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STUDENTAS -
UNIVERSITETO KLIENTAS
AR AKADEMINES
BENDRUOMENES NARYS?

SANTRAUKA

Per pastaruosius keleta deSimtmeciy uni-
versitetai tapo paslaugy tiekéjais. Todél kyla
klausimas, koks $ioje situacijoje yra studento
vaidmuo. Straipsnyje siekiama iSryskinti stu-
dento vaidmens diskursg studijy procese. I§
pirmo zvilgsnio atrodo, kad studentas - tik
pasyvus paslaugy vartotojas, t. y. klientas.
Taciau $iuolaikinéje paslaugy vadybos litera-
taroje nurodoma, kad klientai (studentai) at-
lieka labai svarby vaidmenj kaip universiteto
paslaugy vertés karéjai. Todél mokslinés lite-
raturos diskursas atskleidZia, kad studentas
gali buti klientas arba akademinés bendruo-
menés narys. Straipsnyje norima atskleisti
studento vaidmens diskursg $iuolaikiniame
universitete ir i$ry$inti pagrindinius jo vaid-
mens kaitos aspektus. Tikslui pasiekti pasi-
telkta mokslinés literatiiros analizé. Pirmo-
joje straipsnio dalyje analizuojama studento
kaip kliento koncepcija, pabréziama dvilypé
jo vaidmens prigimtis. Antrojoje dalyje ana-
lizuojama studento kaip akademinés ben-
druomenés nario koncepcija, akcentuojama
jo jsitraukimo ir poziario i studijas svarba.
Treciojoje dalyje atskleidziami pagrindiniai
studento vaidmens kaitos aspektai.

IS STUDENT A UNIVERSITY
CLIENT OR A MEMBER

OF THE ACADEMIC
COMMUNITY?

ABSTRACT

In the last few decades universities became ser-
vice providers. In this case an open question is
raised: what is the student role then? This ar-
ticle aims to enlighten the discourse of the stu-
dent role. At first glance, a student is supposed
to be just a passive service consumer - a client.
Yet recent service management literature pro-
poses that clients (students) have a very im-
portant role in creating the value of university
service products. So the educational literature
discourse reveals that a student may be a cli-
ent or a member of the academic community.
This article aims to reveal the discourse of stu-
dent roles in the nowadays university and to
highlight main aspects of student role trans-
formation. To achieve this aim, scientific lit-
erature analysis has been performed. The first
part of the article focuses on the student-client
conception, revealing the dual nature of this
role. Meanwhile the second part of this article
analyses the role of student as a member of the
academic community, emphasising relations
between student approach to learning and his
(her) involvement in the community. In the
third part of this paper, main aspects of stu-
dent role transformation are revealed.

123



PAGRINDINIY TERMINY
APIBREZIMAI

o Paslaugy universitetas — tai universitetas,
kuriame itin ry$ki orientacija j rinkos po-
reikius, kur tenkinami ne tik studenty, bet ir
kity klienty (darbdaviy, valstybés, visuome-
neés) poreikiai.

o Universiteto paslauga - tai santykiai tarp
asmeny, kai vienas asmuo (teikéjas) siekia
patenkinti kito asmens (vartotojo) poreikius
(Pukelyteé, 2010).

o Akademiné bendruomené - tai studijy
procese dalyvaujantys asmenys, siekiantys
bendry tiksly ir dedantys pastangas jiems
pasiekti.

o Studentas — asmuo, studijuojantis auksto-
joje mokykloje pagal studijy programg arba
doktorantiiroje (Studijy terminy Zzodynas,
2011, http://skvc.It).

o Studijos - asmens, jgijusio ne mazesnj kaip
vidurinj i§simokslinimg studijavimas auksto-
joje mokykloje pagal tam tikrg studijy pro-
gramg arba rengiant disertacija (Studijy ter-
miny zodynas, 2011, http://skvc.lt).

[VADAS

Besikeicianti aukstojo mokslo aplinka (didé-
jantysorganizacijyirvisuomenésreikalavimai,
finansinis spaudimas, vidaus ir tarptautiné
konkurencija tarp aukstyjy mokykly) skatina
ieskoti naujy sisteminiy priemoniy aukstojo
mokslo organizacijose (Bleiklie, 2004; Ruze-
vicius, 2007). Tokiems pokyc¢iams jtaka daro
aukstojo mokslo masiskéjimas ir diversifika-
cija, sudétingéjanti materialiniy, finansiniy
ir intelektiniy i$tekliy situacija, vartotojiskas
pozitris j universitetus bei padidéjusi visuo-
meniné ir politiné paklausa studijy institucijy
atskaitomybei (Vettori, 2007). Si situacija ver-
¢ia universitetus vis placiau taikyti paslaugy
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DEFINITIONS OF KEY TERMS

o Service university — a university that focuses
on market needs and satisfies not only stu-
dents’ but also other clients’ (employers, state,
society) needs.

o University service — relations between per-
sons where one person (provider) aims to
satisfy the needs of other person (customer)
(Pukelyte, 2010).

o Academic community — participants of the
study process who have shared aims and strive
to achieve them.

o Student - a person who studies in a higher
education institution according to a study pro-
gramme or in doctoral studies (Glossary of
Study Terms, 2011, http://skvc.lt).

o Studies - studying of a person, who has
completed at least his secondary education, in
a higher education institution according to a
certain study programme or when preparing
a dissertation (Glossary of Study Terms, 2011,
http://skvc.lt).

INTRODUCTION

Constantly changing higher education envi-
ronment (higher requirements by organisa-
tions and society, financial pressure, internal
and international competition among higher
education institutions) encourages search for
new systematic measures within higher educa-
tion organisations (Bleiklie, 2004; Ruzevicius,
2007). Such changes are influenced by massifi-
cation and diversity of higher education, more
complicated situation of material, financial
and intellectual resources, consumer-oriented
approach to universities and increased so-
cietal and political demand for accountabil-
ity of study institutions (Vettori, 2007). Thus



vadybos bei marketingo metodus, skatina
pertvarkyti veiklg pagal paslaugas teikianciy
institucijy modelius, o studentus traktuoti
kaip klientus.

Vykstantys procesai rodo, kad aukstuyjy
mokykly veikla organizuojama pagal ,,paslau-
gy universiteto, ,,antreprenerinio universite-
to* principus. Aukstojo mokslo institucijos
kuria naujas paslaugas siekdamos pritraukti
daugiau asmeny studijuoti. Kaip ir Vakary
Europos salyse, Lietuvoje valstybés, akade-
minés bendruomenés ir placiosios visuome-
nés santykiuose $is modelis ima konkuruoti
su tradiciniais ,,kolegialaus® ir ,,biurokratinio®
valdymo modeliais. Dar XX a. 8 deSimtmety-
je mokslininkai pastebéjo, jog universitetas,
kaip visuomenés dalis, kuo toliau, tuo labiau
tampa ne tik ziniy karéju bei skleidéju, bet
ir paslaugy teikéju (Bridges, Jucevic¢iené, Ju-
cevicius, McLaughlin, Stankevicitté, 2007).
Sis reigkinys kilo dél to, kad tradicines uni-
versiteto funkcijas sunkiai sekési suderinti su
tomis, kurios jam buvo priskirtos XX a. Siuo
metu mokslas virto savotisku verslu, kurio
jau nejmanoma efektyviai jdiegti tradicinio
universiteto modelio rémuose. Anot R. Mi-
kalausko ir B. Svagzdienés (2008), orientacija
i visuomenés ir konkreciy Zmoniy (studenty
klienty) poreikius - viena i$ bendriausiy nau-
jojo universiteto koncepcijy.

Ekonominiu poziariu, aukstajojo moks-
lo reforma studijuojanciuosius traktuoja ne
kaip atsakingus uz rezultatus Zmones, ku-
riems reikia Ziniy ir atitinkamy mokéjimy, o
kaip vartotojus, klientus, kurie nori jgyti tam
tikrg i$simokslinimg (Mikalauskas, Svagz-
diené, 2008). Kaip pastebi R. Mikalauskas
ir B. Svagzdiené (2008), svarbiausia ioje
idéjoje — pripazinti, kad baigési nertpestin-
gas akademinés visuomenés egzistavimas,
ir universitetui norint toliau vystytis reikia
kazka daryti, tuo pat metu atsizvelgiant ir j
visuomenés uzsakymg. Pirmiausia — univer-
sitetas privalo persiorientuoti nuo ,proceso*
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universities are forced to apply service man-
agement and marketing methods more widely,
to rearrange their activity according to the
model of institutions that provide services and
to treat students as clients.

Current processes indicate that activity of
higher education institutions is organised fol-
lowing principles of “service university” and

“entrepreneurial university”. Higher education

institutions create new services in order to at-
tract more students. Similarly to Western Euro-
pean countries, in relations among Lithuanian
state, academic community and society this
model starts competing with traditional “col-
legial” and “bureaucratic” management mod-
els. Scientists in 1970s noted that university,
being a part of society, gains increasingly more
importance in not only creating and deliver-
ing knowledge but also in providing services
(Bridges, Juceviciené, Jucevicius, McLaughlin,
Stankeviciaté, 2007). This phenomenon was
developed because traditional university func-
tions hardly matched the ones that were ap-
pointed in the 20% century. Currently science
has become a type of business that cannot be
effectively implemented within the boundaries
of the traditional university model. According
to Mikalauskas and Svagzdiené (2008), orien-
tation towards the needs of society and indi-
vidual people (students as clients) is one of the
broadest conceptions of a new university.
From the economic perspective, the re-
form of higher education treats students not
as people who take responsibility for their
results and need knowledge and skills but as
customers or clients who want to get a certain
education (Mikalauskas, gvagidiené, 2008).
As Mikalauskas and Svagzdiené (2008) note,
the key aspect in this idea is to acknowledge
that an ordinary existence of academic society
is over and further development of universi-
ties requires taking action and following the
order of society. First of all, universities must
change their focus and become “outcome”
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i »rezultatg®; ir | tokj rezultata, kurio reikia
vartotojui.

Aukstojo mokslo tyrimy erdvéje aptinka-
mas ryskus studento vaidmens studijy proce-
se diskursas. Autoriai, analizuojantys univer-
sitetg kaip paslaugy teikéja studentui suteikia
(neretai pasyvy) paslaugos vartotojo, t. y. kli-
ento, vaidmenj (Cummings, 1999; Bridges et
al., 2007, Vengriené, 2006). Autoriai, akcen-
tuojantys universitetg kaip (visy pirma) aka-
demine bendruomene (Barnett, 1992, 1994;
McLaughin, 1997; Smith, Webster 1997; Gu-
daityté, 2000; Kraujutaityté, 2002), studentui
suteikia itin aktyvy ir lygiavertj akademinés
bendruomenés nario vaidmenj.

