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Abstract

The challenges presented by the restructuring of higher education through The

National Plan for Higher Education and the implementation of the National

Qualifications Framework will create new possibilities for tertiary institutions.

Tertiary instirutions will have to be creative and innovative over the next five years to

meet these challenges. The National Qualifications Framework will endeavour to

provide learners with mobility and easier access to education and training.

Competition will be intense and tertiary institutions will have to market themselves

effectively. This is exacerbated by the fact that an increased number of private

education service providers have entered the market. The successful implementation

of the National Plan will require tertiary instirutions to develop marketing

communication strategies in order for them to attract the desired profile of students. In

a restrictive financial environment, tertiary institutions will have to assess and

reassess their marketing communication strategies aimed at attracting first-year

students. A proper assessment will enable them to allocate funds more efficiently and

effectively.

In an attempt to address the above concern, this research focused on determining the

effectiveness of marketing communication tools employed by Universities and

Technikons in the Cape Peninsula with specific reference to career exhibitions and

open days in attracting first-year students.

The sub-problems that were identified were:

• Appropriateness of marketing communication tools III attracting desired

first-year students and

• The impact of marketing communication strategies on the student's

decision to study at a chosen tertiary institution.

An intensive literarure study was conducted followed by an empirical study carried

out in two phases. Phase I consisted of in-depth interviews conducted with marketing

officers at universities and technikons in the Cape Peninsula, namely: Peninsula

Technikon. Cape Technikon, University of Cape Town, University of Stellenbosch

and University of the Western Cape, to identify which marketing communication tool

is most effective in attracting desired first-year students. Interviews were conducted



with marketing officers, or other persons responsible for marketing the tertiary

institution, namely recruitment officers and schools liaison otncers.

Phase II consisted of conducting a survey in the form of a structured questionnaire

with a sample of first-year students at the selected tertiary institutions. This

established to what extent the marketing communication tools had an influence on the

student's decision to study at the chosen tertiary institution.

Conclusions arrived at were that career exhibitions and open days are viewed as a

source of information that does not influence the student's decision to study at a

particular institution. Marketing communication tools have very little or no influence

on the student's decision to study at a particular institutions. Family and friends have

been identified by the students as the factors having the greatest influence on their

decision to study at a particular tertiary institution.

In order to use marketing communication strategies that attract first-year students

effectively, it IS recommended that higher education institutions, when

communicating with prospective students, should exploit the reasons why students

attend a particular institution, by

• emphasising the courses offered, especially in terms of how it is different to

those offered by other institutions,

• informing students of bursaries and financial aid available and

• using the status and reputation of the institution as a competitive advantage.

Parents should be included in the target market for career exhibitions and open days,

as is the case with VCT. Institutions should make an effort to evaluate the impact of

the communication tools employed.
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CHAPTER 1

PROBLEM IDENTIFICATION

"A problem is a chance for you to do your best"

Duke Ellington



1.1. Introduction

The challenges presented by the restructuring of higher education through The National

Plan for Higher Education and the implementation of the National Qualifications

Framework will create new possibilities for tertiary institutions. Tertiary institutions will

have to be creative and innovative over the next five years to meet these challenges. The

National Qualifications Framework will endeavour to provide learners with mobility and

easier access to education and training. Competition will be intense and tertiary

institutions will have to market themselves effectively. This is exacerbated by the fact

that an increased number of private education service providers have entered the market.

The National Plan for Higher Education provides a framework for the restructuring of the

higher education system to achieve the goals for the transformation of the higher

education system outlined in the Education 'White Paper 3: A programme for the

transformation of Higher Education (JulyI997). The National Plan for Higher Education

will force higher education institutions to re-evaluate their mission and overall strategies.

The following proposals by the National Plan for Higher Education will impact on the

marketing communication strategies at tertiary institutions:

• Increasing access to tertiary institutions for black, disabled and female students

• Additional recruitment of students from the Southern African Development

Community region

• Increasing the total student numbers by 5% over the next 5 to 15 years. (currently

only 15% of students eligible to study at tertiary institutions are doing so)

• Shifting the balance of eurolments over the next 5 to 10 years from the

humanities, to business and commerce, science, engineering and technology.

The successful implementation of the National Plan will require higher education

institutions to develop marketing communication strategies in order for them to attract the

desired profile of students. In a restrictive financial environment, higher education

institutions will have to assess and reassess marketing communication strategies aimed at

2



attracting first-year students. A proper assessment will enable institutions to allocate

funds more efficiently and effectively.

1.2. Background study

Schultz (1996:85) is of the 0plIllon that it is impossible for a marketer to establish

effective communication with the target consumers by using only mass techniques like

advertising and publicity. It is the rapport, the empathy, the dialogue, the relationship

and the communication the marketer establishes with the prospect that makes the

difference (Koekemoer, 1998:4).

lain (1997:25) states that marketing plays a vital role in the strategic management process

of a firm. The experience of companies well versed in strategic planning indicates that

failure in marketing can block the way to goals established by the strategic plan.

Considering all the challenges that tertiary institutions are faced with, it is evident that

institutions will have to become marketing-orientated. Higher education institutions will

have to build marketing orientation into their strategIc planning process 10 remain

competitive.

Smith and Cavusgil (1984: I04-116) in an article "Marketing Planning for Colleges and

Universities" demonstrate how institutions of higher education can implement strategic

marketing planning. The article states that one of the first promotional tasks is to learn

how students make their decisions about which institution to attend with the hope that the

institution will be able to assist in the decision-making process. They claim that students

have a two-part decision-making process. First the student decides which institution to

attend. For some of the non-traditional students, just confronting the idea of anending a

higher education institution is a major step. The second step is deciding on a particular

institution. The promotion of higher education institutions can occur through

innumerable means and marketers must fmd creative ones at all times. The authors claim

that a balanced communication mix that is most effective at a minimum cost should be

accomplished.

3



Kotler (1999:422) refers to the marketing communication mix, also called promotion

mix, as a blend of advertising, personal selling, sales promotion and public relations tools

that a company uses to pursue its advertising and marketing objectives. He also claims

(ibid.:423) that too often marketing communications focus on overcoming immediate

awareness, image or preference problems in the target market. Marketers are moving

towards viewing communication as the management of the consumer buying process

over time, during pre-selling, selling, consuming and post- consuming stages. Kotler

states that consumers are different and therefore marketing communication programmes

need to be developed for specific niche segments and even individuals. He claims that

the communication process should start with an audit of all potential interactions target

consumers may have with the product and company. Marketers need to assess the

influence that each of these communication experiences will have at different stages of

the buying process. This understanding will help marketers allocate their communication

funds more efficiently and effectively.

Before higher education institutions can communicate with their target audience by

employing marketing communication tools, marketers must understand the

communication process.

Lasswell (in Belch and Belch, 1993:195-196) developed his 5-W model. The basis of

this model is a message flow whereby the communication, starting with the source, is

formulated and transmitted through a medium or channel to receivers who are the target

audience. The impact of the message is measured by the feedback from the receiver to

the source. However, when marketers develop a communication plan, the reverse

happens. The receiver is the starting point, since the success of the marketing

communications programme is affected by the nature of the target audience. The

medium is chosen based on the characteristics and profile of the target audience. For

marketing communication to be successful, higher education institutions must select

appropriate lOols that will reach their desired target audience and that will deliver the

message effectively.
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Universities and technikons in the Cape Peninsula have been using career exhibitions and

open days as marketing co=urllcation tools to communicate with potential first-year

students. The Exhibition Association of South Africa (EXSA) claim that they have

experienced a 100 percent growth in the number of exhibitions held in South Africa over

the last three years, making exhibitions the fastest growing marketing medium available

(The Future, 200 I :44).

Although exhibitions have been regarded as an important tool of marketing

communication, relatively few studies have examined the effectiveness of the medium.

1.3. Formulation ofthe research problem

Universities and technikons compete not only for funds from both public and private

sectors, but also for potential students. In order to survive they have to engage in

aggressive promotions. Funds are limited and institutions have to determine how

effective their marketing co=unication tools are in attracting first year students to their

institution.

This research study focused on determining the effectiveness of career exhibitions and

open days aimed at attracting first year students as employed by Universities and

technikons in the Cape Peninsula.

1.3.1 The sub-problems

1.3.1.1 Sub-problem one

The appropriateness of marketing communication tools in attracting desired first­

year students.

t.3.1.2.Sub-problem two

The impact of the marketing communication strategy on students· decision to study

at a chosen tertiary institution.

5



1.4. Hypothesis

1.4.1 Hypothesis one

Marketing communication strategies, with specific reference to exhibitions and open

days, create awareness of the institution but does not directly influence student

enrolments.

1.4.2 Hypothesis two

Tertiary institutions employ a marketing communication tool based on availability of

funds, but the communication tool is not market specific.

1.4.3 H)'Pothesis three

Exposure to a marketing communication tool does not influence a student's decision to

study at a particular tertiary institution.

1.5. Delimitations of the research

The study focuses on marketing communication strategies employed consciously by

tertiary institutions to attract first-year students. These marketing communication tools

consist of advertising, personal selling, sales promotion. direct marketing and public

relations. Unconscious marketing communication can occur through word-of-mouth or

opinion leaders, namely alumni. The latter was not considered in this study.

The technikons and universities in the Cape Peninsula referred to in this study are the

Peninsula Technikon, the Cape Technikon, the University of Cape Town, the University

of Stellenbosch and the University of the Western Cape. First-year students who formed

part of the study included students at the first level of study as well as full-time students

registered with the relevant institutions.

Personal in-depth interviews were conducted with marketing officers or persons

responsible for the marketing of the institution to determine which marketing

communication tools are employed to anract desired first-year students. The research

highlights the marketing communication tools employed by the designated institutions.
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but the effectiveness of exhibitions and open days in allracting desired first-year students

was tbe primary focus.

1.6. Research Methodology

Research was undertaken to determine the effectiveness of these higher education

institutions' marketing co=lIIlication strategies in anracting potential first-year

students.

1.6.1 Primary Data

In-depth interviews were conducted with marketing officers at the selected tertiary

institutions to identify which marketing communication tool is most effective in

allracting desired first-year students. Interviews were conducted with marketing officers

or other persons responsible for marketing the tertiary institution to potential first-year

students.

A survey in the form of a sttuctured questionnaire was distributed to a sample of first­

year students at the selected tertiary institutions. This established to what extent the

marketing communication tools had an influence on the student's decision to study at the

chosen tertiary institution. Cluster and availabiliry sampling was used to develop a

representative sample.

1.6.2 Secondary data

A literature survey was conducted on general marketing theory, to identify elements of a

marketing communication strategy and to identify stages of the consumer"s decision­

making process. A literature survey on marketing practices at higher education

institutions was also conducted.

7



1.7. Significance ofthe Research

The research gives education marketers an indication of the effectiveness of each

marketing communication tool. This enables the institution to use limited funds more

efficiently to attract students who conform to the desired student profile. Tertiary

institutions can use the results of the research to plan marketing communication strategies

effectively. The study identifies factors that influence the student's decision-making

process. Marketing officers can use this information to make marketing communication

strategies more market-oriented. Students can also benefit, because marketing

communication strategies can then be directed at specific target groups. The marketing

communication messages will be student-centered, and students will be able to make

more informed decisions about the tertiary institutions they wish to attend and the field of

study they wish to pursue.

1.8. Objectives of the Research

1.8.1 Primary objective

To determine the effectiveness of exhibitions and open days as a marketing

communication strategy employed by technikons and universities in the Cape Peninsula

in order to attract desired first-year students.

1.8.2 Secondary objective

'1.8.2.1 Secondary objective one

To identify whether appropriate marketing communication strategies aimed at attracting

first-year students are being employed by universities and technikons in the Cape

Peninsula.

1.8.2.2 Secondary objective two

To determine the impact of marketing communication strategies on students' decision­

making process.
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1.9. Researcher's qualifications

Academic qualification: Higher Diploma: Marketing

Position: Lecturer

Experience: 2 years commerce and industry experience

7 years teaching experience

1.10. Outline ofthesis

1.10.1 Chapters

Chapter 1 Problem identification

Chapter 2 Marketing principles and practices for higher education institutions

Chapter 3 Marketing communication strategies for higher education institutions

Chapter 4 The decision-making process for prospective students in terms of the

choice of higher education institution

Chapter 5 Empirical investigation in the higher education institutions in the Cape

Peninsula

Chapter 6

Chapter 7

Research results

Summary, conclusion and recommendations

1.10.2. Timeframe

1. Literature study

2. Data collection

2.2.1 Making appointments

2.2.2 Personal interviews

2.2.3 Questionnaire design

2.2.4 Piloting questionnaire

2.2.5 Questionnaire distribution and completion

3. Final analysis and interpretation

4. Integrating the results and writing the repon

9
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1.11. Budget

Travelling I 000 km @ Rl,50 per km. RI 500

Photocopying IOx50POc per page RIO

?500x50l?Oc per page R2 500

Miscellaneous R 500

Field workers 5x R200 RI 000

Proof reading R300

Typing 350x R5 per page RI 750

Binding R200

Telephone R300

Miscellaneous R500

TOTAL R8560

1.12 SUMMARY

In this chapter, the background to the study is gIven. The problems, objectives and

hypotheses are stated and a review of the related literature is given. The significance of

the research is stated, the research methodology is outlined and the structure of the

research is presented.
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CHAPTER 2

MARKETING PRINCIPLES AND PRACTICES
FOR HIGHER EDUCATION INSTITUTIONS

"Education can be defined as working with people, to prepare them to live

in thefitture. Thefitture may be bright. Theji,ture may be grey. But, most

importantly we must ensure that there will be a jitture".

