2.841 .005 H3 Accepted

WOM <— SAT .447 .114 3.915 *** H4 Accepted

3090



Science & Technology Development Journal – Economics - Law andManagement, 6(3):3081-3096

Table 5: Normalized Estimation Coefficients

Correlations Normalized regression coefficient

SAT <— OTSQ .728

WEBD <— OTSQ .659

RES <— OTSQ .651

PRI <— OTSQ .749

REL <— OTSQ .643

ASS <— OTSQ .774

EMP <— OTSQ .792

WOM <— OTSQ .236

WOM <— SAT .328

Table 6: Direct and indirect effects of concepts in the researchmodel

Mode of impact WOM SAT

OTSQ Direct .236 .728

Indirect .239 .000

Total .475 .728

SAT Direct .328

Indirect .000

Total .328

level of commitment. Research has proven that se-
curity is one of the factors that customers are very
concerned about when participating in online shop-
ping. In the study of Trung33, it has also been shown
that the quality of the information technology system
is one of the important factors in assessing the over-
all quality of training services, in which security is an
important factor on issues that students care about
and appreciate. In online training, students are also
considered as real customers and have the same char-
acteristics as customers in other internet-based busi-
nesses. Therefore, students are also affected by factors
in the online environment. In particular, security is an
issue that almost everyone is concerned about when
participating in the online environment when the risk
of leaking personal information and online payment
information is increasingly happening.
In this study, the author has also proved that the
quality of online training services has a positive and
strong impact on student satisfaction with the coeffi-
cient β=.728. That means, in order to have student
satisfaction with online learning, the quality of train-
ing services must be guaranteed and must meet the
needs of students. This result is also consistent with
the results of previous authors such as21,22,35.

Some previous studies on service quality in the tra-
ditional environment such as the study of Dewi &
Suprati34, Giao29, Yoga & Gde28, or service quality
assessment in the online environment by Rita et al.27

has prove that There is a positive influence between
satisfaction and word-of-mouth, not only that, sat-
isfaction also plays an intermediary role in the rela-
tionship between service quality and word-of-mouth.
Research results of the author once again confirmed
that there is a positive relationship between satisfac-
tion and word-of-mouth in the online learning en-
vironment with β=.328. Not only that, satisfaction
also plays amediating role in the relationship between
online training service quality and word-of-mouth
β=.239). It shows that when students are satisfied
with the quality of online English training services,
they will actively participate in the course and tend to
spread positive information to more people. The re-
sults of this study also support the results of previous
authors as mentioned above.

CONCLUSION AND IMPLICATIONS
Main results of the study
The research results show that the quality of online
English training services is a multi-directional con-
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cept composed of 6 components: reliability, respon-
siveness, assurance, empathy, privacy and website de-
sign. In which, the factor rated the most by students
is empathy (β=.792), the next most appreciated fac-
tor is assurance (β=.774) and security (β=.749), the
remaining factors are evaluated in order from high
to low, which is website design (β=.659), responsive-
ness (β=0.651), and finally the reliability (β=.643).
This study also shows that the quality of online En-
glish training services has a direct and strong relation-
ship with satisfaction (β=.728). Quality of online En-
glish training services has a direct impact on word-
of-mouth (β=.236) as well as indirectly to word-of-
mouth (β=.239) through the medium is satisfaction.
Satisfaction has a positive effect on word-of-mouth
with β=.328.

Contribution of research

Theoretically, the study adds theoretical values such as
establishing the variables that comprise the quality of
online English instruction services, in which the fac-
tor most appreciated by students is empathy, assur-
ance and privacy. The study also shown that the qual-
ity of online English training services has a favorable
impact on student satisfaction andword-of-mouth, as
well as the function of satisfaction inmediating the re-
lationship between service quality and students’ satis-
factionOnline English classes for word-of-mouth stu-
dents.
In terms of practical application, the study’s purpose
is to assist organizations and administrators in deter-
mining which aspects of online training service qual-
ity are most important to students. and how the qual-
ity of online training services influences student hap-
piness and word-of-mouth Because everything is lim-
ited, such as capacity, resources, financial resources,
etc., the findings of this study will allow administra-
tors to prioritize focusing on the factors that students
are most interested in, have the greatest influence on
students (empathy, assurance, confidentiality), and
have appropriate plans, marketing strategies, and so-
lutions to improve and enhance the quality of online
English training services, thereby satisfying and im-
proving students s needs. When students are happy,
they tend to spread word-of-mouth, allowing positive
information to reach more individuals.
From the standpoint of the readers: to assist readers
in gaining new perspectives on the philosophy of on-
line English training service quality, as well as student
happiness and word-of-mouth, therefore supporting
their learning, work, and study with greater quality.