Neretai $ie vaidmenys suprieSinami tei-
giant, kad paslaugy universiteto koncepcijoje
studentas tik vartoja studijy paslaugg nejsi-
traukdamas j bendruomene, siekdamas as-
meniniy tiksly. Taciau pasigendama $ias dvi
koncepcijas jungiancio poziirio, kad studen-
to vaidmuo gali kisti pagal jo paties poziarj ir
lakes¢ius studijy procese. Studenty pozitris
j studijy procesa placiai analizuojamas dau-
gelio mokslininky skirtinguose kontekstuose
(Richardson, 2007; Bliuc et al., 2011; Ullah,
Richardson, Hafeez, 2011; Millican, Bourner,
2011). O studenty vaidmeny kaita analizuota
keliais aspektais. J. A. Regan (2012) savo tyri-
me analizuoja studenty pozitrj i studijas per
asmenine jy atsakomybe atliekant studento
vaidmenj. S. Cardoso, T. Carvalho, R. San-
tiago (2011) tyrinéjo studenty veikla nuo
aktyvaus veikéjo iki paslaugy vartotojo. Ta-
¢iau mokslingje literatiiroje nepavyko aptikti
tyrimy, atskleidzianciy sasajas tarp studenty
poziurio j studijas ir studenty vaidmens kai-
tos. Pasigendama ir aiskios koncepcijos, kaip
keic¢iasi studento vaidmuo studijy procese,
priklausomai nuo jo pozitrio i studijas. To-
dél tokios koncepcijos paieska sudaro aktua-
lig moksline problema. Butent tam skiriamas
$iame straipsnyje pateiktas teorinis tyrimas.
Sio tyrimo objektas — studenty vaidmens kai-
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rather than “process” oriented. They should
focus on results that customers require.

A clear discourse of a student role in the
study process is noted in the area of higher
education research. Those authors who anal-
yse university as a service provider treat a stu-
dent as (often passive) a service consumer, i.e.
client (Cummings, 1999; Bridges et al., 2007,
Vengriené, 2006). Those who see university as
(first of all) an academic community (Barnett,
1992, 1994; McLaughin, 1997; Smith, Webster
1997; Gudaityté, 2000; Kraujutaityté, 2002)
treat a student as an active and equal member
of this academic community.

Rather often these two roles are contrasted,
emphasising the fact that in the conception of
service university a student simply consumes
a service without getting involved in the com-
munity and trying to achieve his/her aims.
However, an approach that would link these
two conceptions is missing, i.e. student’s role
can change in accordance with his/her own
attitude and expectations in the study process.
Students’ attitude towards the study process
has been widely analysed in different contexts
(Richardson, 2007; Bliuc et al., 2011; Ullah,
Richardson, Hafeez, 2011; Millican, Bourner,
2011). Student role transformations have been
analysed through several aspects. Regan (2012)
analysed students’ approach to studies through
their personal responsibility when performing
the role of a student. Cardoso, Carvalho and
Santiago (2011) researched students™ activity
from active participant to service consumer.
However, no research could be found in sci-
entific literature that revealed relations among
students’ attitude to studies and student role
changes. A clear conception on how student’s
role in the study process changes depending
on his/her attitude to studies is also missing.
Thus search for such a conception is an impor-
tant scientific problem. This is the purpose of
a theoretical research presented in this article.
Research object - students’ role transformation
depending on his/her approach to studies.



ta studijy procese priklausomai nuo poziirio
j studijas.

Straipsnio tikslas - atskleisti studento
vaidmeny kaitg studijy procese. Straipsnyje
teoriskai pagrindziami mokslinéje literatiro-
je aptinkami studento, kaip universiteto pas-
laugy vartotojo, ir studento, kaip akademinés
bendruomenés nario, vaidmenys, akcentuo-
jama $iy vaidmeny kaita pagal studento po-
ziarj i studijas. Pirmojoje straipsnio dalyje
analizuojama studento kaip kliento koncep-
cija, pabréziamas dvilypis jo vaidmenj varto-
jant universitetiniy studijy paslaugas. Studen-
tas suvokiamas ne tik kaip pasyvus paslaugos
vartotojas, bet ir kaip paslaugos bendrakiiréjas.
Antrojoje dalyje analizuojama studento kaip
akademinés bendruomenés nario koncepci-
ja, akcentuojama jo jsitraukimo ir pozitrio
i studijas svarba. Pabréziamas studento kaip
studijy ir mokslo bendradarbio vaidmuo ku-
riant studijy vertés pajauta. Treciojoje dalyje
pateikiamas ir pagrindZiamas autoriy sukur-
tas studento vaidmens kaitos modelis, vaiz-
duojantis studento vaidmens kaitg per visa
studijy procesa. Modelyje akcentuojamas pa-
ties studento poziaris ir universiteto studijy
aplinkoje veikiantys veiksniai, darantys jtaka
studento vaidmens kaitai.

Straipsnis grindziamas $iomis metodolo-
ginémis nuostatomis:

o Paslaugy universiteto koncepcija (Clark,
Clark, 1998). Paslaugy universiteto idéjos
esmé - universitetas turi tapti verslus ir tei-
kiantis paslaugas. Paslaugos teikiamos atsi-
zvelgiant i visy klienty, t. y. visy auk$tuoju
mokslu suinteresuoty visuomenés nariy po-
reikius. Vadinasi, konkurencija ir rinkos san-
tykiai gali buti pripazjstami aukstojo mokslo
sistemoje.

o Kintantis kliento vaidmuo vercia orga-
nizacijas perzvelgti tradicinj, j organizacija
orientuoty, vertés kirimg bei koncentruotis j
vertés kurimg kartu su klientu (Prahalad, Ra-
maswamy, 2004).
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The aim of the article is to reveal student
role transformation in the study process. The
article theoretically validates student roles
presented in scientific literature, i.e. student
as a consumer of university services and stu-
dent as a member of an academic community,
and highlights role transformation following
student’s approach to studies. The first part
of the article focuses on the student-client
conception, revealing the dual nature of this
role. A student is treated as not only a passive
consumer of service but also as a co-creator of
service. The second part of this article analyses
the role of student as a member of academic
community, emphasising relations between
student approach to learning and his/her in-
volvement in the community. The role of a
student as scholar is emphasised in developing
the feeling of value of studies. The third part of
the article provides and validates the student
role transformation model, developed by the
authors, that reflects student role transforma-
tion throughout the study process. This model
emphasises students’ attitudes and factors
within the university environment that influ-
ence student’s role transformation.

The article is based on the following meth-

odological provisions:
o The conception of service university (Clark,
Clark, 1998). The key aspect behind the idea
of service university is the fact that university
should become entrepreneurial and provide
services. Services are provided taking into
consideration the needs of all clients, i.e. needs
of all society members interested in higher
education. Thus competition and market re-
lations can be acknowledged in the system of
higher education.

« Changing client’s role requires organisations
to review traditional, organisation-oriented
development of value and focus on creating
value together with a client (Prahalad, Ramas-
wamy, 2004).
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o Analizuojant mokslinéje literatiroje eg-
zistuojantj diskursa, susijusj su studento
vaidmeniu $iuolaikiniame universitete, nau-
doti mokslinés literatiros Saltiniy, aukstojo
mokslo veikla reglamentuojanciy dokumen-
ty, loginés ir lyginamosios analizés, apiben-
drinimo metodai.

1

STUDENTAS KAIP UNIVERSITETO
PASLAUGY KLIENTAS

Aukstojo mokslo srityje paslaugy koncep-
cija gali bati dviprasmi$kai suprantama ir
gincytina, nes aukstojo mokslo institucijos
skirtingai suvokia, koks paslaugy vaidmuo
universitete ir kaip jos turi baiti suteikiamos.
Universiteta kaip paslaugas teikiancig orga-
nizacijg pirmieji pradéjo traktuoti visuotinés
kokybés vadybos atstovai (Mostafa, 2006). Jie
teigé, kad universitetai, kaip ir kitos organi-
zacijos, teikia paslaugas, kuriy kokybe bei
marketingu privalu rapintis; o kad tai buty
galima padaryti, $vietimo organizacijose,
tarp jy ir universitetuose, reikia taikyti verslo
vadybos metodus. Kitas paslaugy universite-
to koncepcijos kuréjas — W. K. Cummingsas
(1999) teigia, jog universiteto paslauga gali
bati vertinama kaip finansiniai mainai Ziniy
perdavimo, kaupimo ir palaikymo su klien-
tais procese. E. Vitkiené (2004) paslauga api-
brézia dvejopai: kliento atzvilgiu - kaip veikla,
galincig suteikti vertybine naudg ar pasiten-
kinimg, marketingo atzvilgiu - kaip vartotojy
likesc¢iy patenkinima. Svietimo institucijoje
paslaugos teikiamos atsizvelgiant j visy kli-
enty, t. y. i visy aukstuoju mokslu suintere-
suoty visuomenés nariy, poreikius, paslauga
uzsakoma abipusiu susitarimu, atsizvelgiant
j skirtingus klienty interesus ir norus. Taigi
$iame kontekste paslauga bus apibréziama
kaip veikla, galinti suteikti nauda, patenkinti
poreikius ir lakesc¢ius, kaip tam tikri santy-
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The following methods were used in the
analysis of discourse related to student’s role in
contemporary university: scientific literature
resource analysis, analysis of documents that
regulate higher education activity, logical and
comparative analysis and generalisation.

1

STUDENT AS A CLIENT OF
UNIVERSITY SERVICES

The conception of services in higher education
might be ambiguous and controversial as dif-
terent higher education institutions differently
understand the role of services in university
and how they should be provided. Represen-
tatives of global quality management were
the first who started treating university as an
organisation that provides services (Mostafa,
2006). They claimed that similarly to other
organisations, universities provide services,
quality and marketing of which should be
taken into account. This can only be done if
education organisations, including universi-
ties, applied business management methods.
Yet another developer of the conception of
service university - Cummings (1999) - notes
that university service can be understood as fi-
nancial exchange in the process of knowledge
transfer, accumulation and support. Vitkiené
(2004) provides a twofold definition of service:
from the client’s perspective, a service is activity
that gives value-based benefits or satisfaction;
from marketing perspective, service is satisfy-
ing consumers’ expectations. Educational in-
stitutions provide services taking into account
all clients; i.e. all members of the society who
are interested in higher education, needs. A
service is provided under mutual agreement,
taking into account individual clients’ inter-
ests and wishes. Thus in this context a service
will be defined as an activity aimed at provid-
ing benefits, satisfying needs and expectations,



kiai tarp asmeny, kai vienas (teikéjas) siekia
patenkinti kito (vartotojo) poreikius.

Dar vienas pozymis, sudarantis prielai-
das traktuoti universitetines studijas kaip pa-
slauga, — Bolonijos (1999) procesas. Esminis
Bolonijos proceso bruozas - diegti studijy
rezultatus j aukstojo mokslo sistemg (Svar-
biausi Bolonijos proceso dokumentai, 2008) -
leidZia spresti daugybe Sios sistemos tobulini-
mo klausimuy, tarp jy - gerinti studijy kokybe
ir kvalifikacijy palyginima bei pripazinimg.
Studijy rezultaty diegimas grindziamas
objektyviais studento (kliento) poreikiais, t. y.
atsizvelgiant j tai, kokiy mokéjimy studentui
reikés jsitvirtinti darbo rinkoje. Tokia viso
Europos aukstojo mokslo orientacija i stu-
dentg kaip j klientg savaime kelia universite-
tams reikalavima persitvarkyti pagal paslau-
gas teikianciy organizacijy modelius. Todél,
anot R. Mikalausko ir B. Svagzdienés (2008),
universiteto veiklos rezultatas — parengtas
auksciausios kvalifikacijos specialistas — yra
ne tik paties universiteto, bet ir jo teikiamy
paslaugy, kokybés israiska.