William J. Jacobson
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2.1 Introduction

The transformation of teniary education in South Africa will involve matters such as

capacity building, campus diversity, women in higher education and multiculturalism.

The government, in an attempt to reduce costs. has encouraged institutions to merge or to

rationalize through the development of consonia. For example, the Cape Higher

Education Consortium (CHEC), is a consortium based on co-operation between the five

tertiary institutions in the Western Cape. Goverrunent funding is also decreasing and

institutions have to find ways to cover costs. Some institutions are aggressively

marketing their courses to prospective students as well as to members of industry. The

transformation of higher education can indeed be seen as a marketing challenge,

requiring tertiary institutions to promote the quality of their educational programmes and

to meet the demands of South Africa's human resource needs. which is in line with the

govemmenfs economic policy, and also to satisfy societal requirements. The need for

higher education institutions to adopt marketing principles is therefore further

recognized.

This chapter is a literature review of marketing principles and practices as they penain to

higher education institutions. To develop a better understanding of how marketing

relates to higher education institutions. the following aspects will be covered:

\Vhat is marketing?

How marketing has evolved

The need for marketing in higher education

Identifying markets for higher education

12



Marketing tools appropriate for higher education

The influence of the environment on higher education and

Strategic marketing planning in higher education.

2.2. What is marketing?

Various definitions of marketing have been developed over time.

Effective marketing can be attained by at least considering the appropriate target markets

upon which to concentrate, market research into customer's existing and latent needs,

customer behaviour and the development of the product and marketing mix which is

geared towards meeting those needs more effectively than those of competitors

(Wil1iams, Lui and Shi, 1997: 153-154).

Marketing seeks to identify customer needs and to satisfy them. The key to achieving

these two objectives is the idea of exchange (Berkowitz, Kerin, Hartley and Rudelius,

2000:9).

Zikmund and d'Amico (2001: 7) view marketing as a process that seeks to influence

voluntary exchange transactions between a customer and a marketer. The marketing

process involves communication and requires a mechanism or system to carry out the

exchange of the marketer's product for something of value.

Marketing in its simplest form is merely an exchange between t\vo parties. In primitive

times, exchange took place only when both parties were satisfied that the items

exchanged were more or less equal in value. In modem society exchange media such as

13



money and credit cards are used to facilitate exchange between a buyer and a seller.

There is a wide market consisting of people with a variety of needs that need to be

satisfied. Sellers try to satisfy these needs, in order to satisfy their own. Today the buyer

does not merely buy the product; he buys a market offering which combines the product

with other need-satisfying qualities. The market offering consists of a product available

at a convenient place, at a price which reflects the value for the buyer (Van der Wait,

Strydom, Marx and Jooste, 1996:4-6).

In higher education, this exchange process is very complex. Students pay course fees to

the institution in exchange for education. There is also exchange between the higher

education institution and the goverrunent and society. The goverrunent also funds public

higher education institutions in exchange for graduates who will make a meaningful

contribution to society and who will help develop the country globally and economically.

There are many more definitions of marketing but the above capture the essence of

marketing. Marketing has developed rapidly over the past few years and many different

industries have realized the importance of marketing in an organization.

2.3. The evolution of marketing

Before marketing principles are related to higher education, there needs to be an

understanding of the evolution of marketing. Marketing has evolved over the past half

century, starting with organisations becoming marketing-oriented by adopting the
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marketing concept. The marketing concept means that an organization aims all its efforts

at satisfying the customer- at a profit (Mc earthy and Perreault, 1993:34). This

philosophy of marketing was adopted mainly by profit-seeking organizations. In the

1970's and ]980's attention shifted to non-profit organizations and service sectors.

Brassington and Pettin (2000:990) state that the techniques used in commercial situations

are being transferred, tested and evolved to cope bener with the complexity of courses,

ideas and attitude change in a wide range of situations.

Most higher education institutions have set up marketing departments. They adapted

marketing techniques used in commercial situations to help them cope with the

challenges that they faced in a changing environment. Shoemaker and Muston (J 998:

www.marketinged.com) state that the purpose of marketing strategies in higher education

is to assure a rational, deliberate methodology to recognise, anticipate and react to market

changes.

The most recent development in marketing is relationship marketing. A definition of

relationship marketing that encapsulates the views of most of the various authors is that

relationship marketing refers to all the activities necessary to identify, establish. maintain

and enhance profitable relationships with internal and external customers and other

stakeholders, so that the objectives of all parties involved are met through mutual

exchanges and the making, enabling and keeping of promises (Lamb. Hair. Mc Daniel,

Boshoff and Terblanche. 2000: 179). The recent trend towards relationship marketing

suggests the relevance of marketing to education.
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1998:www.marketinged.com) is of the opinion that, in building relationships, institutions

should develop and maintain strong relationships based on positive interaction and

perceptions. He believes that relationship building and maintenance is the essence of

marketing. In the article he states that many institutions are trying to learn everything

they can about their audiences. They have realized that people on the other end of

marketing exchange are critical to their success. Although marketing has evolved over

the years, Shoemaker (in Topor, 1998: ww\",.marketinged.com) indicates that after a full

decade of discussion about the merits of strategic planning and marketing in higher

education, marketing has not been uniformly accepted.

2.4. The need for marketing in higher education

Although many higher education institutions engage in marketing practices, not many of

them follow a philosophy of marketing. which is made up of three core elements:

Customer orientation

Total company effort, and

Long-term objectives and profitability.

As pointed out by Kotler (in Nicholls, Harris, Morgan, Clarke and Sims, 1995:31-38), a

customer orientation towards marketing holds that success will come to organizations

that best determine the perceptions, needs and wants of their target markets and satisfy

them through the design, communication, pricing and delivery appropriate and

competitive viable offerings. Applying a customer orientation in higher education would

mean that institutions would have to understand their customer behaviour. and they
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would have to offer programmes that their customers needs. Although it is evident that

educational institutions should become involved in marketing, there is a concern that

higher education institutions do not fully understand customer orientation and how far

they need to understand the wants and needs of those customers. The issue is further

complicated by the fact that marketing requires a total effort by all departments, meaning

that the responsibility of marketing lies with everyone in the institution, not only the

marketing department. Academics should not lose sight of their professional aspirations,

but in today's changing educational environment a new balance must be found between

commercialism and professionalism, with the adoption of a marketing orientation

(Nicholls, Harris, Morgan, Clarke and Sims, 1995:31-38).

Shoemaker (1998) claims that for higher education institutions to embrace and receive a

full measure of value from embracing a marketing orientation there must be an

understanding that marketing is a culrure that must be pervasive thtoughout the

institution. This means having a clear appreciation for what marketing comprises. All

institutional stakeholders must understand and support essential enabling marketing

strategies. Marketing also helps organizations achieve long-term objectives. The

National Plan for Higher Education has set objectives for higher education instirutions in

South Africa. The plan has brought about radical changes in the structure and funding of

higher education institutions, as they now operate within a much greater competitive

context. As a result, higher education institutions need to incorporate a greater marketing

orientation into their strategic planning process to acquire a competitive edge (Harvey,

1996:23-32).
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Higher education institutions need 10 take cogrusance of the fact that marketing is

currently in the relationship marketing era and, as the name implies, relationship

marketing means developing long-term bonds with users by making them feel good about

how an institution of higher education relates to them. Many non-profit organizations

such as educational institutions have until recently rejected the idea of marketing as a

means of growth and even survival (Rix, 200 1:20).

Customers are at the focal point of marketing. Before higher education institutions can

satisfy the needs of its customers, customers have 10 be identified.

2.5. Who are the customers of higher education?

It is evident that for higher education institutions to survIve. identification and

satisfaction of customer needs are vital. However. before customer needs are satisfied.

higher education institutions need 10 identify their customers. Many researchers ee the

identification of customers as problematic. because there are so many groups of people

who can benefit from this service.

Macbeth (in Harvey, 1996:26-32) suggests that there are four groups of people who

benefit from an education system:

the student (who receives the instruction),

the parent (who delegates authority).

the administrator. or state authority

and society.
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Robinson and Long (in Conway, Mackay & Yorke, 1994:31) distinguish between

pnmary, secondary and tertiary customers. They see primary customers as being

students, secondary customers as the paymasters, i.e. local education authorities,

employers and tertiary customers as validating bodies, ex-students, employers and

parents (Conway, MacKay and Yorke, 1994:31).

Rudduck et al. ( in Harvey, 1996:26-32) regard students as the pnmary clients of

education and parents, employers, society as secondary beneficiaries. Owing to the

vocational nature of higher education, Conway, MacKay and Yorke (1994:3 I) claim that

students can either be seen as customers (with courses as the higher education products)

or as products with the employers being the customers.

For the purpose of this study, students will be viewed as customers of higher education

because traditionally most of the institutions' marketing efforts are directed at satisfying

the needs of the student. Parents, employers and society will be regarded as secondary

customers because of their influential role in the student's choice of course and

institution.

2.5.1. Profile of student markets in South Africa

In South Africa, the pool from which tertiary institutions recruit their students has

decreased due to the decline in matriculation exemption, which is an entrance

requirement for most tertiary institutions. In an artempt to increase the pool of recruits to
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higher education, the ministry has decided to recruit non-traditional students i.e. workers

and mature learners, in particular women and the disabled (National Plan for Higher

Education, 200 I:28). The lational Plan funher suggests that the South African

Development Communities (SADe) is an untapped market.

Institutions across South Africa have also seen a shift in the demograplllcs of student

enrolments. More specifically, between 1993 and 1999, African student enrolments

decreased by 7 000 in lllstorically black universities;

increased by 22 000 in the historically black technikons;

increased by 10000 in the historically white English-medium universities;

increased by 56 000 in the historically white Afrikaans-medium universities;

increased by 49 000 in the historically white technikons; and

increased by 22 000 in the two dedicated distance education institutions.

(National Plan for Higher Education, 2001 :37)

There is a perception that white students. influenced by perceptions of instability and

declining standards at state-funded institutions. are moving to private higher education

institutions. There is also a perception that technikon qualifications are more likely than

university qualifications to increase employment prospects. Institutions have seen a

change in student enrolments by gender. Female students in the lllgher education system

have risen from 43% in 1993 to 52% in 1999. What remains hidden, however. is that

blacks and women students are severely under-represented in science, technology.

engineering and commerce. Post-graduate programmes are also under-represented and
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this impacts on the human resource needs at senior management levels in the private and

public sectors.

In the Western Cape, the area in which this research was conducted, student enrolments

in the five public tertiary institutions are expected to remain constant in 2002. Any

institutional growth will be at the expense of the other institutions (Bunting, 2000).

It is clear that the customer mix for higher education institutions in South Africa has

changed. It is heterogeneous in nature, and higher education institutions need to engage

in market segmentation and positioning, which is an imponant marketing function.

Higher education institutions need to recognize that these di fferent customers have

differing needs and wants. Harper and Cross (1999: 12) state that there are serious

challenges for institutions in that they have to develop a conducive campus climate,

redirect their programmes and methodologies and generate effective strategies to cater for

an increasingly diverse and complex student population. Once again the need for

institutions to become more marketing focused is emphasized.

Although institutions have submitted five year strategic plans to the Minister outlining

the size (total enrolments) and shape (type of public higher education institution) of each

institution, the question still remains: ··How market-driven are higher education

institutionsT

2.6. Marketing tools appropriate for Higher Education

Marketers of educational services need to understand the development of marketing

strategies and use the tools of marketing referred to as the marketing mix or the 4p·s to
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satisfy customer needs. For higher education. which is classified as a service, 7 p's have

been identified as products, price. promotion. place, people. process and physical

evidence. All seven elements will be covered in tenns of their implications for higher

education. The elements of the marketing mix for higher education can be seen in Figure

2.1.

Figure 2.1: Elements of the marketing mix for higher education

Product Price Place Promotion Processes Physical People
evidence

Knowledge Fees Location Promotional logistics Premises Capability
and skill Financial Delivery nux Service Atmosphere Efficiency
Programmes aid methods delivery tmage Effectiveness
Buildings Student
Social interaction
activities lntemal
Cultural marketing
activities
Spons
facilities
Residences

Source: Adapted from: Brassington and Penitl. 1997:927

2.6.1. Product

A product is a physical item. service. idea. person or place that is capable of offering

tangible and intangible aruibUles that indi"iduals or organizations regard as so necessary.

worthwhile or satisfying that they are prepared to exchange money. patronage or some

other unit of value in order to acquire it (Brassington. Penin. 2000:262).

Education is classified as a service. In a review of marketing in the service industries.

Edgen and Perkinson (in l\'ichols. el.aI.1995:31-38) point out that it is generally accepted



that the marketing of services is different from the marketing of physical goods and

therefore req uire separate treatment.

Rushton and Carson (in Harvey, 1996:26-32) define the characteristics which service

industries have in common (all of which is applicable to education) and which distinguish

them from manufacturing industries as:

1I1Iangibility:- The intangibility makes it difficult for potential customers to assess

the quality of the service, except by looking at the tangible elements.

Helerogeneity:- The human element involved means that they cannot be

standardized. The people involved, providers (academic staff) and customers

(students) are all different and therefore homogeneity cannot be achieved.

Teaching is dependent on the teacher's interpersonal skills and social interaction

with groups of students. Even if the curriculum is prescribed. how staff members

teach and how students respond will vary.

Perishabilin-:- The process of education is perishable because it is consumed

partially at the point of delivery. In education, a lesson missed by an absent

student cannot be repeated exactly as taught originally. although much of the

content may be conveyed. Web based materials may also reduce perishability.