Implications
Students are now seen as actual customers by educa-
tional institutions. The interaction between service
providers at foreign language instruction units and
student clients has caused this shift in perspective.
Providing a high-quality service will lead to success
for foreign language training firms, enhancing their
worth at a time when competition in the foreign lan-
guage training industry is strong. According to re-
search, students’ general satisfaction with the quality
of online English instruction programs is now fairly
good. The quality of online training services is a fac-
tor that influences student happiness. This demon-
strates that modern online English training programs
prioritize quality, target students, and create the most
suitable and optimal settings for students. As a result,
students who take online English classes are highly
valued and happy. According to research, students’
word-of-mouth in online English training is also quite
active. It is clear that when students are pleased
with the quality of online training services, they tend
to communicate positive and helpful information to
friends, family, and the student community.
The quality of online English training programs has
also been demonstrated to have a direct and indi-
rect impact on students’ word-of-mouth, according
to research. Given the wonderful effects of word-of-
mouth, one meaningful implication is given here: in-
stead of online English training schools/institutions
spending large sums of money on advertising and
marketing, they will get positive word-of-mouth from
students by improving the quality of training, towards
the satisfaction of students, and this is an effective and
reliable communication and promotion channel.
The research results have also proved that the quality
of online training services is assessed by 6 main fac-
tors which are reliability (REL), responsiveness (RES),
assurance (AS), empathy (EMP), privacy (PRI) and
website design (WEBD). The research results also
suggest very meaningful management implications,
specifically: According to the research results, the
first factor highly appreciated by students is empathy
(EMP). In the process of organizing customer service
training, it must come from the customers love of ser-
vice, so that the best service quality can be guaran-
teed. Teachers or service staff must be really sympa-
thetic and dedicated to students, always caring for stu-
dents throughout the learning process. Students who
find empathy throughout their learning journey will
be more motivated and determined to learn.
The second factor is assurance (ASS): In the process of
studying, students always expect the training service
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provider to bring a team of lecturers who ensure their
professional qualifications and teaching skills, and the
curriculum is guaranteed the knowledge that students
want. Because of that, English training organizations
need to have the best teachers as well as the best learn-
ing programs to bring the best learning experiences to
students.
The third factor is privacy (PRI), as we all know in
today online environment, security is a top concern
for customers participating in online services when
the risk of leak personal information as well as pay-
ment information into the hands of some bad actors.
Customer information leakage leads to disturbance
and other risks. Because of that, in order to bring
a peace of mind when experiencing online services,
training organizations need to take measures to en-
sure the safety of users. The fact that users feel pro-
tected when participating online gives them peace of
mind and increases their satisfaction.
The fourth factor is website design (WEBD), in an on-
line learning environment, teachers and students in-
teract with each other through the online informa-
tion technology system, here it is through the web-
site system of the training units. A website with an
eye-catching interface, easy to use, and full of infor-
mation will bring the best learning experience to stu-
dents, bringing high efficiency as well as motivation
in learning. Because of that, English training orga-
nizations should consider developing a user-friendly
website system that can meet the needs from basic to
advanced to provide the best learning experience for
students.
The third aspect is reactivity (RES); learning requires
maximal assistance from administrators, academic
support personnel, and practice for students, partic-
ularly those who have worked. Students anticipate
immediate and timely help from the academic sup-
port staff, accurate and timely notice of learning as-
signments for students, and an effective support sys-
tem throughout the learning process; achieving those
expectations will offer happiness as well as peace of
mind while studying.
The last factor is reliability (REL) must be ensured,
for foreign language training organizations, the brand
is the first thing that creates the trust of students.
However, with each learning program, it is also nec-
essary to promptly adjust and fix problems quickly
when there are problems, to avoid causing discom-
fort for students when participating in online learn-
ing. Theprogrammust commit to implementingwhat
has been set out and committed to students, taking
credit as the first. All of these contribute to student
satisfaction.