Sutikus su universiteto kaip paslaugy
tiekéjo vaidmeniu, kyla nataralus klausi-
mas: koks tuomet studento vaidmuo. Pasak
B. Vengrienés (2006), paslaugas teikianciose
organizacijose visuomet yra paslaugos teikeé-
jas ir jos vartotojas (klientas). Tokiu atveju
studentas tampa universiteto paslaugos (tiks-
liau, viso paslaugy komplekso) vartotoju. Tra-
diciskai kliento samprata suponuoja prielaida,
kad studentas turéty tiesiog vartoti paslauga
nebudamas paslaugas teikiancios organiza-
cijos nariu. Mokslinéje literataroje (Groc-
cia, 1997; Bay, Daniel, 2001; Michel, Gallan,
Brown, 2007) vis dar placiai diskutuojama, ar
studentas i$ tiesy gali buti traktuojamas kaip
vienas i§ universiteto teikiamos studijy pa-
slaugos klienty, ir jei ne — ar universitetines
studijas galime laikyti paslauga. Atsakant j §j
diskusinj klausimg, visy pirma reikéty anali-
zuoti filosofine ,,kliento“ samprata, lyginant jg
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relations between persons where one person
(provider) aims to satisfy the needs of other
person (customer).

Yet another aspect that enables treating
university studies as service is the Bologna
process (1999). The key feature of the Bologna
process (the main documents of Bologna proc-
ess, 2008) is to introduce learning outcomes
into the system of higher education. This al-
lows solving a number of system improvement
issues, such as improving the quality of studies,
comparing and recognising qualifications. In-
troduction of learning outcomes is based on
objective student’s (clients) needs, i.e. taking
into account skills that a student will need in
the labour market. Orienting European higher
education towards a student as a client high-
lights the need for universities to be reformed
under the models of organisations that pro-
vide services. Thus according to Mikalauskas
and Svagzdiené (2008), the result of university
activity, i.e. a highest-qualification specialist,
reflects the quality of not only university itself
but also its services.

After accepting the role of a university
as service provider, a simple question arises:
what the role of a student is? According to
Vengriené (2006), organisations that provide
services always have a service provider and its
customer (client). Thus a student becomes a
consumer of university service (i.e. the whole
complex of services). Traditionally the concept
of client supposes that a student should simply
use the service without being a member of an
organisation that provides this service. It is
widely discussed in scientific literature (Gro-
ccia, 1997; Bay, Daniel, 2001; Michel, Gallan,
Brown, 2007) whether a student can really be
treated as a client of the service of studies and if
not, whether university studies can be treated
as a service. This question requires, first of all,
analysing a philosophical conception of “client”
and comparing it to the role of contemporary
student in the system of higher education.
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su $iuolaikinio studento vaidmeniu aukstojo
mokslo sistemoje.

Analizuojant studento kaip kliento
sampratg, nejmanoma apsieiti be sgvoky
»paslauga®, ,klientas, ,vartotojas®, , produk-
tas®, kurios, aukstojo mokslo kontekste, ne
visiems priimtinos. Kaip teigia J. Stanke-
vi¢iené (2004), ,vartotojo* negalime trak-
tuoti vienareik§miskai — §i savoka aprépia
ir pirkéja (tik perkantj prekes), ir vartotoja
(vartojantj produktus), ir klientg (paslaugos
pirkéja), ir naudotoja (jsigyjantj gamybinés
paskirties prekes). Vartotojo samprata turi
keletg anglisky atitikmeny, kuriy kiekvieno
reik§me vis kita: consumers (asmenys, ku-
rie tiesiogiai vartoja jsigyta produkta), cus-
tomers (vartotojai, tie asmenys, kurie daro
jtaka sprendimy priémimui), clients (jungia
anksciau aptartas grupes, ir taip pat jvairias
interesy grupes ar suinteresuotus individus),
buyers (pirkéjai).

Sio straipsnio autorés nesiima nustatyti
kliento, vartotojo, pirkéjo, naudotojo savoky
skirtumus. Remiamasi Lietuvos mokslinéje
literataroje (Zelvys, 2002) isreik$tu poziariu,
kad j studentg visy pirma turéty bati zitri-
ma kaip j klientg, kuris nori ir turi teis¢ gauti
aukstojo mokslo paslaugas. Pasak L. Bagdo-
nienés (2008), kokybiska paslauga vartotojas
laiko tokig paslauga, kurios savybés patenki-
na akivaizdzius poreikius ir lukescius. Pasak
R. Pukelytés (2010), universitetai turi tenkinti
ne tik studenty, bet ir kity savo klienty (darb-
daviy, valstybés, visuomenés) poreikius, t. y.
svarbu, kad ne tik studentai baty patenkinti
studijomis, bet ir tai, kad jy jgyti mokéjimai
atitikty darbdaviy poreikius bei valstybés stra-
teginius tikslus. Todél galime daryti prielaida,
kad studento, kaip universiteto paslaugy kli-
ento, pagrindiniai likesciai - baigus universi-
tetg tapti jdarbintinam ir atitikti visuomenés
keliamus reikalavimus. Taciau kas gali pa-
neigti, kad dél salyginai ilgos studijy trukmeés
bei nuolat kintancios darbo rinkos aplinkos
studentas kaip klientas paprasciausiai gali
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The analysis of the conception of student as
client always involves such concepts as “service’,

» <« » <«

“client”, “consumer”, “products” that are not ac-

ceptable to everyone in the context of higher
education. According to Stankeviciené (2004),

“consumers” cannot be perceived unanimously

as this concept involves a buyer (the one who
only buys goods), a consumer (the one who
consumes products), a client (the one who
buys service) and a user (the one who gets
productive goods). This concept has several
English equivalents, the meanings of which
differ: consumers (individuals who directly
consume a product), customers (individuals
who influence decision-making), clients (links
above discussed groups and various groups of
interests or interested individuals), and buyers
(those who purchase).

The authors of this article do not aim to
identify differences among client, consumer,
buyer, and user. Following the approach ex-
pressed in Lithuanian scientific literature
(Zelvys, 2002), a student should, first of all, be
treated as a client who wants and has a right
to get higher education services. According to
Bagdoniené (2008), a consumer understands
a high-quality service as a service that satis-
fies relevant needs and expectations. Pukelyté
(2010) notes that universities should meet
needs of not only students but also its other
clients (employers, state, society), i.e. it is im-
portant not only for students to be satisfied
with studies but also for their skills to meet
employers needs and national strategical aims.
Thus an assumption can be made that main ex-
pectations of a student as a client of university
services are to be employed after graduation
and to meet requirements set by the society.
However who could deny that due to relatively
long studies and constantly changing labour
market, a student as client can simply set his/
her priorities and needs incorrectly. This issue
was noted by Groccia (1997). He states that de-
fining a student as a consumer automatically
suggests that a consumer (student) is always



ne visai teisingai nustatyti savo prioritetus ir
poreikius? Sig problemg pastebéjo J. E. Groc-
cia (1997). Jo teigimu, studentg apibrézdami
kaip vartotojg, automatiskai priimame pozi-
cijg, kad vartotojas (studentas) visuomet yra
teisus. Todél, anot D. Bay, H. Daniel (2001),
studenty negalime laikyti aukstojo mokslo
teikiamy paslaugy klientais, nes jie daznai
painioja du dalykus: kokios paslaugos jiems
reikia ir kokios paslaugos jie noréty. N. Mi-
siiniené (1997, p. 41) teigia, kad ,,geri stu-
dijy rezultatai bus tik tada, kai studentai bus
iSugde poreikj zinoti, sugebéjima rasti Zinias
ir kritiskai jas vertinti, zinos metodus, badus,
kaip spresti vieng ar kita problema, galvos ir
sieks jgyti reikiamy gebéjimy. Tokiu atveju
universitetas turéty atlikti ne tik ,,uzsakytos®
paslaugos teikéjo, bet ir profesionalaus kon-
sultanto vaidmenj.

Mokslininkai teigia, kad tokios profesi-
onalios paslaugos, kaip $vietimo, yra orien-
tuotos j procesa, pasizymi santykinai ilgu
kontaktu (Clark et al., 2002), pritaikytos in-
dividualiems vartotojo poreikiams (Halinen,
Jaakola, 2006), yra patariamosios ir sutelk-
tos j problemos sprendimg (Cohel, 2006).
Didziausig verte teikiant aukstojo mokslo
paslaugas kuria kontaktinis personalas, ku-
rio priimami sprendimai nukreipti j klien-
ty poreikiy tenkinimg (Wemmerlov, 1992).
A. Halinenas ir E. Jaakola (2006) mano, kad
profesionalioms paslaugoms budingas auks-
tas sgveikos (jsitraukimo) tarp paslaugos tei-
kéjo ir kliento laipsnis, todél, anot J. Lapierre
(1997), jose svarbi santykiy (rysiy) dedamoji.
Taigi be auksto studento jsitraukimo laips-
nio universiteto paslaugy teikimas tiesiog
nejmanomas.

Kad Kklientas (studentas) tampa sudétine
paslaugos vertés kiirimo dalimi, akcentuoja ir
$iuolaikinés paslaugy vadybos teorijos. Moks-
lininkai (Prahalad, Ramaswamy, 2004) nuro-
do, jog kintantis kliento vaidmuo vercia or-
ganizacijas perzvelgti tradicinj, j organizacija
orientuota, vertés karimg bei koncentruotis
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right. Thus according to Bay and Daniel (2001),
students cannot be treated as clients of higher
education services as they often confuse two
things, i.e. what service they need and what
services they want. Misitiniené (1997, p. 41)
states that “good learning outcomes can only
be achieved if students develop the need to
know, ability to find knowledge and assess it
critically, know problem solving methods’,
think about and aim to acquire relevant skills.
In such a case a university should perform the
role of not only the provider of the “ordered”
service but also as a professional consultant.

Scientists claim that such professional
services as education are process-oriented,
have relatively long contact (Clark et al., 2002),
are adapted to individual consumer’s needs
(Halinen, Jaakola, 2006), are of advisory na-
ture and focus on solving problems (Cohel,
2006). The greatest value when providing
higher education services is created by con-
tact personnel whose decisions are oriented
towards satistying clients’ needs (Wemmerlov,
1992). Halinen and Jaakola (2006) believe that
professional services feature high level interac-
tion (involvement) between a service provider
and a client. Thus Lapierre (1997) emphasises
the importance of the component of relations
(links). So it is impossible to provide univer-
sity services if high-level student involvement
is missing.

Contemporary service management theo-
ries emphasise the fact that a client (student)
becomes a constituent part in creating addi-
tional service value. Scientists (Prahalad, Ra-
maswamy, 2004) indicate that a changing stu-
dent’s role forces organisations to review their
traditional, organisation-oriented creation of
value and to focus on creating value together
with a client. Boundaries between those mar-
ket participants who create and those who
consume become vague and the attitude that
consumer market is passive by nature and only
reacts to one-sided organisational marketing
signals is questioned (Palmer, 2002). Creating
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j vertés karimg kartu su klientu. Ribos tarp
rinkos dalyviy, kurie kuria, bei dalyviy, ku-
rie vartoja, tampa labai neapibréztos, kves-
tionuojama vyravusi nuostata, jog vartotojy
rinka i§ prigimties yra pasyvi, tik reaguoja j
vienpusius organizacijos marketingo signa-
lus (Palmer, 2002). ] vertés karima Zvelgiama
ne kaip j grandininj process, o kaip j siste-
ma, akcentuojama, kad kliento jtraukimas ir
jsitraukimas j procesg yra itin svarbus norint
kurti abipusiai naudingus santykius. Varto-
tojy pasirinkimas grindziamas vertés, kurig
pasirinkta paslauga gali suteikti, suvokimu.
Vertés suvokimas labai subjektyvus dalykas,
nes paslaugos verté lemia vartotojo pasiten-
kinima, todél labai svarbu i$siaiskinti, kg var-
totojai laiko verte ir kas ta verte nustato bei
kuria?