InseparabililY:- The provision of a ser\'ice cannot be separated from its

consumption. This is particularly the case with education. where students'

participation in their learning is a critical success factor. Education has long been

undertaken within a group. Effecti"e!y, students both produce and consume the



educational product, knowledge. Some institutions turn their inseparability into

their advantage by featuring their providers as part of the benefit of the service.

Brassington and Pettin (2000:262) further state that whatever the product is, it can be

broken down into bundles of benefits that mean different things.

Figure 2.2 shows the basic anatomy of a product as a series of four concentric rings

representing the core product, the tangible product, the augmented product and the

potential product.

Figure 2.2: The anatomy of a product
~-----

Potential product

Augmented product

Tangible product

~reprOd~

Source: Brassington and Penin, 2000:262

(i) Core product

The core product represents the main reason for the existence of the product. Smith and

Cavusgil (1984: Ill) identify the product as an intangible offering. w'hich includes the

creation of knowledge and skill. The intangibility of the product makes it difficult for
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potential clients to assess the quality of a servIce, except by looking at the tangible

elements associated with it (Harvey, 1996:26-32). The definition of the core product is

important, because it influences the next layer, the tangible product.

(ii) Tangible product

The tangible product is the means by which marketers put flesh on the core product,

making it a real product that communicates the offer of the core product (Brasington and

Pettit. 2000:263). For higher education institutions, the courses, subjects, libraries and

the physical surroundings can be viewed as tangible.

(iii) Augmented product

The augmented product represents the add-on extras that may be used to increase the

product benefits and attractiveness. Social activities, cultural activities, job placement.

spoI1s facilities and residences can be viewed as add-on extras. With regional

collaboration between five public higher education institutions in the Western Cape,

institutions try not to complete with each other on the basis of programmes that are

offered, however instilUlions can use this aspect of the product to differentiate themselves

from their competitors.

(iv) Potential product

The potential product acknowledges the dynamic and strategic nature of the product. The

potential product reflects what must be done in the future. Institutions have over the

years. changed the curriculum. course offerings and programme to suit their customer

needs. The five institutions in the Western Cape. through the Cape Higher Education

Consortium. attempt 10 reach consensus with regard to programmes offered. to avoid

overlap and duplication. Ramphele (in Vergnani. 2000: page?) states... There are not



too may institutions, but too many institutions lI)'ing to do the same thing. An element of

restructuring is to assist institutions with a fundamental re-examination of their own

strengths and where they have the capacity to grow and develop quality programmes in

the future."

All four layers of the product lead to the customer's satisfaction.

The complexity ·of educational products makes marketing a terribly difficult task.

Businesses rely on repeat sales and brand loyalty, but for most students, one single choice

is made during a relatively immature age. However, in future students will have more

portability due to the National Qualifications Framework (NQF). The NQF is a means of

transforming the education and training in South Africa and has been designed to create a

single, integrated national education and training framework for the whole nation. It will

make it easier for learners to enter the education and training system and to move and

progress within (Isaacs: 2000:3). This will enable students to select subjects that will

ultimately be recognised as a qualification.

2.6.2. Price

Price is the value that is placed on something. From a buyer's perspective, pnce

represents the value anached to whatever is being exchanged (Brassington and Penin.

2000:382). Nicholls. Harris, Morgan. Clarke and Sims (1995:31-38) identify price for

higher education as fees, bursaries. and administrative requirements. Smith and Cavusgil

(1984: 112) state that pricing includes ruition and financial aid offerings.
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As education is intangible, its pricing can be difficult to set and to justify (Brassington

and Pettitt, 2000:953). Higher education institutions, although free to decide their own

prices for different courses, must consider donor assistance, their competitors, and the

perceptions and needs of students. Price is normally used to measure quality.

Institutions should be careful of opting for low student fees as a method of attracting

students, because such institutions could be viewed as low prestige ones. However,

considering the difficult economic times in South Africa, pricing could become a major

determinant in a student's choice of institution. rather than prestige. There is also the

question of what is affordable to impoverished students. While funding to the national

student financial aid scheme increased from R296 million in 1998 to R385 million in

1999, administrators say it does not meet the demand (Vergnani, 2000).

The government also pays a pnce through subsidizing public higher education

institutions. The South African government spending on universities and technikons

during 200212003 will be more than R8-billion. This represents 13.5% of the total

government allocation to education. More than R7-billion will be allocated to

universities and technikons in terms of a subsidy fonnula based on student enrolments,

achievements and support for research. Another R I-billion will be provided mainly for

financial aid schemes, redemption of loans. research grants and suppon for post-graduate

students.
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In exchange, the government in South Africa expects public higher education institutions

to produce high quality graduates, and to produce knowledge and knowledge-based

services to fuel economic growth to enable them to compete on a global scale (The

Sunday Times. 3 February 2002:page~).

2.6.3. Promotion

Students need advice and suppon when making choices. panicularly in the face of such a

large number of levels and types of programmes. Before institutions can decide on which

promotional tools to use, institutions need to understand how students make decisions

about which higher education institution to anend. The students' decision-making

processes are covered in Chapter 3. Higher education institutions use many different

tools to anract students. Marketing communication tools arc covered in Chapter 4. The

focus of this study is to determine the effectivencss of open days and exhibitions used as

marketing communication tools to atlract first-year students.

2.6.4. Place

Place can include delivery methods. location. timetables and teaching styles. Educational

services are supplied directly from the pro\'ider (institution) to the consumer (student).

This direct supply takes place at a panicular location. Location can refer to the

geographic location and the place in which the learning takes pia e. for example the

lecture room or lecture theatre. With the di\'erse nature of students in public higher

education institutions. deliYery methods haye changed. Teaching styles need to de\'elop
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students who have computer skills, knowledge configuration skills, information

management. problem solving, team building. networking, negotiation, competencies and

social sensitivity (National Plan for Higher Education, 2000:31).

2.6.5. People

To some extent the quality of the service depends on the personal skills and attributes of

each provider within an organization, who is in contact with the client (Harvey. 1996:26­

32). If staff members are committed and enthusiastic. this could enhance the student's

expenence. The quality of the service delivered could have a major impact on the

institution in the future. Staff can also attract potential students through their reputation.

Heskett et al. (in Brassington, 2000:957) highlights the connection between employee

and customer satisfaction within services in Fig. 2.3.

Brassington and Penitt (2000:27. 957) state that people add, alue and a dimcnsion to the

marketing package way beyond the basic product offerings. The ability of staff to cope

with customers. to deliver the service reliably to the required standard and to present the

image consistent with what the organization would want are ,·ita! concerns. This is

known as internal marketing. In the submission of their five-year rolling plans.

institutions will have to indicate how they are going to de,·elop their staff to produce

student who can compete globally.
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Figure 2.3: Service qualit),: Expectations, perceptions and gaps

Expectations of- Marketing actions
- Word-of-mouth Access - Tangibk-s Service
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Source: BrassinglOn and Penin, 2000:957

2.6.6 Process

Process covers logi tics and service delivery. Marketing requires a system 10 carry DU! the

exchange process. From a marketing perspective. higher education management must

gi\'e careful consideration to ser\'ice delivery. Quality controls must be built in so that the
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student will know what to expect each time the service is consumed. Higher education

institutions in South Africa face challenges in terms of the demands of continuous

assessment and the requirements of the ational Qualifications Framework. The diverse

narure of student profiles presents a gap in terms of service delivery. Members of staff

have to develop teaching methodologies that address the dysfunctional school system and

develop competent products that can compete globally.

2.6.7 Physical evidence

Brassingron and Peltit (2000:27) identify physical evidence as singling out some of the

factors of the traditional 4p's approach such as atmosphere, ambience, image and design

of premises. For image, physical evidence would relate to the lecture theatre in which

students learn. It is evident thar physical evidence goes beyond the concerns of "being

neat and tidy"·. One of the reasons students attend exhibitions and open days at

institutions is to experience the ambience of the place. When prospective students \'isit

the campus. they look for clues. Topor (1999: www.marketin£!ed.com). in his article on

the impact of en\'ironnnent on higher education users and providers. suggests that these

clues are influential in communicating an organization's image and purpose, and may

strongly influence a user's ultimate satisfaction with the en·ice. He further uggests that

the institution' environment should support the needs of both sen'ice pro\'iders and users

simultaneously.
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2.7. The marketing environment in which higher education operates.

Institutions of higher education will no longer be able to rely on student enrolmems as

indicators of growth. Growth ,,~ll increasingly reflect the institution' s ability to monitor

and adapt to the continuous changes taking place in the marketing em~ronmem, to

identifY opportunities and threats. The factors that can present opponunities and threats

can be classified as political, social, technological, economic and competitive (Lamb er

al.,2000:34).

2.7.1. Political factors

The transformation of education through the National Plan for Higher Education (200 I)

is a political goal that has been set in order to serve the ends of democratization. This

transformation includes:

Producing graduates needed for social and economic development

Achieving equity in the South African higher education system

Achieving diversity

Sustaining and promoting research and

Restructuring the institutional landscape of the higher education system

The aims of this transformation are [0 promote the quality of education and meet the

demands of the South African economy.

2.7.2 Economic factors

The impact of higher education on the economic enyironment is twofold. Firstly higher

education contributes to the overall human resource need of the countrv. Badat (1999)



Slates that South Africa' s transition is occurring during a period that has witnessed the

emergence of a global economy and changes in the world captured by [he concept of

globilisation. A challenge that faces higher education institutions is 10 produce, through

research and teaching-learning programmes, the knowledge and human resources that

will enable South Africa to engage with and participate in a highly competitive global

economy.

Colin Bundy (Leadership. February 2000:) claims that the inability of students to pay

fees. with the resulting bad debt, is affecting every single campus and is not a problem

that can be fixed at campus level. The problem is a fundamental mismatch between

providing student access, which most institutions are committed 10, and the inability of

many families 10 pay fees (Leadership. February 2000). Many institutions have adopted

a policy of not allowing students with debt to register. This has led to a further decrcase

in student enrolments. Howe,·er. institutions need to consider the social and economic

onsequences for South Africa.

2.7.3 Social factors

Social factors include anitude. values and lifestyles (Lamb el al..2000:34). Social factors

will determine where a student chooses to study. what to study and what fees to pay.

Subotzky and Cooper (Mail and Guardian. 22 Ylarch 2000:) say a crucial fa tor shaping

recent trends of an increase in black students at white technikons and uni,·ersilies. and a

decrease in white students. has been student and parental choice rather than government

policy. Students claim that getting a degree or diploma to land a well-paying job and so
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move out of a working-class environment, is an important factor in students' choosing

what to study and where. SUbotzk}' and Cooper (Mail alld Gllardian. 22 March 1000)

funher indicate that students prefer technikons to universities due to the foIlo,,-ing:

Lower cost

The perception that science and business are easier to study there. and

Technikons are more vocation specific and therefore the chances of employment

are bener.

The lack of role models in science and engineering also affect enrolments. Although

there has been an increase in black women entering higher education, there is still an

under- representation in Science, Engineering, Technology, Business and Post-graduate

programmes. Peninsula Technikon, in an at1empt to improve the enrolment of female

students in engineering, host a ··V.,romen in Engineering" week.

The AIDS epidemic will also have a major impact on higher education institutions. The

infection level for technikon undergraduate students is currently close to 14.5% and will

have increased considerably by 1005. HIV/AIDS has the potential to affect the demand

for education and the potential consumers of education_ The primary customers of higher

education are students. most of who are in the 19-30 age group. This is the age range

within which HIV infection normally peaks in mo t countries. The presence of AIDS­

infected indi,·jdua]s in the student and academic community necessitates new forms of

social interaction. HIV AIDS therefore al 0 has the potential to affect the supply and
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process of education. Higher education institutions will therefore need to take the impact

of HIVIAIDS into account in their strategic planning.

2.7.4 Technological factors

If South Africa wams to remain competitive globally, higher education institutions need

to embrace information technology. Institutions need to give some serious thought to

what it means for teaching and learning. in recent years the concept of e-Ieaming has

gained acceptance in other developed countries. E-leaming is basically the use of

technology to design, deliver, select, administer and extend learning. This however has

implications for higher education with regard to learners having access to databases and

websites, and staff members needing to be trained in the use of technology within the

learning environment. Students also have greater access to education globally through

technology.

2.7.5 Competitive environment

Government expenditure of higher education as a percentage of Gross Domestic Product

was at 0,72% in 2001/2002 and is projected to decline to 0.68% in 2003/2004 according

to the Medium Term Framework.

The Council on Higher Education (National Plan for Higher Education. 2000:9) argues

that a competition driven higher education results in:-

A lack of institutional focus and mission coherence
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Rampant and destructive compelIlIon m which historically disadvantaged

institutions could reinforce its inherited privileges

Duplication of activities and programmes

Excessive focus on paying programmes

Little attention to social and educational goals, and

Insufficient a!lention to quality.

The competition driven developments have thus far given rise to distance education

programmes and private higher education institutions. These developments are In

contradiction to the White Paper, which calls for an approach based on collaboration and

attention to national needs. However. this does not mean that institutions are not allowed

to compete with each other. Competition between institutions that serves to promote and

enhance innovation and quality is welcomed by the Ministry of Education. but must be

regulated within a framework that will facilitate and sustain higher education. The Cape

Higher Education Consonium (CHE) hopes to facilitate this in the Western Cape. Therc

also needs to be more regulation regarding public higher education institutions so that

they can compliment the public institutions.

For higher education institutions to address the changing environment that is described

here, educationalleadeTShip should develop a strategic marketing framework.