This study also demonstrates that service quality has a
direct linkwith satisfaction andhas an indirect anddi-
rect influence on student word-of-mouth. According
to research, when students are happy with the qual-
ity of online English training services, they are more
likely to actively engage in the course and commu-
nicate good information to others. Students who are
satisfied are willing to discuss and promote their ex-
periences to friends and family. Students that receive
effective training will have more positive comments
about the program and will participate constructively
to making it better and better. This will aid training
units in developing better future orientations for their
own units.

Limitations and directions for further re-
search
The data collection procedure with a representative
sample number is not high due to the restricted time
to carry out the study and the convenient sampling
technique, therefore slightly restricting the survey re-
sults. This study also exclusively includes students
who primarily reside and study in Ho Chi Minh
City, rather than surveying all online English students
across the country.
If there is enough time, samples will be surveyed on
a larger scale, such as the North, Central, and West-
ern regions, or the entire country, to achieve accurate
quantitative analysis results, bringing amore compre-
hensive and macro perspective to detect more new
factors in measuring the quality of online training
services affecting student satisfaction and word-of-
mouth.
This survey also only includes students enrolled inHo
ChiMinhCity colleges and universities who have par-
ticipated in online English learning. Thenext research
can concentrate on subjects participating in online
learning in the corporate setting, business units offer-
ing online training for vocational certifications, and
short-term certificates.

ABBREVIATIONS
AMOS: Analysis of Moment Structures
EFA: Exploratory Factor Analysis
KMO: Kaiser – Meyer - Olkin
CFA: Confirmatory Factor Analysis
SEM: Structural Equation Modeling
WOM: Word of Mouth
RES: Responsiveness
REL: Reliability
EMP: Empathy
ASS: Assurance
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TÓM TẮT
Bài viết này nhằmmục đích điều tra các thành phần của chất lượng dịch vụ đào tạo và tác động của
chất lượng dịch vụ đào tạo đến sự hài lòng và truyền miệng của sinh viên trong đào tạo tiếng Anh
trực tuyến. Phương pháp kết hợp nghiên cứu định lượng và định tính đã được sử dụng. Dữ liệu
được khảo sát từ 502 sinh viên đang học chương trình tiếng Anh trực tuyến, chủ yếu tại các trường
Đại học trên địa bàn TP. Hồ Chí Minh. Các phương pháp phân tích được sử dụng như Cronbach's
Alpha, phân tích nhân tố khám phá (EFA), phân tích nhân tố khẳng định (CFA) và mô hình cấu trúc
tuyến tính (SEM) trong việc kiểm định mối quan hệ giữa chất lượng dịch vụ đào tạo tiếng Anh trực
tuyến đến sự hài lòng và truyền miệng của sinh viên. Các phần mềm SPSS và AMOS được sử dụng
để phân tích dữ liệu. Các phát hiện cho thấy, chất lượng dịch vụ được cung cấp bởi đào tạo tiếng
Anh trực tuyến có ảnh hưởng trực tiếp đến sự hài lòng của sinh viên, chất lượng dịch vụ đào tạo
tiếng Anh trực tuyến có ảnh hưởng trực tiếp và gián tiếp đến truyền miệng của sinh viên. Sự hài
lòng của sinh viên có ảnh hưởng trực tiếp đến truyền miệng của sinh viên. Hơn nữa, nghiên cứu
cũng chứngminh rằng chất lượng dịch vụ đào tạo tiếng Anh trực tuyến bao gồm 6 nhân tố thành
phần: (1) khả năng đáp ứng; (2) độ tin cậy; (3) sự đồng cảm; (4) tính đảm bảo; (5) quyền riêng tư và
(6) thiết kế website. Dựa trên những kết quả này một số hàm ý quản trị được đề xuất cho các nhà
quản lý giáo dục để nâng cao chất lượng dịch vụ đào tạo hướng tới sự hài lòng của người học, từ
đó sẽ có được sự truyềnmiệng tích cực từ người học và đây chính là kênh truyên truyền, quảng bá
hữu hiệu và đáng tin cậy nhất.
Từ khoá: Chất lượng dịch vụ đào tạo, chất lượng dịch vụ đào tạo tiếng Anh trực tuyến, sự hài lòng
của sinh viên, truyền miệng của sinh viên
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