D. Ballantyne ir R. J. Varey (2008) nuo-
mone, klientai $iandien turi bati traktuojami
tam tikra prasme ir kaip gamintojai, ir kaip
vartotojai, kurie nustato tai, kas turi verte.
Pastaruoju metu marketingo literataroje do-
minuoja dvi vertés sampratos — verté varto-
tojui ir vartotojo verté organizacijai (Smith,
Colgate, 2007). Taciau, kaip teigia A. S. Khali-
fa (2004), butent verté vartotojui yra prielaida
visoms kitoms vertéms. Vartotojas diktuoja
verte , kuri sukuriama mainy procese. Pasak
M. Damkuvienés (2009), klientas ne tik daly-
vauja teikiant paslaugg kaip butinas paslaugy
proceso dalyvis, bet, pasinaudodamas jam
suteiktomis paslaugomis bei priemonémis,
pats kuria sau naudingas patirtis. Klienty
skatinimas kartu su organizacija kurti verte
tampa kylanc¢ia konkurencinio pranasumo
perspektyva. Kadangi kuriant isskirtine ver-
te neuztenka pritaikyti paslaugos individua-
liems poreikiams, verté kuriama per bendras
patirtis. Taigi kliento, kaip vertés bendraki-
réjo, svarba prilygsta ir paslaugas teikiancios
organizacijos svarbai (Payne, 2008).

Universiteto paslaugy kontekste galima
daryti prielaidg: studentas, kaip klientas, ir
universitetas yra vienodai svarbus paslaugos
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value is seen not as a chain process but as a sys-
tem. It is emphasised that client’s involvement/
non-involvement in the process is important
when developing mutually useful relations.
Consumers’ choice is based on the perception
of value that a chosen service can give. Under-
standing value is an extremely subjective phe-
nomenon as the value of service affects con-
sumer’s satisfaction and it is very important to
understand what consumers mean by value
and who determine and create this value.

Ballantyne and Varey (2008) note that
clients should nowadays to a certain extent
be treated both as producers and consumers
that identify what has value. Two conceptions
of value dominate in recent marketing litera-
ture, i.e. value to consumer and consumer’s
value to organisation (Smith, Colgate, 2007).
However, Khalifa (2004) claims that value
to consumer is a precondition for any other
value. Consumers define value that is cre-
ated in the exchange process. According to
Dambkuviené (2009), a client not only par-
ticipates in service provision as an essential
participant of the process of services but also
uses provided services and tools to create
useful experiences. Encouraging clients to
create value together with an organisation
is increasingly becoming an important per-
spective of competitive advantage. As creat-
ing exceptional value requires more than just
adapting service to individual needs, value is
created through joint experiences. Thus the
importance of a client as a value co-creator
is equal to the importance of an organisation
that provides services (Payne, 2008).

In the context of university studies an
assumption can be made that a student as
client and university are equally important
in the process of service provision. This as-
sumption is further supported by scientists
(Wright, O’'Neil, 2002; Michel, Gallan, Brown,
2007) who note that students are main inter-
nal consumers of services provided by higher
education institutions (employers and other



teikimo procese. Sig prielaida paremia ir
mokslininky (Wright, O’Neil, 2002; Michel,
Gallan, Brown, 2007) nuostata, kad studen-
tai — pagrindiniai aukstojo mokslo instituci-
ju teikiamy paslaugy vidiniai vartotojai (be
darbdaviy ir kity socialiniy dalininky, kaip
iSoriniy vartotojy). R. Tilvytienés (2011) tei-
gimu, aukstyjy mokykly studijos yra paslauga,
kurios pagrindinis vartotojas — studentas, da-
lyvaujantis teikiant studijy paslaugg. Taciau
nors studentas ir laikomas tiesioginiu studi-
jy paslaugos vartotoju, jais gali bati ir tévai,
aukstosios mokyklos darbuotojai, darbdaviai,
vie$oji valdzia. Todél kyla klausimas, kas i§
tikryjy yra ar gali bati studijy paslaugos var-
totojai? Pasak A. Pabedinskaités ir M. Friman
(2003), esminé studijy paslaugy ypatybé yra
ta, kad egzistuoja kelios vartotojy grupés, ku-
rios turi esamy ar potencialiy interesy: ne tik
studentai, bet ir jy tévai, darbdaviai, vyriausy-
binés organizacijos, absolventai, Ziniasklaida,
aukstosios mokyklos déstytojai, darbuotojai
irt. t.

M. Mukhopadhyay (2005) visus $vieti-
mo institucijy klientus skirsto j dvi grupes:
vidinius ir i$orinius (1 pav.). Vidiniais uni-
versiteto klientais jis laiko déstytojus, admi-
nistracijos personalg, techninius darbuotojus,
kurie kartu yra ir paslaugos teikéjai, o isori-
niais — darbdavius, valstybe, profesines sgjun-
gas, bendruomene, tam tikrais atvejais (kai uz
studijas moka tévai) — ir studenty tévus. Anot
M. Mukhopadhyay (2003), studentas, kaip
vienas i universiteto klienty, yra ir vidinis, ir
iSorinis klientas. R. Pukelyté (2010) teigia, jog
viena vertus, studentas aktyviai dalyvauja pa-
slaugos karimo ir teikimo procesuose (pavyz-
dziui, klausydamas paskaitos, jis ne tik gauna
paslauga, bet ir dalyvauja jg kuriant). Tai jj
daro vidiniu universiteto teikiamy paslaugy
klientu. ISoriniu klientu studentas yra todél,
kad dalis paslaugos kiirimo proceso jam yra
nematoma.
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stakeholders being treated as external con-
sumers). Tilvytiené (2011) notes that higher
education studies are a service, the main con-
sumer of which is a student who participates
in the provision of study service. However,
even though a student is treated as a direct
consumer of a study service, this role can
also be given to parents, personnel of a high-
er education institution, employers, or public
government. Thus a question could be raised
who really are or could be consumers of study
service. According to Pabedinskaité ir Friman
(2003), an essential feature of study services
is the existence of several consumer groups
that have present or potential interests, i.e.
not only students but also their parents, em-
ployers, state organisations, graduates, media,
higher education institution teachers, per-
sonnel etc.

Mukhopadhyay (2005) divides all clients
of educational institutions into two groups:
internal and external (Fig. 1). Internal uni-
versity clients are teachers, administration
personnel, technical workers who are also
service providers while external clients are
employers, state, trade unions, community,
and, sometimes (when parents pay study
fees) student parents. According to Mukho-
padhyay (2003), a student as one of university
clients is both an internal and external client.
Pukelyte (2010) claims that on one hand, a
student actively participates in the processed
of service creation and provision (for exam-
ple, when listening to a lecture, a student both
gets a service and helps to create it). Thus he
becomes an internal client of services pro-
vided by a university. A student is an external
client because a part of the process of service
creation is unknown to him.
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Paslaugos teikéjai /
Service providers

Vidiniai klientai /
Internal clients

ISoriniai klientai /
External clients

l

Déstytojai
Administracijos personalas
Techniniai darbuotojai /

Teachers
Administration personnel
Technical workers

Studentai /
Students

Déstytojai /
Teachers

l

Studentai
Abiturientai
Darbdaviai
Valstybé, visuomené
Studenty tévai /

Students
High-school graduates
Employers
State, Society
Student parents

Fig. 1. University service providers, internal and external clients (adapted from Pukelyté, 2010 according Mukhopadhyay, 2003)

Studentai pirmiausia yra $vietimo paslau-
gy ,vartotojai; jie tiesiogiai susije su procesu
ir nulemia paslaugos rezultatus. Jei nenoréty
iSmokti ir jei nebuty studijavimo tikslo, kurj
reikia pasiekti, studijavimo procesas buty tus-
Cias ir nesékmingas, nepaisant puikiy $vieti-
mo paslaugy (teikiamy $vietimo mokslo ins-
titucijos). Studentai pirmieji gauna naudos
i$ paslaugy, kurias teikia studijy institucija
(studijavimo pasiekimai). Badami vidiniais
klientais, jie dalyvauja kuriant studijavimo
procesg, daro jam tiesiogine jtaka ir lemia jo
rezultatus. Budami iSoriniais klientais tiesio-
giai arba netiesiogiai domisi proceso rezulta-
tais, dazniausiai aktyviai procese nedalyvauja,
bet gali jj paveikti netiesioginiais veiksmais.

Supratus kliento vaidmenj bendrame
vertés karimo procese bei klienty tarpusavio
sgveiky reik§me, akcentuojama ne tik kliento
pazinimo, bet ir mokymosi kartu su juo, i$ jo,
klienty mokymosi vieniems i$ kity svarba. Kli-
ento jsitraukimas j vertés karimg turi jtakos
ir vertés suvokimui, kadangi klientai suvokia
tg verte, kurig patys kuria. Pasak B. R. Barnes
(2006), tai priklauso ir nuo asmeniniy kliento
poreikiy, ankstesnés patirties gaunant panasia
paslauga, ziniy apie institucija bendraujant

First of all students are “consumers” of edu-
cation services. They are directly related to the
process and determine service results. If they
did not want to learn and had no learning aim
that has to be achieved, the process of learning
would be empty and unsuccessful, irrespec-
tive of perfect educational services (provided
by an education institution). Students are the
first to profit from services provided by an
education institution (learning achievements).
Being internal clients, they participate in the
development of learning process, directly in-
fluence it and determine its outcomes. Being
external clients, they are directly or indirectly
interested in the process results, usually do not
actively participate in the process but can af-
fect it through indirect actions.