2.8. Strategic marketing planning in higher education

Shoemaker and Muston (1998:www.marketinged.com) state that for higher education

institutions to embrace and recei"e a full measure of "alue as a result of embracing a
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marketing orientation, there needs to be an understanding that marketing is a culture that

must be practiced throughout the institution. This means a clear appreciation for what

marketing comprises and what it can do for the institution. An institution-wide marketing

orientation means involving individuals in developing a marketing attitude, sharing

expertise, building commitment and good communication. Marketing should be the

foundation of the institution's strategy.

Figure 2.4 illustrates the marketing strategy process that can be employed by higher

education institutions. Cravens (2000:31) states that strategic marketing is a market­

driven process of strategy development that takes into account the constantly changing

environment and the need to achieve high levels of customer satisfaction. The focus of

the organization is on its organizational performance. Strategic marketing links the

organization with the environment and views marketing as a responsibility of the entire

organization rather than as a specialized function. Higher education institutions can

benefit from following the marketing strategy process presented in Figure 2.4.

The situational analysis includes a product market analysis. market segmentation.

competition analysis and continuous learning about markets. These analyses guide the

choice of marketing strategy by the institution. The objective is:

to describe the consumers of higher education.

to understand why they chose a panicular course.

to understand the size of the market and

to understand which other institutions are competing in the market.
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Market segmentation further identifies at which group of students the instirution is going

to direct their products. Competitive analysis requires institutions to identify their key

competitors. Because these markets are ever changing. the institution needs to have

continuous information on the impact of the environment so that they can make more

informed decisions.

Figure 2.4: The marketing strategy process for higher education institutions

I
lnstitution's mission II

~
Marketing

opportunity analysis

+
Marketing strategy

T

Student market Institutions marketing Environment
strategy objectives

Political

~ l ~ Economic
Social

.\1arkeling mix 7 p's Competiti' e
Technology

Product, Price, Promotion. Placc. Process.
People and Physical e\'idence

+
I Implementation I

-,
~

I Evaluation I

Source: Adapted from Lamb. Hair & Mc. Daniel. 1000:31

Designing the marketing strategy is the second phase. The situation analysis serves as a

guide for instirutions in identifying the target market, and their positioning strategy. The
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positioning strategy will indicate how the institution will position itself in order to satisfy

its customer needs. The relationship strategy will outline the collaboration with the

students, other instirutions, goyemmenr. parents and staff.

The third phase consists of developing a market-focused programme. Specific marketing

mix strategies, such as the 7p's discussed earlier. must be developed to implement the

positioning strategy.

The last phase consists of implementing and managing the marketing strategy. This is the

action phase of the marketing strategy which focuses on implementation and design.

This process is ongoing and higher education institutions need to realize that marketing

does not take place in a vacuum.

2.9 Summary

The literarure reVIew implies that marketing prin iple and practices are applicable to

higher education. It is clear that higher education instirutions need to become more

customer-oriented by identif)~ng customer needs. This means that instead of students

compering for selecrion. instirurions should actiwly market themselves. making student

more aware of how the higher education instirution can satisfy their needs.

39



CHAPTER 3

MARKETING COMMUNICATION

STRATEGIES FOR HIGHER EDUCATION

INSTITUTIONS

"Our presellt choices determille ourfiliI/re rewards"

Anonymous
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3.1 Introduction

The face of higher education in Soutb Africa is changing and institutions will have to find

effective ways to meet the challenges of:

decreased government funding,

the influx of private higher education institutions.

decreased student enrolments and

the transfonnation of higher education through the National Plan for Higher

Education.

Many higher education institutions are turning to marketing communication tools to

publish courses in an attempt to maintain market share. Some institutions have

established communication departments or allocated more funds to marketing. while

others have appointed marketing managers and external communication companics to

oversee their promotion activities.

It has become clear that higher education institutions have discovered the importance of

communicating effectively. and have turned their attention to using advenising on radio,

television. newspapers. buses. taxis as well as using traditional open days. There has been

a shift towards more professional approaches to brochures and promotional material.

Higher education institutions can no longer depend on pass-rates to attract students.

This chapter aims to gIve an overvIew of the following with reference 10 higher

education:

Understanding the communication process

Understanding the concept of integrated marketing communication and how It

relates to higher education institutions

The steps an institution takes when planning marketing communication strategies.

and

The elements of the marketing communication mix.
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3.2. The communication process

Before an institution can develop a marketing communication plan they need to

understand the communication process. Communication is viewed as a two-way process.

The communication process involves the following eight elements as shown in Figure

3.1.

Figure 3.1: The communication process

Message

Encoding

Feedback

Source: Kotler & Armstrong. 1999:424

Media
Decoding

Response

Receiver

To explain Figure 3.1, consider the example of an ad,·enisement placed by a higher

education institution. The communicator is the adveniser (higher education institution)

who needs a cenain reaction from the receiver (the target audience. who are prospective

students). The communicator must know the receiver well in order to encode a message

(using codes such as pictures and words) that will elicit the required reaction. The

message is contained in an advenisement in the mass media (newspaper. radio Or

television). The prospective student pays anention to the message and must interpret

(decode) its meaning. The sender anticipates that the prospective srodent will react. The

communicator receives feedback through enquiries from students or through application

to the institution. The ,,·hole communication process is affected by noise. :"oise

interferes with the acceptance of the message. The ommunicator causes noise when the
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message is encoded incorrectly and when the incorrect media is used. Noise is also

caused by messages from competing higher education institutions that can confuse the

prospective student (Strydom, 1998: 153).

For the message to be effective, the encoding process must mesh with the receiver's

decoding process. Higher education institutions therefore need to use words and symbols

that are familiar to the receiver. A more comprehensive communication model seen in

Figure 3.2 was developed by Koekemoer (1998:35). The sender's ability to successfully

encode the message depends on his or her knowledge. past experience. feelings, emotions

and anitudes, as well as his or her knowledge of the receiver's past experience. feelings.

emotions and anitudes that will motivate the receiver to act.

The model applies to higher education institutions in the following way:

Encoding. In order for higher education institutions to encode successfully,

knowledge of the language of their prospective students. knowledge of forms of

communication and general background is needed. Experience in human rclations

and life in the broadest sense is also required. Feelings or emotions also play an

imponant pan. It is vital that the institutions should have empathy for other pcople's

cultural backgrounds. Anitudes can cause barriers to communication if thc sendcr's

attitude is completely different to the receiver' attitude.

The encoded message. The identification of the appropriate intended message

comes from the communicator's understanding of the target market. Higher

education institutions therefore need to fully understand the target markets.

Message transmission happens through a medium or channel. The medium of

communication the sender chooses is the means of communication. Higher education

institutions use many different channels to communicate with prospective students.

such as adwnising. exhibitions and open days. leners sent to pro pecti"e students and

school ,·isits.
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Figure 3.2: A more comprehensive communication model
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Source: Koekemoer. 199 :35

The receiver. The recei\'er. who is the prospective srudem. must ha\'e the ability

to decode. The student's ability to decode the message in many instance tS

influenced by hi 'her past experiences. feelings. emotions and attitude. The

interpretation of the message by the receiver is also dependent on the receiver"

perception ofthe institution. The students must also be aware of the message,



Response. Through communication the institution has an opportunity to influence

the student's behaviour by:

creating awareness,

positioning themselves in the mind of the student,

changing the student's attitude toward the institution,

or by encouraging the student to apply to the institution.

It is clear that for higher education institutions to communicate effectively with

prospective students, they need to develop an understanding of their target audience and

their behaviour. This topic will be covered in Chapter 4.

3.3 Integrated Marketing Communication

Marketing communication is currently in the era of Integrated Marketing Communication

(lMC). Integrated marketing communication is the concept according to which an

institution carefully integrates and co-ordinates its many communication channels to

deliver a clear. consistent and compelling message about the organisation and its products

(Kotler & Armstrong, 1999:439).

For higher education institutions, this means that the institution co-ordinates all its

communication channels. The concept requires a complete communication programme

that involves sta1T behaviour, every interface the institution has with its students.

stakeholder influences and the community at large. Zeithaml and Bitner (2000:405)

suggest that a more complex integrated form of communication is needed for services.

Not only are external communication channels impot1anl. but internal communication

channels must also be managed so that the same message is communicated to the

customer. As figure 3.3 shows, this requires that both vet1ical (typically called internal

marketing communication) and horizontal communication across departments is

necessary. Zeithaml and Bitner (2000:405) has named this more complicated version of

lMC Integrated Services Marketing Communication (ISMC). This requires that everyone

involved with communication clearly understand both the institution' s marketing strategy

and its promise to its students.
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Figure 3.3: Communication and the services marketing triangle
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Source: Zeithaml & Bitner, 2000:403

Schultz (in Koekemoer, 1998:4) is also of the opinion that it is impossible for a marketer

to establish efTective communication with target consumers using only mass techniques

like advertising and publicity. He believes that it is the rapport. the empathy. the

dialogue, the relationship and the communication the marketer establishes with the

prospect that makes the difTerence,

3.3.1. External marketing communication

Firstly the instirution uses external marketing communication, which extends from the

instirution to the srudem, and this includes the traditional communication 100ls such as

advertising, public relations, sales promotion and direct marketing. These tools will be

discussed in detail under the marketing communication mix.

3.3.2 Interactive marketing

Secondly. interactive marketing communication im'olves the messages that stafT giw to

srudents through channels such as personal selling. which would include exhibitions and
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school visits as well as customer service centres. These tools will also be discussed under

the marketing communication mix. interactive marketing also includes classroom

interaction. In order for adminisrration and academic staff to send the same messages.

that was sent through external marketing communication, the institution must manage

internal marketing.

3.3.3.Internal Marketing

Internal marketing can be defined as: ..... the process of planning and executing marketing

activities aimed at the creation and improvement of exchange processes within the firm.

with the objective of accomplishing the firm's objectives and processes in a more

efficient and effective way" (Lamb er al.. 2000: 191).

Internal marketing is also very important in the delivery of the promises made by the

marketing function to external markets. The foundation for maintaining relationships is

the fulfilment of promises made to customers regarding what they can expect and how it

will be delivered. Marketing communication elements communicate these promises.

Internal marketing makes the keeping of those promises possible. For the internal market

to be effective. it must be empowered to deliver promises. This means ensuring that

employees possess the necessary skills. abilities. tools and moti"ation to delivcr. Intcrnal

marketing depends on exchange processes to make it function properly. The following

exchange processes can be identified:

Exchange proces between the institution and the employees. The best employees

should be recruited to accomplish the institution's objectives and the institution in

turn should offer the employees sufficient benefits to retain them

Exchange between top management and the departments. The main objective of

these exchange processes is to create conditions that enhance sound practices.

Srrategic plans are developed from the top down. Departments are responsible for

achie\'ing these objectives

Exchange processes between departments. A feature of marketing-oriented

institutions is the exchange of information between departments. and

Exchange processes between depanments and its employees. Exchange processes

between departments and employees primarily focus on mana2ement tasks such
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as co-ordination, leadership and the allocation of tasks and budgets. The goal of

internal marketing is to improve the synchronisation of all activities

Internal marketing is beyond doubt very important for external marketing (Lamb et al.

2000: 191-192).

Integrated marketing does not only have implications for the institution, but the student

also plays a vital role. The following must be considered when [he higher education

institution plans integrated marketing communication strategies:

How do students perceive the institution?

Why do they anend the institution?

How do they perceive other higher education institutions?

How will the student benefit by anending a higher education institution?

How will the institutions make the benefits they offer believable to student ?

How do we distinguish ourselves from other institutions?

What action does an institution want students to take as a result of communication

etTorls?

V{hat are an institution's contact points. so that its message can reach the targeted

students? (Koekemoer, 1998:3-4).

Integrated marketing communication also entails carefully working out the roles the

various marketing communication mix elements play in the marketing mix. Promotional

activities are co-ordinated and each campaign is carefully monitored to improve the use

of the marketing communication tool.

3.4 Marketing Communication Planning and Strateg)'

Koekemoer (2000: 16-1 ) explains the process in\'ohed ID planning a marketing

communication strategy (See figure 3.4).
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Figure 3.4: Marketing communication management process
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Source: Koekemoer. 1998: I7
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3.4.1.1

3.4.1 Step 1: Performing a situation analysis

This includes the examination of the following:

Internal organjsational strengths and weaknesses.

The institution has to review its monetary resources. Funds allocated

towards communication or promotion will determine the tools that can be used to

promote the institution 10 prospective students

Established policies and procedures. Institutions may be guided by their

five-year rolling plans submitted to the Minister of Education in 200 I to attract

the desired profile of students. Emphasis on promoting cenain courses may also

be due to the increased emphasis by the Government on Science and Technology

Personnel. Some institutions have more personnel to market the higher

education institution, while others may have a smaller staff complement who are

expected 10 perform the same functions and deliver the same results

Management track record. The management of higher education is also

crucial 10 the success of the marketing communication strategy. Management

must understand the benefits of investing in a communication strategy.

Management should also realise the imponance of being marketing oriented.

Higher education is changing considerably and management styles therefore ha\ e

to adapt 10 a more business-like setting.

History of the brand. The brand of the institution should embody the

vision, mission. values, culture and Slyle of the institution. Students form their

own image of the institution through exposure to messages. signage. stalT

behaviour. advenising, communication with other students and the environments

in which they operate. The student makes judgements about the way an

institution uses its image. The institution must therefore ensure that the student's

perception of the institution is the image the institution imends the student to

have. The institution's identity and the stafTs underslanding of that identity play

an imponant role in creating a good reputation. The crucial point is that

ad\'enising, exhibitions and open days are only pan of the institution's

ommunication programme. The m-titution"s courses, administrati\ e stalT,
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academic staff and interaction with students at all levels contribute towards the

institution's brand image.