Once the role of a client in the process of
value creation and the significance of clients’
interactions are understood, the importance
of knowing a client and learning together with
him/her or from him/her can be emphasised.
Client’s involvement in creating value affects
the perception of value as clients understand
that value that they create themselves. Accord-
ing to Barnes (2006) all this also depends on
individual client’s needs, previous experience



su asmenimis, kurie naudojosi jos teikiamo-
mis paslaugomis. Kaip teigia P. Jucevi¢iené ir
V. Mozurianiené (2009), vis dazniau konku-
rencinj pranasuma jgyja bitent tos organizaci-
jos, kurios geba panaudoti visg savo zinojimg —
tiek kolektyvines, tiek individualias isreikstas
(angl. explicit), neiSreikstas (angl. implicite)
ir slypincias (angl. tacit) zinias. E. Wengerio
(2001) teigimu, Zinojimas sékmingiausiai for-
muojasi tokioje organizacijoje, kuri sugeba
veikti kaip veiklos bendruomené, o, kaip teigia
I. Nonaka ir kolegos (2001), esminé veikla ku-
riant organizacijos zinias — nuolatinis keitima-
sis i8reik§tomis ir slypinc¢iomis ziniomis tarp
skirtingy organizacijos lygiy, siekiant jgyti
mokéjimy ir gebéjimy tam tikrose veiklose.
Akivaizdu, jog paslaugy sektoriuje, kur
klientai dalyvauja kurdami verte, svarbiu
momentu tampa saveikos, patirtys ir besifor-
muojantys rysiai su kitais klientais. Teigiama,
kad kliento suvokiama organizacijos siiloma
verté gali padidéti buitent per klienty tarpusa-
vio sgveikas (Gruen et al., 2007). Taigi j vertés
karimo procesg klientai jsitraukia ne tik per
sgveika su organizacija, bet ir per sgveikas su
kitais organizacijos klientais (Vargo, 2008).
Vis daugiau démesio kreipiama j veiklos re-
zultatus, asmening atsakomybe, naudojama
griztamajj rysj su studentais ir kitais akade-
minés bendruomenés nariais, kurie jtraukia-
mi j studijy procesg bei jo kiarimg, kokybiska
uztikrinimg (Mikalauskas, Svagzdiené, 2008).
Viena aiskiausiai i$reiksty kliento jsitraukimo
i vertés karimo formy mokslinéje literataro-
je minimas klienty bendruomeniy kairimasis
(Rowley et al., 2007). Verte kuriancios klienty
bendruomenés pasizymi pana$iais interesais,
suinteresuotumu veikti kartu, dalytis Zinio-
mis bei noru bendrai kurti naujas patirtis.
Apibendrinant Sioje straipsnio dalyje ana-
lizuota moksline literatiirg galima teigti, kad
studentas kaip klientas turéty bati traktuoja-
mas ne tik kaip pasyvus paslaugos gavéjas, bet
ir kaip paslaugos vertés kiréjas. Jtraukiamas
ir jsitraukdamas j procesg studentas ne tik
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when receiving similar services, knowledge
about an institution when communicat-
ing to individuals who used its services. As
Juceviciené and Mozarianiené (2009) note
competitive advantage is often found in those
organisations that are able to apply all their
knowing, i.e. both collective and individual
explicit, implicit and tacit knowledge. Wenger
(2001) states that the most successful knowing
is formed in an organisation that can act as a
community of activity. Nonaka et al. (2001)
believe that key activity in developing organi-
sation knowledge is constantly exchanging
explicit and tacit knowledge among different
organisational levels in order to acquire skills
and abilities in certain activities.

In the field of services where clients par-
ticipate in creating value, attention is drawn
to interactions, experiences and relations with
other clients. It has been stated that client’s
perception of value offered by an organisa-
tion might increase through client interac-
tions (Gruen et al., 2007). Thus clients get in-
volved in the process of value creation not only
through their interaction with an organisation
itself but also through interactions with its
other clients (Vargo, 2008). Attention is drawn
to activity outcomes, personal responsibility,
feedback from students and other members of
the academic community who are involved in
the study process and its development as well
as quality assurance (Mikalauskas, Svagidiené,
2008). One of the most accurate forms of cli-
ent involvement in creating value presented
in scientific literature is the establishment of
client communities (Rowley et al., 2007). Cli-
ent communities that create value have similar
interests, are interested in working together,
sharing knowledge and creating new experi-
ences together.

After generalising scientific literature ana-
lysed in this section it can be stated that a stu-
dent as client should be treated not only as a
passive receiver of service but also as a crea-
tor of service value. When being and getting
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dalyvauja teikiant paslaugos kaip butinas pas-
laugy proceso dalyvis, bet pasinaudodamas
suteiktomis paslaugomis bei priemonémis
kuria sau naudingas patirtis. ] bendrg kiirima
studentas jsitraukia savarankiskai, pats to no-
rédamas ir kartu su teikéju siekdamas koky-
bisko galutinio veiklos rezultato, tiksly jgyven-
dinimo. Ar toks studentas klientas netampa
vienu i$ akademinés bendruomenés nariy?

2

STUDENTAS KAIP UNIVERSITETO
AKADEMINES BENDRUOMENES
NARYS

Analizuojant studento kaip universiteto aka-
deminés bendruomenés nario vaidmenj, visy
pirma reikéty apsibrézti akademinés bendruo-
meneés sampratg. XXI a. labai pakito sampra-
tos ,universitetas®, ,akademiné aplinka“ ir
tai, kas laikoma akademinés bendruomeneés
nariu. I§ institucijos, kuriancios naujas Zinias,
akcentuojancios déstymo meng ir studento
asmenybés kiirima, universitetai tapo ekono-
minj pelng kurian¢iomis institucijomis. Anot
J. Millican, T. Bourner (2011), $ie pokyciai
daro jtaka bendruomeniy karimuisi, fakul-
tety vaidmens universitete kaitai, studijy tu-
riniui, akademinei laisvei. Tad ar tokioje besi-
kei¢iancioje aukstojo mokslo aplinkoje islieka
akademinés bendruomenés vaidmuo? Kokia
yra akademiné bendruomené ir kas jg sudaro?
Koks studento vaidmuo joje?

Bendruomenés sampratg apibrézti néra
paprasta, nes iki $iol nesutariama dél ben-
druomenés sampratos. Apibendrine jvairiy
uzsienio autoriy pateiktas bendruomenés
sampratas, I. Lelitigiené ir J. Sadauskas (2011)
pabrézia: bendruomené reiskia rysj, apimantj
bendrus jsitikinimus, tikéjima, vertybes ir pa-
jéguma kovoti su bendruomenés problemo-
mis, sujungus zmogiskuosius isteklius toms
problemoms spresti. Taigi pagrindinis ben-
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involved in the process a student not only is
an important participant of the process of
services but also creates useful experiences
through the use of provided services and tools.
A student gets involved in joint creation inde-
pendently, having a wish to do that and aiming
at high-quality end results and achieving aims.
Shouldnt such a student be treated as a mem-
ber of the academic community?

2

STUDENT AS A MEMBER
OF UNIVERSITY ACADEMIC
COMMUNITY

The analysis of a student as a member of the
academic community requires, first of all,
defining the concept of academic commu-
nity. The concepts of “university”, “academic
environment” and who should be defined as
a member of an academic community have
significantly changed in the 21 century. The
concept of universities as an institution that
creates new knowledge and emphasises the
art of teaching and development of student’s
personality was changed into university as an
institution that creates economic profit. Ac-
cording to Milican and Bourner (2011), these
changes affect the development of communi-
ties, transformation of the role of faculties,
curriculum and academic freedom. Is the role
of an academic community preserved in this
constantly changing environment of higher
education? How does an academic commu-
nity look? What does it consist of? What is the
role of student in it?

It is not easy to define the concept of com-
munity as it still has a number of disagree-
ments. After generalising foreign authors’
provided community conceptions, Lelitigiené
and Sadauskas (2011) note that a community
is defined as a relation that involves common
beliefs, values and ability to face community
problems and tackle them by joining human



druomenés bruozas — bendras darbas siekiant
bendry tiksly ir problemy sprendimo.

Vadinasi, auk$tojo mokslo misija - teik-
ti gavéjams konkurencinj pranasuma ne tik
dabar, bet ir ateityje. Tokiu atveju universi-
tetai gali bati suvokiami kaip bendruome-
nés, t. y. visy pirma Zmonés, kuriuos jungia
tam tikra bendra veikla, siekiant jgyvendinti
tam tikrg visuomenés jiems numatyta funk-
cija (Golubaviciate, Guzavi¢ius, 2009). R.
Barnettas (1990, p. 71) teigia, kad ,,aukstasis
mokslas yra viena i§ svarbiausiy institucijy
visuomenéje, kurig sudaro autonomiskai
»mokslg kurianti ir mokslg einanti“ akade-
miné bendruomené*

Akademiné bendruomené, pasak L. Krau-
jutaitytés (2002), yra nuo visuomenés nepri-
klausomas jos intelektinés kultairos bei kriti-
kos centras, formuojantis auksto lygio Ziniy,
objektyvios tiesos, dialogo, racionalumo,
kritisko reflektavimo, asmenybés tobuléji-
mo ir kitas vertybes, atspindincias priorite-
tines kultGros normas, kurias pripazjstanti
bendruomené siekia jteisinti ir visuomené-
je. R. Lando (2004) nuomone, akademinei
bendruomenei reik§mingiausias kolegialus
modelis, i$reiSkiantis pagrindine akademinés
bendruomenés vertybe — pagarba intelekti-
nei nepriklausomybei ir stipriam kolegisku-
mo jausmui. Autorius teigia, jog akademiné
bendruomené veikdama kartu susitelkia
bendram tikslui, $ios bendruomenés verty-
biy, jsitikinimy visuma jpareigoja narius buti
tiek intelektualiai, tiek socialiai atsakingus
visuomenei. Pasak R. Barnetto (1994), aka-
deminé bendruomené generuoja vis daugiau
informacijos, formuoja, tobulina, i$saugo ir
legalizuoja visuomenés pazintines struktiras.
Anot L. Kraujutaitytés (2002), akademine
bendruomene i$ kity i$skiria asmenybés in-
dividualius poreikius atitinkancios ugdymo
ir saviugdos priemonés, kryptingos mokymo,
lavinimo, prusinimo, aukléjimo pastangos.
Taigi $iame kontekste akademine bendruo-
mene laikomi studijy procese dalyvaujantys
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resources. Thus the key feature of community
is working together to achieve common aims
and solve problems.

The mission of higher education is to pro-
vide its receivers with competitive advantage
not only now but also in future. Universities
can therefore be perceived as communities, i.e.
first of all, people joined by common activ-
ity when trying to implement a certain func-
tion set by society (Golubaviciaté, Guzavicius,
2009). Barnett (1990, p. 71) claims that “higher
education is one of key institutions in the so-
ciety that consists of an autonomous academic
community “that creates science and follows
science”

According to Kraujutaityté (2002), an aca-
demic community is a centre of intellectual
culture and criticism that acts independently
from society and that develops high-level
knowledge, objective truth, dialogue, rational-
ism, critical reflection, personal development
and other values that reflect cultural priorities
that the community wants to settle in the soci-
ety. Land (2004) believes that a collegial model
is the most significant for an academic com-
munity as it expresses the key value of an aca-
demic community, i.e. respecting intellectual
independence and strong collegiate feeling.
The author notes that when acting together
an academic community focuses on its com-
mon aim. The totality of values and beliefs of
this community oblige its members to be both
intellectually and socially responsible. Accord-
ing to Barnett (1994), an academic community
generates increasingly more information, de-
velops, improves, preserves and legalises cog-
nitive societal structures. Kraujutaityté (2002)
notes that academic community is distin-
guished from others for its education and self-
education tools that satisfy individual needs
and for its purposeful teaching, educating,
and training efforts. Thus in this context, an
academic community consists of individuals
who participate in the process of studies and
have common aims and try to achieve them.

137



asmenys, siekiantys bendry tiksly ir dedantys
pastangas jiems pasiekti. Taciau bet kokios
pastangos beprasmés, jei studentas pats nej-
sitraukia j studijy veiklas.

Pastaruosius kelis desimtmecius moksli-
néje literataroje diskutuojama apie studenty
jsitraukimg ir dalyvavima akademinés ben-
druomenés veikloje, nes nuo to priklauso,
kokj vaidmenj studentas atlieka studijy vei-
kloje. R. Barnetto (1994) teigimu, aukstojo
mokslo procesas reikalauja i§ studento jsi-
traukimo. Tai labai aktualu santykiams ne
tik su deéstytojais, bet ir su kurso draugais,
nes mokymosi procesas labiau turéty bati
atliekamas per studenty sgveika studijy metu.
Asmens jsitraukimas ir dalyvavimas studijy
procese, pasak J. Cornwalio ir B. Perlmano
(1990), leidzia atrasti save, savo potencines
galias ir jas efektyviai panaudoti veikloje.
Taip plétojamas didesnis pasitikéjimas savimi
ir stipresnis atsakomybés uz atliekamos vei-
klos rezultatus jausmas.

Nuo vyraujancio pozitrio j studijavima
priklauso, kaip studentas suvokia akademine
aplinkg ir ar laiko save akademinés bendruo-
menés nariu. Vakary Salyse atlikti tyrimai
(Richardson, 2007; Bliuc et al., 2011; Ullah,
Richardson, Hafeez, 2011) atskleidé skirtinga
aukstojo mokslo studenty pozitrj j studijavi-
ma universitete.

Tarp universiteto studenty egzistuoja
trys dominuojancios nuostatos j studijas: gi-
luminis pozitiris, pavirSutinis poziaris ir stra-
teginis poziaris. Anot R. Ullaho, J. T. E. Ri-
chardson ir M. Hafeezo (2011), skirtingose
situacijose studentai gali laikytis skirtingy
pozitriy; juos galima tiesiogiai tapatinti su
P. Ramsdeno (1996) pateiktais pozitriais j
mokymasi. P. Ramsdeno (1996) nuomone,
giluminis poziaris charakterizuojamas taip:
studijuodami, analizuodami pateikta medzia-
ga studentai stengiasi jg suprasti, suvokti, o
ne jsiminti atskiras jos detales. Studentai jau-
¢ia poreikij zinoti, suzinoti kazka naujo apie
tai, kas jau Zinoma ir pagrindinis jy tikslas
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However, their efforts would be meaningless if
students did not get involved in the activities
of studies.

During several last decades, scientific lit-
erature has provided discussions on student
involvement and participation in the activities
of an academic community as this is what de-
fines the role of a student. Barnett (1994) notes
that the process of higher education requires
student involvement. This involvement is very
important for not only relations with teachers
but also with peer students as the process of
learning should focus more on student inter-
actions. According to Cornwal and Perlman
(1990), individual’s involvement and participa-
tion in the study process enables finding one-
self, revealing one’s potential powers and using
them effectively in activities. This helps devel-
oping self-confidence and stronger responsi-
bility for outcomes of performed activities.

The prevailing approach to learning de-
fines student’s perception of academic envi-
ronment and whether he/she treats himself/
herself as a member of the academic commu-
nity. Research performed in Western countries
(Richardson, 2007; Bliuc et al., 2011; Ullah,
Richardson, Hafeez, 2011) revealed differ-
ent approach of higher education students to
learning at university.

Three key university students’ approaches
to studies can be distinguished, i.e. deep, sur-
face and strategic approaches. According to
Ullah, Richardson and Hafeez (2011), differ-
ent approaches can be used in different situ-
ations. They can be directly related to Rams-
den’s (1996) approaches to learning. Ramsden
(1996) provides the following description
of the deep approach: when learning and
analysing provided material students try to
understand it and not to simply remember all
details. Students feel the need to know, to find
something new about what has been known
and their aim is not always limited to a better
evaluation (this is of secondary importance).
Successful studies and discussions with peer



ne visuomet apsiriboja aukstesniu jvertinimu
(tai antraeilis dalykas). Sékmingos studijos
jiems suteikia veiklai reikalingy Ziniy, mo-
kéjimy ir jgudziy, kuriy gauna diskutuodami
su bendramoksliais. Galima daryti prielai-
dag, kad studenty, propaguojanciy giluminj
poziarj j mokymasi, aukstas jsitraukimas j
akademine bendruomene yra nei$vengiamas,
nes tik saveikoje su akademinés bendruo-
menés nariais galima jgyti gilesniy ziniy bei
ugdyti savo mokéjimus. Diskutuodama apie
mokymasi, P. Jucevic¢iené (2007) pabrézia
partnerystés ir bendradarbiavimo svarba.
Bendradarbiavimo proceso metu dalijamasi
zinjomis ir supratimu. Tai reiskia, kad dalija-
masi mentaliniais modeliais ir formuojamas
bendras supratimas bei nauji mokéjimai ir
gebéjimai (Jucevic¢iené, 2007). Diskutuodami
ir bendradarbiaudami tokie studentai ne tik
jsisavina studijy turinj, bet ir kuria papildo-
ma verte studijuodami.

Studentai, kurie remiasi pavir$utiniu po-
ziariu j studijas, visy pirma stengiasi paten-
kinti reikalavimus, kuriuos pateikia déstomo
dalyko programa, déstytojas, vertinimo sis-
tema ir pan. Daugiausia démesio jie skiria
neesminiams situacijy, problemy aspektams.
Jy aktyvumas minimalus, pasirei$kia mecha-
niskas turinio mokymasis nesistengiant jo su-
prasti, argumentuoti. Daugelis tokiy studenty
siekia paprasciausiai islaikyti egzaminus, nors
kai kuriems svarbu geresni pazymiai. Sio tipo
studentai mano, kad aukstesnj jvertinima ga-
lima tik atgaminus kuo daugiau informacijos.
Taigi, jei pavirSutiniu pozidriu besiremian-
tys studentai sugeba tik ,iSvardyti, apibrézti
ir apibadinti® ir néra linke kurti naujy Ziniy,
jgyti naujy jgudziy, ugdyti naujy gebéjimy ar
jsilieti j akademines diskusijas, jy jsitraukimo
j akademine bendruomeng lygis labai Zemas.
Studentas tampa tik paslaugos vartotoju arba,
remiantis ankstesniame skyriuje aptartais
terminais, — iSoriniu paslaugos vartotoju, ku-
ris nekuria paslaugos vertés.
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students provide them with knowledge, skills
and abilities required in future activity. Thus it
can be assumed that those students who apply
the deep approach to learning will definitely
be highly involved in the academic commu-
nity activities as deeper knowledge can be
acquired and skills can be developed only
through interactions with other academic
community members. Jucevi¢ienés (2007)
discussions on learning highlight the impor-
tance of partnership and cooperation. Knowl-
edge and understanding is shared in the pro-
cess of cooperation. Thus mental models are
shared and common understanding is formed
as well as new skills and abilities are developed
(Juceviciené, 2007). Student discussions and
cooperation helps them to not only master
curriculum but also to create additional value
when studying.

Those students who apply the surface ap-
proach to studies first of all try to satisfy re-
quirements set in the curriculum, provided
by a teacher, evaluation system etc. They fo-
cus on less important aspects of situations
and problems. Their activity is minimal while
content learning is mechanical, without try-
ing to understand or argument. A majority of
these students simply want to pass their ex-
ams, although some of them focus on better
results. Surface learning students believe that
retrieving more information will ensure bet-
ter evaluation. Thus students who apply the
surface approach can only “enumerate, define
and describe” and are not willing to create new
knowledge, acquire new automatic skills! and
participate in academic discussion; their level
of involvement in the academic community
is very low. A student becomes a consumer of
service or, as described in the previous section,
an external consumer of service that does not
create service value.

After generalising these ideas it can be
stated that the role of a student depends on

L Proficiency, mastery.
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Apibendrinant $ias mintis galima teigti,
kad studento vaidmuo priklauso nuo jo paties
pozitrio  mokymasi universitete bei jsitrau-
kimo i akademine bendruomene lygio. Jeigu
studentas pavirsutiniskai ziari i studijavima
universitete, jis néra linkes jsitraukti j akade-
ming bendruomene, ir atvirks$c¢iai — giluminj
poziurj j studijas turintys studentai linke ak-
tyviai jsitraukti j akademing bendruomene ir
kurti studijy verte (2 pav.).

Aukstas / High

University
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his/her own approach to learning at university
and the level of involvement in the academic
community. If a student takes a surface ap-
proach to learning at university, he/she is not
willing to involve in the academic community
and, on the contrary, if a student chooses the
deep approach to studies, they are willing to
get actively involved in the academic commu-
nity and create value (Fig. 2).

Universitetas / ¢

Giluminis poZiuris.
Studentas jsitraukia j universiteto
bendruomene. Studento ir univer-
siteto kuriama verté /
Deep approach.

+ Strateginis poziiiris.
Studentas jsitraukia j universite-
to bendruomene tik protarpiais /
Strategic approach.
Student gets involved in the
V university community at times

Student gets involved in the uni-
versity community. Value created
by student and university

A

Pavir$utinis pozZiaris.
Studentas nejsitraukia j uni-
versiteto bendruomene /
Surface approach.
Student does not get involved
in the community

Vidutinis / Medium

Studento jsitraukimas j bendruomeneg /
Student’s involvement in the community

Zemas / Low

o

2 pav. Studento dalyvavimo studijy procese lygiai (sukurta autoriy remiantis Lengnick-Hall, Claycomb, Inks, 2001; Chua, Sweeney, 2003)

Fig. 2. Student participation levels in the study process (based on Lengnick-Hall, Claycomb, Inks, 2000; Chua, Sweeney, 2003)

A. M. Bliuc su kolegomis (2011) atliko tyri-
mus, kuriais analizavo studento socialine saves
identifikacija (tokius aspektus kaip asmens sa-
ves suvokima esant grupés ar socialinés katego-
rijos nariu) ir kaip kinta saves identifikavimas
priklausomai nuo to, kaip kokybine prasme
kinta studento poziaris j mokymasi. Tyrimo
iSvados parodé, kad studentai, besilaikantys
giluminio poziario j studijavimg, paprastai
labiau gerbia institucija, kurioje studijuoja, ir
yra linke save matyti kaip studijy proceso da-
lyvius (t. y. suvokia, kad mokosi vieni i$ kity)
bei kuria papildomg verte. Studentai, palai-
kantys pavir$utinj pozitrj i studijavima, labiau

Bliuc et al. (2011) conducted research
and analysed student’s social self-identifi-
cation (such aspects as individual self-per-
ception as a member of a group or social
category). They also analysed how self-iden-
tification changes depending on qualitative
changes in the student’s approach to learning.
Research results have revealed that students
who take the deep approach to learning usu-
ally respect an institution where they study
more, are willing to identify themselves as
participants of the process of studies (i.e.
learn from each other) and create additional
value. Students with the surface approach



koncentruojasi j studijy uzduotyje uzbréito
tikslo pasiekimg, nesuvokdami ir nekurdami
papildomos vertés.