Reputation. An institution can build a good reputation by matntaining

good relationships with students. If this is properly managed, an institution with a

good reputation:

Becomes the prospective students' first choice and

Enables the institution to recruit the top students from the top

schools in the country

It also helps the institution become the first choice to recruit graduates (Slack,

2000:35). Building a good reputation is an investment that will cost money, time

and commitment.

3.4.1.2. Market segmentation and positioning. For institutions to develop

effective communication strategies, it is vital that they base the plans on target

market research information. The process of evaluating a service and how the

student, tn relation to other institutions, perceives it. is the key to marketing

success. Segmenting or dividing potential students based on common

characteristics is necessary in order to deliver programmes and anributes in ways

that are significant to the potential student. Communicating these anributes. as

perceived by a target audience member. in terms and ways that are meaningful, is

particularly important. Higher education institutions can use different bases such

as demographic characteristics, lifestyle characteristics, service usage or loyalty to

the institution. By focussing on the perceptions of students in terms of values and

quality, institutions can decide to react to these preferences. Institutions could

modify their programmes. offerings and attributes including monetary costs Or

expenditure of time and effort on the pan of the users. They could also modify

their promotional strategies and where their marketing events are located.

However. this concept has been \'ery difficult for higher education institutions to

accept. The ability to achie\'e product significance based on target market
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research will become more imponant as audiences shrink and pressure builds.

Higher education institutions should be motivated to research, plan and execute

market segmentation if the result exceeds what the result would be without such

modification and input effon. This idea of productivity, benefit, achievement and

related accountability is imponant to recognise, especially at many of the

institutions that face diminishing resources, budgetary problems, tightening

markets and declining pools of students. This will require the addition or deletion

of service aspects as well as a repositioning of current services.

Market segmentation, perceived service attributes, institutional image and

positioning of the institution as it relates to an audience's perception of an

institution in comparison to competing institutions, form imponant pans of the

marketing mix. How well institutions understand the marketplace, educational

offerings, perceptions and attitudes of students. related strategies, internal realities

and competitive environment form the basis for the marketing plan.

Rather than thinking of target audiences as an undefined group of potential users,

attendees, donors or students, institutions are able to use market segmentation to

divide and define external and internal targets. Market segmentation helps the

institution to understand their internal offerings as perceived by the students and

helps to define their target audience (Topor. 1998: www.marketinged.com).

3.4.2. Step 2: Setting marketing objectives

The marketing objectives for higher education institutions are set III accordance

with the institution's strategic objectives. The communication objectives in turn are

set in accordance with the marketing objectives.

3.4.3. Step 3: Determining the marketing communication bUdget

This involves the determining of monies allocated to each marketing

communication mix element. The following ad index in Table 3.1 for the period



March 2001- February 2002 reflects the allocation of monies toward the various

marketing communication mix elements per higher education institution in the

Western Cape.

Table 3.t: Ad index for higher education institutions in the Western Cape

March 200t-February 2002

Higher Total(R) Print(R) Cin.ma(R) Radio(R) Outdoor(R) TV I ntcrnet Knock

Education (R) (R) and

institution Drop

(R)

Cap" 673863 558363 0 J 15500 0 0 0 0

Technikon

University 1331957 392275 0 4050 0 935632 0 0

of Cap.

Town

Peninsula 344529 303870 0 40659 0 0 0 0

Technikon

Uni"ersi~' 1947850 1868466 0 79384 0 0 0 0

of

Stt>J)rnbosch
I

1.,;ni,'ersity 869380 740:!82 0 1~9098 0 0 0 0

of th.

\"ester-n I
Cap" I I
Source: A.C.!\lelsen, Adindex March 2001- February 2002

3.4.4. Step 4: Management of the marketing communication mix

Within the limitations of the promotion budget and the monies allocated to each

of the marketing communication mix elements. institutions ha'"e to sel objecti'·es.

develop a strategy. decide on a method and implement the strategy. The

marketing mix elements and its role in higher education will be cowred later in

this chapter.
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3.4.5. Step 5: Coordination and integration of efforts

The issues involved here are:

How to achieve a proper balance between the vanous marketing

communication mix elements to get the best etTect

Scheduling the activities

tilisation ofpersonnel and outside agencies, and

Budget appropriation revision to allocate resources strategically to the

various mixes elements

3.4.6. Step 6: Evaluation, control and follow-up

This step involves the setting of standards, measurement of each communication

element and of the programme as a whole. preparing revised strategies and

following up on the implementation.

Every effort should be made to prepare a marketing communication plan bearing in mind

the institution's culture, strengths, weaknesses, opportunitics and threats. Records should

be kept of what works and what does not. Communication tools should change to adapt

to the changing environment. Research therefore becomes central to the success of the

marketing communication plan (Koekemoer.199 : 16- I ).

3.5 The Marketing Communication ,\tix
The marketing communication mix. also referred to as the promotion mix. consists of all

the vehicles that communicate information to customers about produ ts and en·ices.

The traditional components of the marketing communi ation mix include advertising.

personal selling. sales promotion. public relation and direct marketing. Higher education

institutions can use all these elements to persuade prospccti\'e students to choose their

otTerings. The institution must decide which mix is the one that will meet the needs of

the target audience and which will enable the institution to realise the institution's

objectives.
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3.5.1. Advertising

The American Marketing Association (in Koekemoer, 1998:55) defines advertising as:

" ... any paid form of non-personal presentation and promotion of ideas, goods and

services by an idemified sponsor."

Engel, Warshaw & Kinnear (1991: 13) defines advertising as paid. non-personal

communication through various media by business firms, non-profit organisations and

individuals who are in some way idemified in the advertising message and who hope to

inform and/or persuade members of a particular audience. It includes communication of

products, services, institutions and ideas.

(Koekemoer, 1998: 17) defines advertising as any paid form of mass presentation of ideas,

products and services by an advertiser, addressed to selected target audiences with the

objective of creating awareness, reminding, inOuencing and persuading them to buy the

product or service or to be favourably inclined towards these ideas, products Or services.

Although the above definitions contain similar elements. Koekemoer's definition will be

used to outline the elements in advertising and how il relales 10 higher educarion.

From the above definitions. the following factors are involved:

Paid form:- Advertising is a deliberate paid for message disseminated Ihrough a

medium such as television, radio. cinema, newspapers, magazines, books. direct

mail. billboards, advertising on busses, laxis and at bus stops, or through

electronic media such as the Internet. e-mail and faxes

Mass communication:-Advertising is a means of communication Ihat enables the

advertiser 10 deliver a message to a large number of potemial customers at the

lowest possible cost per contact. Although the cost per comact is low. the total

cost 10 advertise is high

Advertiser or identified sponsor:- Advertising discloses the source.

Selected target audience:- Each advertisement has a target audience it IS

intended to reach. The message is tailor made to reach a selected target audience
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Objective of the advertisement:- Each advertisement has its own objective. The

common advertising objective is to create awareness of your service or brand. to

provide the target audience with relevant information about your brand or service

and to remind them ofyour brand or service.

3.5.1.1 How does advertising relate to higher education institutions?

From the ad index in Table 3.1 it is evident that higher education institutions are

investing more and more in advertising as the competition IDcreases. Print, cinema,

radio, outdoor. television, Internet and knock-and-drop are all tools used to advertise

higher education institutions. Not many institutions advertise on television as it is

expensive and reaches a general audience. Higher education is directed at a specific

target audience and most of the institution's advertising expenditure is spent on print

advertising, in newspapers, study aids, journals and posters. An advantage of newspaper

advertising is that it is geographically selective and it is directed at a specific audience.

Study aids and journals have a longer Ii fespan. Matriculants. who are the major target

audience for higher education, use study aids. This also gives them national coverage at

a lower cost than advertising. Radio advertising is also popular because it is also

geographically selective and a certain audience can be reached at certain times. Intcrnet

advertising is a new and exciting medium. It is interactive. and learner can

communicate directly with marketing officers and faculties to galD information.

Institutions can also change information immediately. Most higher education institutions

have websites. This expenditure may howe\'er not come from the marketing budget.

which is evident from the ad index in Figure 3.1.

Although outdoor advertising may not be widely used by higher education institutions.

Natal niversiry was very successful with their "Adopt a Light" campaign. which won a

Loerie Award in 2001. The concept was a commercial use of electric light standards

throughout the country. ~atal University placed posters on light stands in front of

targeted schools. The idea of the poster was that it depicted specific faculties. for

example. Engineering showed an electric light pole with zigzags in combinations and

joins at the lOp. The effect that this created was that when driving down the road one
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actually saw the light stand, rather than the poster (SA fm, 10 July 200 I). This

advertising was very appealing to prospective students and their parents. This type of

advertising is evidence that higher education institutions are shifting to more creative

advertising. Whichever medium the institution chooses to relay the message, the

institution will be directed by the marketing communication objectives, the target

audience and the budget available.

3.5.2. Personal selling

Personal selling is a situation In which two people communicate In an attempt to

influence each other in a purchase situation (Lamb et ai, 2000:310).

Personal selling is a personal presentation by a representative from the firm to make sales

and build customer relationships (Zeithaml & Bitner, 2000:404).

Personal selling is a person-to-person process by which the seller learns about the

prospective buyers' wants and seeks to satisfy them by offering suitable goods or services

and making a sale (Koekemoer. 1998: 196).

Regardless of which definition is used. personal selling is different to adl"ertising because

the communication is person-to-person and the core of personal selling is to persuade the

prospective customer to buy your product or service.

Personal selling has many advantages over advertising in that prospects are more obliged

to pay attention to a salesperson. Messages can be tailored to suit the needs of the

customer. A salesperson can communicate a great deal of complex information.

Personal selling can be specifically directed at qualified prospects. The size and cost of

the sales force can be varied. depending on the number of calls to be made. Whi le

advertising. public relations and sales promotion pave the way for personal selling. the

sales function has direct bottom-line responsibility for obtaining orders.
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3.5.2.1 The role of personal selling in higher education

"Any salesperson will tell you that the best way to convert a prospect is to meet them

face-to-face. This is also true within higher education, particularly as the product we are

selling is intangible, it cannot be seen, it is bought and then taken home"

(www.heist.co.uk). Personal selling functions are therefore vel}' important 10 higher

education. Although higher education institutions do not have a sales department with a

sales force, various departments within the institution perfonn personal selling functions.

The typical sales functions that are perfonned in higher education institutions are as

follows:

Selling. The task of selling includes servicing established accounts and

prospecting for new accounts. Higher education institutions have schools liaison

officers, recruitment officers and student counsellors who are responsible for

advising prospective students on which programmes to enrol for in order for them

to pursue a specific career. They are also responsible for infonning prospective

students about new and existing programmes that the institution has to offer.

Maintaining relationships. It is the salesperson's duty to maintain relationships

with various distribution channel members. Salespeople also help their customers

with managerial problems ranging from administrative 10 moti,·aliona!. Schools

liaison officers and recruitment officers carry out these duties at higher education

institutions. It is their responsibiliry to maintain good relationships with the

education department, principals, guidance teachers and school governing bodies

because they are the decision makers when it comes to allowing learners to anend

open days and career exhibitions. Institutions often host social events to improve

relationships with people who guide students with tertiary and career choices.

Institutions also offer assistance to matriculants in the fonn of winter schools and

career workshops during the vacation period to create brand awareness and to

foster relationships with prospective students. This has proved to be very

successful for the Civil Engineering department at the Uni"ersity of Stellenbosch.

The department hosts a career workshop for students interested in pursumg a
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career in Civil Engineering. Students spend a week on campus expenencmg

student life in the residences, they are addressed by guest speakers from industry

and are taken on site inspections. Research by the department has shown that

most of the students who anend the workshop apply to the institution for the

course. Other institutions also as ist matriculants who have problems with

specific subjects such as mathematics and science. Education marketing

professionals should realise the importance of using the relationship marketing

concept. Marketing professionals know that it costs five times more 10 get a new

customer than it does 10 keep an existing one. Education marketing professionals

are starting to realise that it probably makes sense 10 invest more of the marketing

budget to convert an applicant or enquirer into an enrolled student.

Planning. Because of intense competition. salespeople also spend a major portion

of their time planning. In higher education institutions there is a limited number

of people responsible for the recruitment of prospective students. Schools liaison

officers and recruitment officers have to detennine which schools 10 visit and how

many limes a year to visit these schools. 1any institutions visit schools

throughout the country. They also ha\·e to decidc on which exhibitions to attcnd.

Many of these are time consuming and very costly. They have to engage in

strategic planning to achie\·e the institution·s strategic objecti\·es.

Most of the above functions fonn part of the respon ibiliry of the recruitment officer or

the schools liaison officer. which implies that they should be knowledgeable about the

institu60n. its reputation. mission. \·ision and value. S hools liaison officers and

marketing officers should understand the policies of the institution and the transfonnation

of higher educatioD. To recruit students and 10 show them how they will benefit by

studying at their institution. there is a need for infonnation on the various programmes

that the institution offers. including the pricing structures of these programmes. A clear

understanding of student requirements and the competiti\·e em·ironment is also vital.

Extensi\e training is therefore required
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It is evident that schools liaison officers and recruitment officers play a vital role in the

success of the instirution. yet one finds that these depanments receive very linle anention

from the institutions. Some institutions haw from 2-8 people performing these functions

while other instirutions rely on academic staff for assistance.

3.5.3. Public Relations

Public relations is the element in the promotional mix that evaluates public anirudes,

identifies issues, may elicit public concern and executes programmes to gain public

understanding and acceptance (Lamb el al.. 2000:345).

The International Public Relations Association (IPRA) defines public relations as:

·'... the an and social science of analysing trends. predicting their consequences,

counselling organisation leaders. and implementing planned programmes of action which

will serve both the organisation and the public interest" (Koekernoer. 1998: 348).