Apibendrinant $ioje straipsnio dalyje ana-
lizuotg moksline literatarg galima teigti, kad
studentas kaip akademinés bendruomenés
narys yra lygiavertis aktyvus universiteto vei-
klos partneris. Priklausymas bendruomenei
skatina lojaluma, pasitenkinimg studijy pa-
tirtimi bei geresnius akademinius rezultatus.
Priklausymas akademinei bendruomenei pri-
lygsta naudoms, kurias besimokantieji patiria
mokydamiesi bendradarbiaudami tarpusavy-
je. Taigi akademiné bendruomené studento
atzvilgiu gali bati tapatinama su studijavimo
bendruomene. Tadiau studento jsitraukimo j
universiteto akademine bendruomene laips-
nis priklauso nuo paties studento poziurio j
studijavimg universitete. Giluminj poziarj
propaguojantys studentai labiau linke gilinti
Zinias, ugdyti naujus mokéjimus, diskutuoti,
kurti naujas zinias ir tapatinasi su bendruo-
menés nariais. Siuos studentus galima laikyti
bendruomenés dalimi, bendruomenés na-
riais, siekianciais prisidéti prie universiteto
akademinés bendruomenés kiarimo. Stu-
dentai, kurie propaguoja pavir$utinj poziurj
i studijavima universitete, linke tik atkartoti
Zinias. Jy studijy tikslas - jgyti i$simokslini-
ma, t. y. tiesiog kaip klientui vartoti teikiama
aukstojo mokslo paslaugg siauraja prasme.

3

STUDENTO VAIDMENS KAITA
STUDIJY PROCESE

Antrojoje $io straipsnio dalyje aptarta, kad
studenty priklausymo akademinei bendruo-
menei jausmas visy pirma kyla priklausomai
nuo jy paciy poziario i studijavima universi-
tete. Taciau studenty saveikos intensyvumas
priklauso ne vien nuo noro jsitraukti j ben-
dra paslaugos kiirima, bet ir nuo universiteto
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to learning concentrate more on achieving
aims set in tasks without understanding and
creating additional value.

The analysis of scientific literature has
revealed that a student as a member of the
academic community is an equal and active
partner of university activities. Being a mem-
ber of community encourages loyalty, sat-
isfaction in experience and better academic
results. Being a member of an academic com-
munity corresponds to benefits that learners
get through learning and cooperation. Thus
from students’ perspective, an academic
community can be identified with a learning
community. However, the level of student’s
involvement in the university academic com-
munity depends on the student’s approach to
learning at university. Those students who
take the deep approach to learning are more
willing to deepen their knowledge, develop
new skills, discuss, create new knowledge
and identify themselves with community
members. These students can be treated as a
part of community that wants to contribute
to the development of the university academ-
ic community. Students, who take the surface
approach to learning at university, tend to
repeat knowledge. The aim of their studies
is to get education, i.e. simply as a client to
consume the service of higher education in
its narrow sense.

3

STUDENT’S ROLE TRANSFORMATION
IN THE STUDY PROCESS

The second section of the article revealed that
students experience the feeling of being a
part of an academic community on the basis
of their own approach to learning at univer-
sity. However, the intensity of student inter-
action depends on not only their wish to get
involved in the common process of service

M



pastangy aktyvinant studentus bei jtraukiant
i studijy ir mokslo bendruomenés veiklas,
motyvuojant juos, kad pasiekty kuo geres-
niy rezultaty. Theuns G. Kotzé ir P. J. Plessis
(2003) teigia, kad universiteto paslaugy kli-
entai daznai patys dalyvauja teikiant paslau-
gas ir net aktyviai jsitraukia j paslaugy, kurias
gauna, karimg. Pastebétina, kad moksliniuo-
se straipsniuose apie klienty dalyvavima
vieni autoriai vartoja sgvoka ,dalyvavimas®
(angl. participation), kiti sisitraukimas®
(angl. involvement). A. R. Rodie ir S. S. Klei-
ne (2000) pastebéjimu, klienty dalyvavimas
skiriasi nuo kliento jsitraukimo. ,Dalyvau-
jantis“ klientas apibadinamas kaip ,jtrauktas®
(angl. included) i bendra paslaugos kiarimg, o
jsitraukimas siejasi su asmeniniu susidoméji-
mu tam tikra paslauga. Siame straipsnyje abi
sgvokos vartojamos kaip sinonimai, reiskian-
tys procesa, kurio metu klientai yra jtraukti
arba jsitrauke i paslaugos kirimg ir teikima,
pasirinktu budu bendraujantys tarpusavyje,
besikei¢iantys informacija, bendrai kuriantys
verte (Dong, 2008; Tijunaitiené, 2008).

Taigi studentas gali buati pasyvus, viduti-
nio lygio ar aktyvus paslaugos teikimo dalyvis.
Nuo studento aktyvumo priklauso ir jo — kaip
universiteto kliento arba akademinés ben-
druomenés nario - pozicija studijy procese
ir universitete. Dalyvavimas bendrai kuriant
studijy verte — auksciausias dalyvavimo lygis
bei bendra kliento ir paslaugy teikéjo darba
iSreiskiantis konstruktas.

Todél, atsizvelgiant j studento vaidmenj
universitete bei jsitraukimo lygj i akademi-
nés bendruomenés veiklas, sudarytas stu-
dento vaidmens studijy procese ir univer-
sitete kaitos modelis, kuriame vaizduojama
»ieinanéio® ir ,iSeinan¢io” studento pozicija.
Pagal dalyvavimo studijy procese aktyvuma
bei pozitrj j studijavimg studentas gauna
tam tikrg statusg ir gali bati laikomas uni-
versiteto klientu arba akademinés bendruo-
menés nariu (3 pav.).
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development but also on university efforts in
encouraging students and involving them in
the activities of study and science communi-
ties, motivating them to strive for better re-
sults. Kotzé and Plessis (2003) state that clients
of university services often participate in ser-
vice provision and even get actively involved
in the development of services that they are
provided with. It should be noted that several
authors of scientific articles on client partici-
pation use the concept “participation” while
others select “involvement”. Risch Rodie and
Schultz Kleine (2000) provide differences be-
tween client participation and client involve-
ment. A client who “participates” is described
as included in the joint development of service
while “involvement” is related to individual
interest in a particular service. In this article
both concepts are used as synonyms and de-
fine a process where clients are or get involved
in the development and provision of service,
communicate among themselves, share infor-
mation and create value together (Dong, 2008;
Tijanaitiené, 2008).

A student can be a passive, medium or ac-
tive participant of service provision. Student’s
activity affects his position (as a university cli-
ent or a member of an academic community)
in the study process and university. Participa-
tion in creating the value of studies together is
identified as the highest level of participation
and the construct that defines joint work of a
client and service provider.

Thus taking into account the role of a stu-
dent at university and the level of involvement
in the activities of an academic community, a
model that reflects student’s role transforma-
tion in the study process and university has
been developed. This model presents the posi-
tion of a student when he “comes” and when
he “leaves” A student is given a certain status
in accordance with his / her level of active par-
ticipation in the study process and his / her
approach to learning and can be treated as a
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university client or a member of an academic
community (Fig. 3).
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noréty. Bet norint pritapti prie universiteto
akademinés erdvés, butina dalyvauti studen-
ty ir déstytojy akademinéje bendruomenéje.
Modelyje pavaizduotos kelios trajektorijos, i$
kuriy studentas gali pasirinkti.

Pasirinkes pasyvaus studijy proceso da-
lyvio vaidmenj ir dalyko veiklose dalyvauda-
mas daugiau kaip stebétojas, studentas neku-
ria jokios studijy proceso vertés. Akademinés
bendruomenés veikloje aktyviai dalyvaujan-
tis studentas ne tik aktyviai dalyvauja studi-
javimo procese su kitais nariais, kuria naujas
patirtis, zinias, bet prisideda ir prie vertés
karimo. Todél labai svarbu, kad studentas
aktyviai dalyvauty studijy procese, dalytysi
jgytomis zZiniomis bei ugdyty savo gebéjimus
taip jsiliedamas j akademine bendruomene.
Siuo atveju studentas negali biti laikomas kli-
entu, nes yra vienas i§ akademinés bendruo-
menés nariy, bendrakaréjas, kuris, skirdamas
savo zinias, laikg, pastangas ir kitus isteklius,
turi galimybe daryti jtaka paslaugy rezulta-
tams, kartu sprendzia iskilusias problemas,
jaucia atsakomybe uz bendrg paslaugos k-
rima. Studenty jsitraukimas j studijy procesa
skatina identifikuoti save kaip universiteto
bendruomenés narius ir stiprinti tarpusavio
sasajas. C. Chua ir J. C. Sweeney (2003) tei-
gia, kad studento dalyvavimo svarba studijy
veikloje vis akivaizdesné, nes suteikia esmi-
ne naudg paslaugas teikianciai organizacijai,
t. y. didina produktyvumg, suteikia grjzta-
majj ry$j i$ kliento ir gerina paslaugos koky-
be. Toks studenty jsitraukimas j akademinés
bendruomenés veikima, kartu ir dalyvavimas
tenkinant savo lakesc¢ius ir poreikius, vyks-
tant bendradarbiavimui bei abipusiy interesy
pripazinimui, stiprina priklausyma bendruo-
menei, formuoja tam tikrus jgidzius, mokeé-
jimus bei jprocius ir vertybes.

Nuo universiteto pozicijos ir siekio jsi-
traukti j studenty kaip asmenybés ugdyma
bei tam sudaromy sglygy priklauso ,iseinan-
¢io“ studento vaidmuo. Universitetas — vie-
nas svarbiausiy veiksniy formuojant jauno
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adapting to the university academic area re-
quires participation in the activities of students’
and teachers’ communities. The model pres-
ents several trends that a student can choose.

If a student decides to be a passive partici-
pant of the study process and participates in
subject activities as an observer, he does not
create any value for the study process. A stu-
dent who actively participates in the activity
of an academic community not only actively
participates in the study process together with
other members, creates new experiences and
knowledge but also contributes to the creation
of value. Thus it is very important for a student
to actively participate in the study process, to
share knowledge and develop abilities and, as
a result, to become a part of an academic com-
munity. In this case a student cannot be treated
as a client as he is a member of an academic com-
munity, a co-creator who uses his/her knowl-
edge, time, efforts and other resources and has
a possibility to influence service results, who
solves problems together and feels responsible
for common service development. Student
involvement in the study process encourages
them to identify themselves as members of an
academic community and to improve mutual
interactions. Chua and Sweeney (2003) note
that the importance of student participation
in study activities has become more appar-
ent as it provides essential benefits to the or-
ganisation that provides services, i.e. increases
performance, provides feedback from a client
and improves the quality of services. Student
involvement in the academic community ac-
tivity as well as participation when satisfying
own expectations and needs through coop-
eration and acknowledgment of mutual inter-
ests strengthens the feeling of belonging to a
community, develops certain automatic skills,
skills and habits as well as values.

The role of a student who “leaves” depends
on the position of a university and its aim to
get involved in the development of student
personality and on provided conditions. A



Zzmogaus poziarj ne tik j studijy institucija,
bet ir j studijas.

Bendruomenés, pasak 1. Roivainen
(2009), dazniausiai remiasi bendrais intere-
sais ar bendromis charakteristikomis, kurios
jungia narius ir leidzia jiems save identifikuo-
ti. Taigi bidamas akademinés bendruomenés
nariu studentas visy pirma turéty laikyti
save universiteto dalimi, nes priklausymo
akademinei bendruomenei jausmas yra es-
minis studenty pasitenkinimo universitetine
akademine patirtimi polius (Bovaird, 2007).
Pasak A. Samalaviciaus (2006), priklausymo
bendruomenei jprociai jgyjami jau pirmai-
siais studijy metais, o per studijy proceso kar-
tu su kitais studentais patirtis studentai iden-
tifikuoja save (McInnis, 2004). Todél batent
bendra studijy veikla yra esminis jtraukimo
veiksnys.