The Public Relations Institute of Southern Africa states that: "Public relations is the

management. through communication of perceptions and tratcgic relationships. between

an organisation and its internal and external stakeholders" (Koekemoer. 199 :348).

Public relations is a promotional management function that uses traditional two-way

communication to mesh the needs and interests of an instirution or person with the need

and interests of the various publics with which that institution must communicate (Enge!.

et al, 199 1:692).

All tbe above definitions contain the following elements that can be applied to higher

education instirutions:

Public relations mean that the person or instirution IS engagmg ID persuasIve

communication \\ith its publics.
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Publics refer to the group at which the message is directed. Publics include the

general public. community. customers, government. suppliers. media and local

community.

3.5.3.1. The role of public relations in higher education

Public relations in higher education have a long history. It first started with news releases

that were sent to a list of newspapers, but with the advent of computers and marketing

communication strategies, public relations has undergone an incredible transfonnation.

Although the methodology has changed, the substance of public relations is still the

same. Public relations play a vital role in higher education institutions. Successful public

relations involve strategic thinking. a close relationship with the overall integrated

marketing plan and professionals who know their business (Topor.

1999:www.marketin2ed.com).

In most higher education institutions. the public relations department manages marketing

functions. Institutions however need to understand that public relations is not marketing.

Public relations have the goal of attaining and maintaining accord with social groups on

whom the organisation depends in order to achieve its mission (Koekemoer. 1998:349).

3.5.3.2. Tools and techniques used in public relations

In order for higher education institutions to achieve this goal. a variety of tools and

techniques can be used to communicate effectively between the institution and the

publics.

3.5.3.3. Tools used to communicate "ith internal publics

Communication \\ith internal publics forms an imponanl part of internal marketin2.

Employees within the institulion should be kept infonned about the institution· s practices

and other maners that affect their work and \\ elfare. \1ost institutions use employee

publicalions such as faculty newsletters. in-house journals and annual repons to keep

staff infonned. Faculty newsleners are easy to prepare and are cost effecti'·e. In-house

61



academic journals enable academics to be kept up-to-date with research activities. With

the current transformation of higher education. institutions are constantly in the process

of developing policy and procedure manuals. The intranet has become a frequently used

tool to disseminate information. Meetings. however. are still used when discussion and

debate is necessary.

3.5.3.4. Tools used to communicate with external publics

The public relations depanment should maintain media relations for print and broadcast

media. Public relations officers should research the available media. identify media

contacts, brief the contacts and provide them with background material. The department

is also responsible for designing information brochures that are user friendly and cost

efficient. They also design the logo of the institution and monitor all publications sent to

external publics to make sure the image of the institlJljon is not compromised. The

institution is offering a service and is often measured by the physical evidence such as

premises and facilities. Public relations therefore also includc ensuring that thcse renect

the image of the institution. Web pages have also become an important marketing tool

that is inexpensive and interactive. Networking is another important marketing tool.

which assi ts in de\·eloping relationships with external publics. With the dccrease in

government funding. institutions rely on upport from industry. alumni and the

communiry. Conferences have become important in building the reputation of lhe

institution. It gives the institution exposure to industry and it encourages research. which

is one of the criteria against which the instirution is evaluated and funding is provided.

Career exhibitions and open days are the most common tools used by most institutions to

market the instirution to the external publics. Thi tool often forms pan of the total

marketing effort. The advantage of this technique is that it brings faculties. staff. students.

learners. parenlS and teachers together in one place alone lime. 11 is therefore cost

effective and saves time. The main reason for institutions placing so much emphasis on

these tools is:

to create an awareness of the institution and the programmes it offers.

to create a positi\·e ani rude towards the institution.
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to create a demand for certain programmes.

to communicate the institution's achievements.

to enhance the status of the institution and

to convert an interested student to an enrolled studem.

Lew-Kiedrowski (2000:44) is of the 0p'lUon that exhibitions are the fastest growing

marketing media available. He sees the main objective of exhibitions as idemifying

opporrunities for leads that can be followed up and converted into orders.

The disadvantage is that the evem normally takes up the budget allocated for promotion

and advertising. Institutions therefore need to give exhibitors. who are normally senior

students and academic staff members, appropriate training before the exhibition or open

day so that they can enhance the chances of a successful return on the investment in the

exhibition. Career exhibitions should be evaluated by the visitors so that they can create

more of an experience rather than simply being a procession from stall to stall to collect

pamphlets. Career exhibitions and open days are however regarded as important

marketing communication tools, yet relatively few studies have examined the

effectiveness of the medium in attracting prospective students to the institution. This

study therefore concentrates on the effectiwness of this medium.

3.5.4. Direct marketing

Direct marketing is defined as the use of mail. telephone, fax. e-mail and other non­

personal tools to communicate directly with specific consumers to obtain a direct

response (Zeithalm & Birner. 2000:404).

The American Direct Marketing Association defines direct marketing as an interactive

system of marketing that uses one or more ad"ertising media to affe t a measurable

response and or transaction at any location (Koekemoer. 199 :2 7).
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Direct marketing has grown as fast as exhibitions. Cooper (1997:252) claims that the

reason for this growth is the advancement of information technology. increased

competition and increased customer awareness.

3.5.4.1 The role of direct marketing in higher education

Higher education instirutions often use direct mail, direct response advenising and

telemarketing as direct marketing tools.

(i) Direct mail

Institutions use direct mail to invite schools to open days and career exhibitions.

Institutions gather information on prospective students through career exhibitions. open

days, school visits and general telephonic enquiries. They can use this as a mailing list to

provide prospective students with information on the programmes that the institution

offers. Institutions should see this as an opponunity to develop a relationship with [he

srudent at an early stage in their decision-making process.

(ii) Direct response advertising

Direct response advenising may generate enquirics for more information. which can be

provided through direct mail or telephonically. This i also thcn used as an initial

screening. because srudents have to meet cenain critcria for different courses.

(iii) Telemarketing

Institutions also use call centres as a direct marketing tool. Inbound calls may be

generated through direct response advenising and outbound calls may be generated

through students who request more information at career exhibitions or open days.

3.5.5 Sales Promotion

Sales promotion is defined as shon-term incenti,·cs such as coupons. premIUm or

discounts that limulate customer purchases (ZeithaJm &: Bimer. 2000:404).

Sales promotion refers to those promotion activities. other than advenising. publicity and

personal selling that stimulate interesL trial or purchase by final customers or others in

the channel (Perreault &: \1c earthy. 2000:359).
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Koekemoer (1998:235) defines sales promotion as a blend of marketing activities and

materials designed to intensify the efforts of the marketers sales force. induce

intermediaries to stock and sell the marketers product offering. and or persuade

consumers to buy the product offering \\ithin a specified. limited time period.

All of the above definitions contain the following elements of sales promotion that will

be used to relate sales promotion to higher education institutions:

(i) Sales promotion is action focussed

(ii) Sales promotion requires specific sales promotion material

(iii) Sales promotion can be targeted at different audiences

(iv) Sales promotion is short-term.

3.5.5.1 The role of sales promotion in higher education

Sales promotion could take the form of specific events to encourage students to enrol for

a specific course. Peninsula Teehnikon, in an attempt to increase the enrolment of female

students in the Department of Engineering, hosts a "Women in Engineering Week."'

Promotional material such as t-shirts. folders and pens are manufactured to promote the

event. During open days and exhibitions. facultie d ign promotional material to remind

students of their visit to the institution. InstitlHions also use sales promotion tools

targeted at different audiences. For example the institution may design a competition for

the best stall at the open day. Institutions also use Olympiads in Science. Mathematics

and Accounting as sale promotion tools. This enables the institution to expand its

database and to identify the top students in the countIy so thal bursaries and scholarship

can be offered as an incentives for students to study at a particular institution. These can

also be identified as sales promotion tools.

Higher education institutions haye all these marketing communi ation mix ,'ariables at

their disposal. but they need to aehie"e a balanced communi ation mix that is most

effective at a minimum cost. The most important issue for higher education institutions

in developing marketing communication strategle is understanding the student. If the
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institution does not understand how students make decisions about what courses to study

and which institutions to attend, the institution's communication efforts may be in vain.

3.6 Integrated marketing communication in practice at higher education institutions

Now that the marketing communication mix elements have been identified, an open day

hosted by a higher education institution will be used as an example to observe integrated

marketing communication in practice.

3.6.1 Objective of the marketing communication tool

The marketing communication objective of an open day is to create an awareness of the

institution and to encourage grade 12 learners to apply for speci fie courses.

3.6.2 Budget allocation

The institution allocates a budget to the event and delegates the planning and co­

ordination to the public relations department.

3.6.3 Planning

The public relations department may decide on a theme for the e\·ent. a date and place of

the open day. These details have to be communicated to the staff. internal publics and the

prospective student who are external publics. Memos and the intranet may be used to

inform the internal publics of the event. Direct mail may be used to invite schools to the

event. Meetings may be held with faculties to co-ordinate and plan the event. Sales

promotion tools may be directed at both staff and prospective students. Competitions may

be used to encourage academics to dress up the stall to make it more attractive. Faculties

may design promotional material such as printing the department or faculty logos on t·

shirts. pens and rulers to hand out to \'isitors at the open day.

3.6.4 Media selection

The public relations department. depending on the budget available. may advertise the

event in newspapers and on radio. and place posters in strategic places such as career

resources centres and outside targeted schools. The public relations department should
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ensure that the advertisements reflect the correct image of the institution and should

approve all marketing communication material. It is important that the institution speaks

with one voice. The public relations department may use media contacts to gain publicity

for the event. Schools liaison officers and recruitment officers may visit schools months

prior to the event to create awareness and enthusiasm. Direct mail may be used before

the event to remind schools to send learners.

3.6.5 Implementation

On the day of the event the public relations department is responsible for maintaining the

image of the institution by ensuring that the faculties. facilities and staff project a positive

unage.

3.6.6. Follow-up

Direct marketing may once again be used after the event to thank schools for attending.

Information brochures and application forms may be sent to prospective students who

indicated that they are interested in studying at the institution. Recruitment officers and

school liaison officers may do a follow-up visit after the open day to ensure that learners

complete application fonn and to ensure that learners meet the requirements for a specific

course.

3.6.7. Evaluation

The public relations department may host a follow-up meeting with staff and students

who manned the stalls to evaluate the event.

3.7 Summary

In this chapter the marketing communication strategy for higher education institutions is

explored. The communication process for higher education institutions is outlined. The

concept of integrated marketing communication is explained and how it relates to higher

education. The steps higher education institutions should take to plan marketing

communication strategies are outlined. The marketing communication mix tools that

higher education institutions can use are identified and the role it plays In higher

education is explored.
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CHAPTER 4

THE DECISION-MAKING PROCESS FOR

PROSPECTIVE STUDENTS IN TERMS OF

THE CHOICE OF HIGHER EDUCATION

INSTITUTION

';Ifone does not Imow to H11ich port one is sailing, no wind is favourable . ..

Seneca
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4.11ntroduction

The first promotional task institutions need to undenake is to learn about the decision­

making process students engage in when selecting which institution to attend. so that the

institution can be there at the right time and place with the right infonnation (Smith and

Cavusgil, 1984:113). Enge!. Warshaw and Kinnear (1991:117) regard understanding the

consumer as the most imponant issue in promotional strategy.

This chapter gives an overview of the literature in the area of decision-making of students

when choosing a particular higher education institution. In order to determine the

effectiveness of exhibitions in attracting students to an institution. it is crucial to

understand consumer behaviour in the education market. Consumers basically go

through a decision-making process that can include up to five steps. which include:

need recognition.

information search,

evaluation of alternatives.

purchase.

and post-purchase.

In this chapter the adapted version of these steps will be applied to the student decision­

making process in the higher education market.

4.1.1 The Decision-Making Process for prospective higher education students

Prospective higher education students in South Africa undergo an extensive deci lon­

making process when applying for a course of study. The process commence in Grade 9

when learners have to make a choice of commerce. scien e and te hnical subjects that i

carried through to Grade 12. These subjects play a role in the career paths learners

pursue, as it fomns pan of the entrance requirements for teniary education and the

prerequisites for cenain programmes. Learners normally only enquire about institutions

and programmes when they reach Grade 12. Most prospect;, e students have to choose
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two courses (a first choice and a second choice) from many courses available at

universities and rechnikons. Learners apply to more than one instirution. If the

instirution accepts the application for the first choice, the learner must decide whether to

accept the offer. The student's second choice is often a "back-up" (an insurance) if they

do not meet the requirements for their first choice. Their second choice normally requires

a lower grade. The decision-making process for the student is therefore a lengthy

process.

Gray (in Pimpa, 1999: www.marketinged.com) views the purchase of higher education as

a high involvement purchase, due to its high cost. high personal relevance. variety of

different alternatives available and time taken to make the decision. Because of the ri ks

that students face, higher education institutions need to find ways of reducing that risk

and to aid the students in the decision-making process. This can include feedback to

enquiries, funher use of interviews as a two-way process of information gathering and a

greater use of alumni who can act as opinion leaders since students seek personal advice

(Nicholls el aI., 1995:31-35)

Many consumer decision-making models have been dcveloped for high involvement

purchases. Generally there is a sequence consumers go through when making purchasing

decisions and this process is no different for students making a decision about higher

education. The stages are as follows:

Problem recognition

Search for information

Evaluation of alternatives

Purchase

Post-purchase behaviour.