R. Overbaugh, C. Nickel (2011) pabrézia,
kad esminé jsitraukimo salyga — kurti studija-
vimo ir studijy aplinkas, kurios skatinty stipry
bendruomeninj jausma (arba socialine pri-
klausomybe, priklausyma akademinei ben-
druomenei), padéty pagerinti akademiniy
pasiekimy rezultatus ir sudaryty salygas ge-
rai jaustis. Ypa¢ veiksmingomis priemonémis,
anot G. Salmon (2000), laikomos aplinkos,
skatinancios studentus bendradarbiaujant
spresti problemas, vystyti socialinius mokéji-
mus, kuriy prireiks gyvenime. Tokios studijy
aplinkos poveikis pasireiskia dideliu studenty
pasitenkinimu akademine patirtimi, kuri yra
labai svarbi norui jsitraukti j institucijos vei-
klg. Cesareni su kolegomis (2011) akcentuoja
konstruktyvistinj poziirj: mokydamiesi vieni
i$ kity studentai kartu kuria zinias per aktyvia
veikly ir socialine sgveikg. Anot C. Valadez ir
kolegy (2011), studenty jtraukimas j diskusi-
ja, bendradarbiavimg, tarpusavio palaikyma
padeda formuoti identitetg ir priklausyma
akademinei bendruomenei. Per kolektyvinio
mokymosi veiklas kuriasi vadinamosios mo-
kymosi bendruomenés. Bendradarbiavimas
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university is one of key factors in the develop-
ment of young person’s approach to not only
an education institution but also to studies.
According to Roivainen (2009), commu-
nities are usually based on common interests
or common characteristics that link its mem-
bers and enable their self-identification. Thus
being a member of an academic community a
student should, first of all, identify himself as
a part of university as the feeling of belonging
to an academic community is a key pole of stu-
dent satisfaction with university academic ex-
perience (Bovaird, 2007). Samalavic¢ius (2006)
states that habits of belonging to a community
are formed during the first study years while
experiences in the study process together with
other students help students to identify them-
selves (McInnis, 2004). Thus common study
activities are a key factor for involvement.
Overbaugh and Nickel (2011) emphasise
that the essential condition for involvement is
to create environments for studying and stud-
ies that promote the feeling of community (or
social dependence, belonging to an academic
community), help to improve results of aca-
demic achievements and make students feel
better. Especially effective measures, accord-
ing to Salmon (2000), are environments that
encourage students to cooperate when solv-
ing problems, developing social skills that are
needed in life. Such learning environment in-
creases students’ satisfaction in academic ex-
periences that are very important for involve-
ment in institutional activity. Cesareni et al.
(2011) emphasise constructivist approach, i.e.
when learning from each other students de-
velop knowledge through active participation
and social interaction. According to Valadez et
al. (2011), involving students into discussions,
cooperation, mutual support helps to form
their identity and belonging to an academic
community. The so-called learning communi-
ties are formed through collective learning ac-
tivities. Learning-related cooperation encour-
ages all community members to get involved.
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dél mokymosi skatina visy bendruomenés
nariy jsitraukima.

Siekiant i$ryskinti egzistuojantj diskursa,
susijusj su studento vaidmeniu Siuolaikiniame
universitete ir rasti atsakyma, kas vis délto yra
studentas — universiteto klientas ar akademi-
nés bendruomenés narys, norisi pasiremti li-
beralaus ugdymo idéjomis, kurios atskleidzia
ir jprasmina akademiniy vertybiy sklaida vi-
suomenéje, akcentuoja asmens emancipacija,
formuoja intelektualig visuomenés kulttra.
Kaip teigia A. Samalavicius (2006), universite-
tai raginami plésti teikiamy ,,paslaugy“ spektra,
tarnauti suabsoliutintiems ir mistifikuotiems
rinkos poreikiams. Vartotojiskos vertybés
nuosekliai skiepijamos kiekvienai studenty
kartai, o tai, kas neteikia apciuopiamo pelno,
i$stumiama i$ interesy sferos. Jei Sios tenden-
cijos jsitvirtins, universitetai virs elementario-
mis industrinémis ziniy ir mokéjimy gamy-
bos jmonémis, o studentai - klientais. Tokie
mastymo stereotipai sunaikins universiteto
idéjos prasme ir reik$me, o institucija pavirs
rinkos paslaugy teikéja. Universitetai privalo
ugdyti ne siauros specializacijos specialista,
siaurai mastantj zmogy, o asmenybe, gebancia
savarankiskai priimti svarbius sprendimus ir
numatyti jy padarinius, reformuoti savo mas-
tymo ir veiklos budus, skatinanciag abejoti ir
kurti. Tad koks studento vaidmuo tinkamas ir
priimtinas — aktyvus ar pasyvus jsitraukimas j
studijy procesg — sprendzia kiekvienas univer-
sitetas ir kiekvienas jo bendruomenés narys.
Todél jvertinus $io straipsnio jzvalgas, butina
konstruoti tokj ateities universiteto modelj,
kuris uztikrinty subalansuotg plétrg ir tapty
viena reik§mingiausiy kultaros, mokslo testi-
numa, tradicijas ir vertybes islaikanciy, ateities
visuomeneés vizija kurianéiy institucijy, puose-
léjanciy akademine laisve.

146  AUKST0JO MOKSLO KOKYBES TYRIMAI « RESEARCH ON QUALITY OF HIGHER EDUCATION - 2013/10

In order to enlighten existing discourse re-
lated to the role of a student in modern univer-
sity and to find an answer to the question who
a student is — a university client or a member
of an academic community - liberal education
ideas should be applied, i.e. the ones that reveal
and give a sense to the spread of academic val-
ues in the society, emphasise individual eman-
cipation and form intellectual culture within
society. According to Samalavicius (2006),
universities are encouraged to provide a wider
spectrum of “services” and to serve absolute
and mystified market needs. Consumer values
are consistently implanted in each student gen-
eration and those aspects that do not provide
tangible benefits are excluded from the sphere
of interests. If these trends settle, universities
will become simple industrial companies that
produce knowledge and skills and students will
be treated as clients. Such stereotypes of think-
ing will destroy the meaning and significance
of the idea of university and an institution will
become a provider of marker services. Univer-
sities must educate not a narrow specialisation
specialist, a narrow-minded person but an in-
dividual who can make important decisions
independently and to anticipate their conse-
quences, reform thinking and activity meth-
ods. So each university and each member of
its academic community decide what role of a
student — active or passive involvement in the
study process — is appropriate and acceptable.
Thus after evaluating insights of this article, it
is important to construct a model of future
university that could assure balanced devel-
opment and would make a university one of
most important institutions that preserve cul-
tural and scientific continuity, traditions and
values and develop the vision of future society
and cherish academic freedom.



APIBENDRINIMAS

Studento kaip universiteto paslaugy vartoto-
jo sampratg deréty suvokti placiau. Studentas
kaip klientas turéty bati traktuojamas ne tik
kaip pasyvus paslaugos gavéjas, bet ir kaip
paslaugos vertés karéjas, t. y. kaip aktyvus
studijy paslaugy rezultaty karéjas. Aktyviai
jtraukiamas ir jsitraukdamas j studijy procesa
studentas ne tik dalyvauja teikiant paslauga
kaip batinas proceso dalyvis, bet, pasinaudo-
damas suteiktomis paslaugomis ir priemoné-
mis, pats kuria sau naudingas mokymosi pa-
tirtis, taip didindamas universiteto paslaugy
verte. Todél studento negalima vadinti klien-
tu siaurgjg prasme. Tac¢iau studijy paslaugos
vertés didinimui batina salyga - studento jsi-
raukimas j jos teikimg.

Studento jsitraukimo j studijy paslaugos
teikimg lygis priklauso nuo jo paties pozitrio
j studijavimg. Giluminio studijavimo siekian-
tys studentai sgveikauja su akademinés ben-
druomenés nariais (déstytojais ir studentais)
ir taip aktyviai jsitraukia j mokslo ir studijy
veiklas. PavirSiniu studijavimu patenkinti stu-
dentai siekia tik gauti studijy paslauga, labiau
nejsitraukdami i studijy ir mokslo veiklas.
Todél studento, kaip akademinés bendruo-
menés nario, vaidmuo priklauso nuo pozia-
rio i studijavima ir jsitraukimo j akademines
veiklas lygmens. Tai reiskia, kad studentas,
propaguojantis pavir$utinj poziarj j studijavi-
ma, universiteto paslaugg vartos kaip klientas
ir atliks studento kliento vaidmenj. Studentas,
turintis giluminj pozitrj i studijavimg, bus
aktyvus akademinés bendruomenés narys ir
atliks studento akademinés bendruomenés
nario vaidmenj. Galimas ir tarpinis varian-
tas — studentas laviruoja tarp kliento ir aka-
deminés bendruomenés nario vaidmens.

Universitetas gali skatinti studenty jsi-
traukimg j akademine bendruomene¢ per
veiklas, orientuotas j studentg. Studijy insti-
tucijos turi ne tik sudaryti salygas bendroms
studenty ir déstytojy veikloms, bet ir suteikti
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GENERALISATION

The conception of a student as a consumer
of university services should be seen from
a broader perspective. A student as client
should be treated not only as a passive receiver
of service but also as a creator of service value,
i.e. as an active participant of the development
of study service outcomes. By actively (self)
involving in the process of studies, a student
not only participates in service provision as an
obligatory participant but also uses provided
services and tools to create useful learning ex-
periences and to increase the value of universi-
ty services. Thus a student cannot be treated as
client in its narrow sense. However, student’s
involvement is necessary for the increase of
value of study service.

The level of student’s involvement in the
provision of study services depends on his/
her approach to learning. Those students who
choose deep learning interact with other com-
munity members (teachers and students) and
are actively involved in research and study ac-
tivities. Students who opt for surface learning
only want to get a study service without fur-
ther involvement in research and study activi-
ties. Thus the role of a student as a member of
the academic community depends on his/her
approach to learning and involvement in aca-
demic activities. So a student with a surface ap-
proach to learning use a university service as a
client and will perform the role of student as cli-
ent. A student with a deep approach to learning
will be an active member of the academic com-
munity and will perform the role of a student
as a member of the academic community. An
interim variant can also be used, i.e. a student
moves between the roles of student as a client
and as a member of the academic community.

A university can encourage students to get
involved in the academic community through
student-oriented activities. Educational insti-
tutions should not only provide conditions for
joint teachers and students’ activities but also
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galimybe studentams tapti visaverciais aka-
deminés bendruomenés nariais per lygia-
vertj bendravimg, bendras akademinés ben-
druomenés veiklas (tyrimus ir studijas) bei
plétojant poziirj i studijavimg. Nuo univer-
siteto pastangy priklauso studento jsitrauki-
mas ir pozilris, bet vis tiek didziausig jtaka
daro paties studento poreikiai ir motyvacija
studijuoti.

148  AUKST0JO MOKSLO KOKYBES TYRIMAI - RESEARCH ON QUALITY OF HIGHER EDUCATION - 2013/10

to enable students to become real members of
the academic community through equal com-
munication, joint activities of the academic
community (research and studies) and devel-
opment of the approach to learning. Although
student’s involvement and approach depend
on university efforts, the most important fac-
tors remain individual student’s needs and
motivation to study.
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