The decision making process for srudents is longer and there is a greater percei'"cd risk in

this pur hase. The srudent makes a decision approximately twelw to six months bcfore

the purchase decision phase from the initial enquiry to enrolment. There are '"ery few

scn"iccs where panially committed consumers hm'e so long to make a final decision.
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This purchase decision takes the student on average three to four years (the duration of a

diploma or degree). The risk invoh·ed is great because the student may feel that the

decision in terms of the institution or the course is incorrect. If this does happen the

student is still liable for the course fees. This process is funher complicated because

students are forced to plan in advance not knowing what the outcome of their Grade 12

(malric) results are going 10 be.

Kerry Dworkin (The SUllda,· Times, 17 February 2000:page??) says that students should

consider the following factors before choosing where and what 10 study:

Students should choose a career path. Students need to know themselves and the

different career options available in order 10 make wi e and realistic choice.

Higher education institutions offer career counselling that can help students make

informed decisions

Students need to investigate which institutions offer the courses they want to

pursue. Universities and technikons ofTer difTerenttypes of training

Students should check the entry requirements and see whether they qualify

Student should investigate whether the institutions will equip them with the skills

required by industry and whether the institution ofTers practical training and

assists with job placements

Students should decide what stze of institution they should study at. Larger

institutions may ha\·e large numbers of students in the class. while smaller

institutions may have fewer students in class and the students may receive more

individual anention

Student should decide whether recreational and sponing facilities are imponant

Award. scholarships. bursaries and loans awarded by the institution hould also

be considered.

4.2 A proposed decision-making model for higher education

Stiber (2001 :93) defines the decision-making process for master· students as:

problem recognition.

search for information.
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alternative evaluation,

applicant choice.

enrolment, and

outcomes.

There are a number of variables that affect the decision process.namely: individual

factors, social influences and situational influences. Figure 4.1 is adapted from the

model used by Stiber (2001:94) to explain the proces prospective student go

through when making decisions about which higher education institution to attend.

4.2.1 Problem recognition

Problem recognition is the consumer's realisation that he/she has a purchase goal

stemming from a need that requires a decision (Pimpa. 1999: www.marketin!!ed.com).

For students. problem recognition may occur through the realisation that secondary

education is not sufficient and tertiary education i necessary to obtain a wcll-paid

position in industry. However, the student may be aware of thc necd. but may not be ablc

to do anything about it because of the inability to fulfil this need. This could be bccausc

the student does not meet the academic criteria or that the student does not have the

financial ability. In a survey conducted among Grade 11 learners in August 100 I by

Cosser and du Toit (2001: 1-1). which aimed at in\'estigating factors affecting learner

choice with regards to higher education. the results proved that there is a positivc

correlation berween intention to enter higher education and the average Grade 11 s)mbol

of learners. A regression analysis reveals that the odds of learners with an A-a\'erage

Grade 11 symbol indicating that they intend entering rather tban not entering higher

education are 8.6 times higher than the odds of learners \\'ith an F-G symbol indicating

that they intend entering ratber than not entering higher education. Problem recognition.

if it is going to progress to the next stage. require the student to ha\'e both the ability and

willingness to fulfil the need.

Moogan. Baron and Bainbridge (100 1: 179-1 7) claim that at this stage a gap eXists

between the ideal and actual state. The ideal stare refers to the position consumers "'ould



like to be in and the actual state is the consumer's current perception of their present

situation. Prospective students must therefore decide whether or not 10 fill this gap. The

larger the disparity between these two states, the greater the leye! of motivation. ability

and opportunity. and the student is more likely to act. Prospective students who find

themselves in this position will therefore have 10 decide if continuing their studies will

solve this dilemma. In the study by Cosser and du Toit (2001:2) nearly nine out often

learners viewed higher education as a gateway to employment. Students also yiewed

higher education as a means of earning a higher income. Students will therefore have to

decide whether they should seek employment for a minimum wage or to continue with

their studies with the possibility of later earning a higher income. Although the student

recognises the problem, higher education institutions can use the marketing mix to bring

the problem to the student's attention.

This stage can be very complex, especially when students take the following into

consideration (Cosser and du Toit. 2002:4-12):

The region they wish to study in. More than a quarter of the institutions derive

suppor! from at least three proyinces. These include the University of Capc Town,

Cape Technikon and Peninsula Technikon. The L:niversity of Stellenbosch also

draws substantial support from the ;\onhern Cape. The pro"ince in whieh the

learner goes to school is most strongly associated with the choice of institution.

The mode of learning (distance or contact). The' ast majority of learners (86' 0)

intended studying through a contact rather than a distance mode. More than a

quarter of those wbo have chosen to study in a distance mode, cite studying pan­

time while working as a main reason for their choice.

Whether 10 study at a University or a Technikon. The results re"eal that 55'0 of

learners surveyed intended to study at a Technikon. 35' 0 of learners intended to

study at a university. while 100~ were undecided.
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Figure 4.1: A decision-making model for higher education
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Whether to study at a private or public institution. Learners choosing to study at a

privaie insIitution (9.6% of those intending to enter higher education) rate their

reasons as follows:

o It prepares the student bener for the job market than a public university

can;

o It has a bener reputation in the field of study that any public university:

o It has a bener reputation than any public university:

o It offers bener personal security than a public university does:

o It will prepare the student bener for further study overseas Ihan a public

university; and

o The fees are more affordable than at a public university.

Which course to study? The results reveal that 26% of learners opted to study in

Business and Commerce, 40% in Science and Technology and 19% in the

Humanities. A large percentage of the learner do not know either the name of

the qualification towards which they will be srudying (4 %) or the major subjects

that will comprise their study programmes (42%).

The above considerations give rise to a series of other problems. such as wherc they will

stay. how they willtra"el, which institution is beller and whether the course will provide

them with job opportunities..

4.2.2 Information search

At this stage the student has no experience of higher education and will therefore search

for information by wbate"er means. The srudent can either use internal or eXIemaJ

sources of information.

4.2.2.1 Internal sources

Internal sources refer to a person's past experience with imilar types of purchases. For

first-year students. the designated group for this research. the main source of information

will be through external sources.
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4.2.2.2 External sources

External sources from which information might be obtained are personal sources (friends,

family and career guidance) and non-personal sources (mass or selective media). When

purchasing a service such as education, consumers rely to a greater extent on personal

sources for several reasons because mass media can convey very little about experience

qualities. By asking friends. family and expens, more information can be gained about

experience qualities. Non-personal sources can be very costly at higher education

institutions, especially as public institutions do not have the required funds. Personal

influence then becomes pivotal as the product complexiry increases. Zeithaml and Bitner

(2000:32-33) state that the service industry recognises the strong influence of word-of­

mouth. Word-of-mouth gives the srudent the opponunity to reduce the risk since it gives

the student the opponuniry to receive feedback. Srudents may therefore be more willing

to attend an exhibition or open day to secure first-hand information rather that rely on

mass media. Friends, family and peers may all give advice whether based on experience.

knowledge or opinion. Students may seek ad\"icc from friends and family who have

already srudied at various instirutions to narrow down their number of options. because

this source is assumed to be unbiased and trustwonhy. Their information is derivcd from

first-hand experience. The srudy by Cosser and du Toit (2001 :3) shows that family

urging srudents to continue their studies appear founh in a list of founeen. while tcachers

appear tenth. This could be due to the absence of specialist career guidance teachcrs in

the public high schools.

Hauser er al. (in Brassington and Penin. 2000:96) emphasise that time pressure can also

interfere with the information search. They found that consumers spend less time

searching for different sources as pressure increases. Srudents often do not giw much

thought to teniary srudies. and a decision is only made once the matric results are

available. The information search is therefore less intense and the student' s choices are

also limited. This is bound to influence the qualiry of the e\"entual decision.
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4.2.3 Evaluation process

As the consumer is engaged in a search activity, there is also an active engagement in

information evaluation (Loudon and Della Bina, 1993:513). HolY students gather

information and learn about competing brands is captured through the brand elimination

process. The definition of a brand is a name, term. sign. symbol, or design or a

combination of those intended to identify the goods or services of one seller or group of

sellers and to distinguish them from those of their competitors (Kotler & Armstrong,

1999:245). For higher education institutions the brand does not only consist of the name

and the symbol of the institution, it should also embody the vision. philosophy. culture,

values and style of the organisation. The brand gives the institution a personality.

identity and image.

Figure 4.2 depicts the brand elimination process leading to higher education institution

acceptance or rejection by a student deciding to study at a panicular institution.

Figure 4.2: Five Stage Brand Elimination Model
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4.2.3.1 Five Stage 'Brand Elimination Process

(i) The total set refers to the entire set of possible alternatives a student may

consider for higher education studies. The student may not be aware of all

these alternatives.

(ii) The awareness set is the entire set of alternatives known to the prospective

student. Higher education institutions have to increase their potential of being

included in the awareness set. At this tage the institution may not know

whether it is part of the awareness set. but any contact made with the

prospective student may mo,'e them from the awareness set into the

consideration set.

From the awareness set the student makes the first choices narrowing down

those brands in the awareness set into three subsets called the evoked set. the

inen set and the inept set. This process is an attempt to reduce the alternatives

to a more manageable number and to allow a rational choice from among the

most viable alternatives. The e"okcd set. also referred to as the consideration

set. consists of a small number of institutions that students are familiar with.

remembers and finds acceptable, In the study by Cos er and du Toit (2001:4)

students ranked the Cni"ersity of Cape Town ninth. Cape Technikon twelfth.

the University of the Western Cape twenty-first, the Univer ity of

Stellenbosch twenry-eighth and Peninsula Technikon twenty-ninth out of

thiny-six higher education institution in South Africa as their choice of

institution for higher edu ation study.

The inept set consIsts of institutions that are excluded from the choice

consideration because they are unacceptable or inferior. The inen set consists

of institutions that are eliminated from funher consideration because the

student is indifferent towards these brands, Because the decision process is a

multiple step procedure. the institution cannot be content with being included

in the awareness set of the student. The student ma" indicate through
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enquiries Ihal me inslitulion is in hislher consideralion set (or in Ihe inen sel

wim Ihe pOlemial of moving imo Ihe consideralion sel.) Higher education

inslitutions should merefore examine their recruitment tools to ensure Ihat the

institution remains pan of me consideration set and mO"es imo me choice sel.

(iii) In me choice set me student would have narrowed down alternatives to a few

choices. In the choice set me student would have to evaluate each of me

institulions in me consideration set according to a set of criteria. These

criteria are the standards and specifications students use in evaluating

institutions.

The subject of choice criteria has been widely researchcd. Chapman (in Joseph

and Joseph, 1998:90-96) claims that there are thrce external inOuences that affect

a student's choice, namely:

Significant persons: friends. parents and high school personnel

Fixed institution characteristics: cost, location and availability of

programmes and

Institutions' effon to communicate with students: wrinen information.

campus visits and admissions recruitment

Joseph and Joseph (199 :90-96) also address several other studies on the i sue of

student choice criteria and idemify me following detenninants:

Good faculty. high academic standards and special programmes are what

students are looking for

Academic reputation and cost as determinants of choice. Peer influence.

financial aid and localion are also imponant faclors. Higher education

institutions should not only stri"e to gain their place in the choice sel. but

must also be prepared to addr s me issues of imponan e to meir

prospective students 10 allow studems to make an informed decision.

LeBlanc and Turley (in Rosen. Curran and Greelee: 199 .65) claim that an
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organisation's ability to influence consumers is stronger during the

awareness and consideration set than it is at the time of choice.

The terminal positions in the model that do not end up in purchase would appear to be

caused by perceptual problems:

(l) lnsriturions may be unknown because of students· selective exposure to

advertising and selective perception to advenising stimuli

(2) lnstitutions may be unacceptable because of their poor al1ributes and positioning

(3) Institutions may be perceived as not offering sufficient benefits. or

(4) Institutions may be overlooked because they have not targeted a panicular

segment.

No higher education institution would want to be in the above positions.

Communication techniques therefore have to be developed to impan a favourable image

to the institution·s desired target market. Maguire. Ball and Macrae (1999: 1-17) are al 0

of the opinion that choice is problematic. Firstly. choicc is not the same for all students:

some avoid choice, while others do not have any choice at all. A minority are ··active

choosers··, that is, they consider a range of options. scan brochures. attend open days and

may be seen as susceptible to persuasion through skilful marketing and promotion.

Secondly. making a choice is more complicated than merely thumbing through a few

brochures. Other factors such as where friends are going. accessibility and special

community expectations. comfonable al1ractive en\·ironrnents and the feel of the place

play various roles in choice-making and transcend simple marketing appeals.

It is clear that a variety of criteria are used in L;e decision-making proces. The

information evaluation stage differs according to the type of decision-making namely:

high, low or routinised involvement. Under conditions of high involwment. consumers

have been found to use a compensatory model (Pimpa 1999: ww\\.marketinoed.com).

Consumers using a compensatory rule will allow perceiwd fa\·ourable ratings to offset

unfavourable evaluations i.e. inslilutions strengths in cenain areas can ompensate for

weaknesses in others.
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4.2.4 Choice

Although the student goes through the evaluation process when deciding which

institutions to apply to, it is the institution that will make the final decision with regards

to the acceptance or rejection of the student's application based on the institution's

selection criteria. When the student has selected to study a panicular course. a decision is

taken regarding which institution to study at. In mo t instances. students apply to more

than one institution. Some students choose a course for the sake of gelling in.

Institutions should consider whether it is ethical to accept a student into a particular

stream for financial gain. The decision regarding which institution to study at may be a

natural outcome of the evaluation process. At this stage the student may have completed

the application and may have been accepted. However. acceptance does not mean

enrolment. Now the institution has to ensure that the student' s acceptance leads to

enrolment.

4.2.5. Enrolment

This stage is the beginning of a long-term process involving the student and the

institution. The process from application to enrolment can take from a year to six months

to complete. An application proceeds through a number of stage. which can be

identified as follows:

I. Completion of the application form

The Western Cape higher education institution do not operate on a central

application system. Students therefore have to apply to as many institutions as

possible to secure a place at a particular institution. Submission of the

application form includes an application fee of up to R110. which is non­

refundable on rejection of the application.

1. Data-capturing

The information from the application form is captured onto the institution's

system and a reference number is allocated. The reference number should be
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able to track what has been senr 10 whom and when. so mat if any applicant

calls in to find out how me application is progressing. the applicant can be

reassured without conracting a third parry. The whole recruitment process

should be managed via a computerised database that should offer open access

so that academic staff can view each individual's record for follow-up and

conrrol. A personalised lener should be senr immediately to the prospective

student confirming receipt of the application form and informing the student

of the evaluation process.

3. Application screening

Academic staff, using criteria that are communicated to prospective students

via the prospectus. initially screen application forms. Most institutions use a

point system based on matriculation results to cvaluate prospective studenrs.

4. Selection outcome

A lener informs studenrs regarding the status of the application: the studenr is

accepted, conditionally accepted or rejected.

5. Interview and testing

Studenrs who have been conditionally accepted may have to write a battery of

tests. Interviews may also be used to evaluate students on an indi"idual basis.

6. Submission of results

Almough students may have passed the te t and the inren'iew process.

acceptance 10 a higher education institution is still subject to passing thc

matriculation examination wim me required aggregate. In the Western Cape.

final acceptance at cenain institutions may be delayed until January of the

follo\\ing year.

7. Orientation and Pre-registration

Cenain higher education institutions have orientation before registration 10

orientate me accepted studenr 10 the higher education institution's

environrnenr and 10 offer guidance wim regards to choice of subjects. Thi

period is also used 10 introduce the prospecti,'e studenr to the registration

process.

8. Enrolment! Registration
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Enrolment is the commitment stage. A prospective student becomes a student

when slhe pays a tegistration fee for the course. Up until that point the

institution has no way of confmning student enrolment. However this

purchase is like any other consumer purchase. The student can still cancel

hislher registration, but forfeits the fee.

Higher education institutions therefore have to engage with prospective

students in some form at many intervals to win the commitment of well­

informed students who will be assured that enrolling at the institution is the

right choice. Higher education institutions also need to realise that

relationships with prospective students start once the fir t enquiry is made.

Some higher education institutions have set up call ccntres to ccntralise the

admissions system so that it can provide students with up-to-date information

on courses. This prevents the student from being sent from person to person

in search of information.

Kathryn Jones, Media and Public Relations Managcr at the University of

Wolverhampton in the Cnited Kingdom. has seen the imponancc of

developing a relationship strategy for enquiries and applicant. The institution

has set up an ··applicants club·· complete with a membership card. called

"Future Card". to nurture the applicant to the logical conclusion of enrolment.

The idea is for applicants to feel that early contact with the institution entitles

them to join a leaJ1ling community. The "Future Card" comes with a number

of benefits to prospecti,·e students. including a free ad"ice line. im'itations to

encounter tours of the institution and a free subscription to Ahead. a student

magazine launched by the institution. The magazine enables the institution to

disseminate information to prospective student and their parents on issues

like cost. the likely benefits of higher education and employment prospects.

Applicants are also imited to e'·ents offering them detailed information on the

courses. learning outcomes and career prospects (\\'yan.

I999:\\ww.heist.co.uk).
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Although research has shown that students selecl higher educalion inslitUlions

on rational crileria such as Ihe courses offered. institutional repulalion, tuition

and location, emotional experiences also play an imponant role. In ervice

marketing lerms these experiences are known as crilical points of contact

(Quilter, 1998: www.heis!.co.uk). The points of contact the student has with

the inslitution are of crilical imponance. Higher Education inslilulions

therefore have 10 adopt CUSlOmer service for all areas of the recruitment

process 10 bridge the gap between promOlion and personal contac!. Thi is

imponanl because prospeclive students are paying customers and demand

higher levels of CUSlOmer service and attention.

4.2.6. Outcome

The oulcome stage is also referred 10 as the posl-purchase phase, which is the final phase

and deals with Ihe studenls re-evaluating Iheir decision. Afler enrolmenl, the student

delermines the level of satisfaclion or dissatisfaclion. This will be delermined by Ihe

relalionship between the student's expectalions and Ihe inslitution's perceived

performance. The student had expeclations before anending Ihe inslitution. These

expeclalions were based on informalion recei\ed from Ihe in litulion. friend. family and

olher sources. If the tudent's expeclalions are me!. Ihere \\ill be salisfaction. Sludents

who are atisfied will probably recommend the institulion 10 friend and family. The best

markeling de\~ce is a personal recommendation. For Ihe institution. this means access to

new students and retaining existing ones. The decision 10 stay at a lechnikon or

university beyond Ihe firsl year represents a crucial human capital decision. A salisfied

student who returns is an imponant component in markeling. However. studems whose

expectations are not mel will be dissalisfied. lnslitulions should monilor early warnings

and follow these up. Some of the early signs are:

poor performance

lack of social integralion and

disad\'antages because of family ba kground.

The following can be used 10 assisl Ihe student before s he reaches the drop-oul slage:



career planning

social interaction

financial planning

faculty peers and administrators

faculty counselling and

advice.

Institutions should therefore measure student satisfaction regularly and not rely on

student complaints before they react. This stage is vital for instirutions because student

numbers are viral for survival. This stage. if managed correctly by the institution, can

assist it in retaining existing students and recruiting new ones.

4.3 factors that innuence a student's decision-making

Consumers' purchases are strongly innuenced by cullural. social, personal and

psychological characteristics (Kotler and Arrnstrong. 1999: 135). Marketers have no

control over these factors, but they must rake them into account. This section will look at

how these factors innuence the student's decision-making process when s 'hc chooses

funher education. a panicular institurion and a field of study.

The following factors in Table 4.1 are ranked according to the extent to which they exen

an innuence on learner choice with regards to entry into Higher education in South

Africa. Table 4.2 ranks factors according to the extent to which they exen an innucnce

on learners' choices of fields of study. Table 4.3 ranks factors according to the extent to

which they exert an influence on learners' choices of institutions for higher education in

South AfriclL
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Table 4.1: Factors affecting learners' choice with regards to entry into higher
education in South Africa

Ranking Factors affecting learners' choice with regards to entry into higher
education in South Africa

I HE enhancing employability
2 Imrinsic interest in a field of srudy
,

HE leadino to hioher incomeJ

4 Family urgino HE study
5 Offer of a bursary
6 Family uroino HE study to support learner and lor themselves
7 Ability to finance study through the National Student Financial Aid

Scheme (NSFAS)
8 Ability to finance study through the National Sludent Financial Aid

Scheme (NSFAS)
9 Offer of a scholarship
10 Ability to fmance srudy through a bank loan
11 Teacher uroing HE study
J/ Classmates intending to enter HE
13 Being unsure about direction in life
14 Parents havino money 10 finance HE srudy
15 Boyfriend I girlfriend going 10 HE

Source: Cosser and du Toit (2002:2-3)

Table 4.2: Factors influencing learners' choice of field of study

Ranking Factors influencino learners' choice of field of studv Io •

I [merest in this field of srudy

2 Opportunities of finding a job in South Africa after qualifYing

in this field

3 Ability to use a qualification in this field to contribute towards,

development
I

4 Ability to follow a practical course of study

5 Opporrunities of finding a job overseas after qualifying in this

field

6 The reputation of the school I faculty I department

7 The amount of money 10 be made wilh a qualification in this

field
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8 Ability to follow a theoretical course of study

9 The possibility of obtaining a study loan from a bank f other

financial institution

10 The offer of a scholarship to study in this field

11 Persuasion by parents/relatives to study in this field

12 Not being able to study within the field of first choice

13 Persuasion by friends to study in this field

14 A parent f relative having studied in this field

15 A boyfriend f girlfriend having decided to study in this field

Source: Cosser and du Toit (2002:8)

Table 4.3: Factors exerting an influence on learners' choice of institutions for higher
education study in South Africa.

Ranking Factors exerting an influence on learners' choices of institutions

for higher education study in South Africa.

I Reputation of institution

2 Reputation of school f faculty f department

3 Far from home, allowing accommodation in residence

4 Beller sporring facilities

5 Lower fees

6 Recommended by friends

7 Allows study via correspondence

8 Near home. allowing residence at home

9 Alma maler of relati,"es

10 I Award of scholarship to study at institution

Source: Cosser and du Toit (2002:6)
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The factors in the above tables can be categorised into psychological factors. social

factors and siruational facrors.

4.3.1 Psychological factors

A student's choice can be influenced by four psychological facrors: - motivation,

perception and anitudes.

4.3.1.1. Motivation

Motivation means that the student has a need that is sufficiently pressing to direct the

person to seek satisfaction of the need (Kotler and Armstrong. 1999: 146).

Dhesi (200 I: 14-24) claims that students anend a particular higher education institution to

improve social prestige. Students who come from low positions in society consider

education as a viable route to achieving social mobility. Cooper and Subotzky (Mail and

Guardian, 22 March 2000) state that getting a degree or diploma ro land a well- paid.

middle-class job, and so to move out of a working-class environment, is an imponant

factor for South African students choosing what and where to study. This is confirmed in

the Cosser and du Toit (2001:3) study where students' \'iew of higher education as a

gateway ro employment was cited as the main reason for learners deciding to cngagc in

further studies.

4.3.1.2 Perception

Kotler and Armstrong (I 999: 147) defines perception as the process by which people

select, organise and interpret information to form a meaningful picture. A motivated

student is ready to act, but this is innuenced by perceptions of the situation. Perception of

the quality of higher education is thought to have considerable impact on the decision­

making process to anend higher education institutions, Good academic programmes.

leadership opportunities. and job placement determine percei\'ed quality after graduation.

opportunities for financial aid and good value for money (Plank and Chiagouris. 1997:55-

67).
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4.3.1.3 Attitudes

Institutions should be interested in the beliefs of students. because student beliefs affect

buying behaviour. Attitude describes a person's relatively consistent evaluation, feelings

and tendencies toward an object or idea. Students' anitudes to different higher education

institutions are important factors in determining trends in the market. Students also have

feelings about the nature of their forthcoming experiences, which are important

determinants of their choice. Anitudes are culturally bound and class and income are

major discriminating factors in the United Kingdom population for pre·entry applicants

(Clarke & Brown, 1998:85). This seems to be similar in South Africa. Of all the

population groups in South Africa, the Coloured group has the lowest number of students

who intend entering higher education, Access to funds for higher education study is one

of the main disincentives for entering higher education. Of the other groups. significantly

more Indians and Whites than Africans and Coloureds wish to study at a university rather

than a technikon and vice versa (Cosser and du Toit. 2002: 10). Owing to the legacy of

apartheid, historically White Afrikaans institutions in South Africa are believed to be the

institutions offering a higher standard of education, Merten (Mail alld Guardian, 22

March ,2000) writes that black students tend to regard Afrikaan universities as bellcr

equipped, and believe future employers rate the degrees olTered by these universities

more highly than those of historically black uni\'ersities. Although the number of black

students has increased. a portion of Coloured and Indian student seems to have mm'ed

on to formerly white universities. The historically black institutions that served the

disadvantage students in the past are often viewed as being inferior because of the student

market they have served and the financial status of the institution.

4.3.2. Social factors

Social factors include all elTects on a buyer's behaviour that result from interactions

between a consumer and the external environment. Social factors can include social

class, family, culture and reference groups and opinion leaders (Lamb et al.. 2000:83).

Social class, culture. subculture and family are social factors that ha\'e an inOuence on

students' decision·making when choosing higher education institutions in South Africa,
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4.3.2.1. Social class

The choice of institution can be influenced by a set of socio-economic variables. South

Africa has experienced the migration of students in higher education. Financially well­

off students are attending International Institutions. Black and Coloured students who

have attained the required grade have applied [Q the historically white institutions,

leaving the historically black institutions with students from disadvantaged backgrounds.

Merten (ibid.) refers to a study by Subotzky and Cooper that found that some 30 000

white students left the university system, leading [Q an overall drop in white student

enrolments at universities from around 150 000 in 1988 to around 125 000 in 1998. with

males leaving more rapidly than females. They hypothesise that one reason is the impact

of emigration, especially of English-speaking families. Another reason includes the

perception among many from conservative backgrounds that the Africanisation of higher

education institutions has caused a drop in standards. Social norms that give importance

to learning and achievement would encourage students [Q study further.

4.3.2.2. Culture

Culture has an important influence on all consumer behaviour. Individuals are brought

up to follow the beliefs. values and customs of society (Schiffman & Kanuk. 200:346).

Societies can be subdivided into smaller subcultures that consist of pcople who arc

similar in terms of their ethnic origin. customs and the way they behave. Race is onc

category of subculture. In South Africa racial subcultures are White. Indian. Coloured

and Black. From Cosser and du Toit"s study (2002: 2-12). it is evident that racial groups

are influenced differently when it comes to higher education institutions. The following

information was extracted from the study:

Africans and Coloureds were more likely [Q study at a technikon than at a

university

Indians and Whites were more likely to study at a university than a technikon

Coloured and Indian learners were more influenced than Africans and White

learners by the notion that private higher education institutinns prepares one better

for the job market and for studying abroad
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Africans are more influenced than are Coloured. Indians and Whites by offers of

better spotting facilities and lower fee strtlcrures, and are far more influenced than

are the other three groups by scholarship awards

More Africans and Coloureds than Indians and Whites want to get away from

home to study

Indians and Whites want to live at home while studying

A quarter of learners in all four population groups want to study in the field of

Business, Commerce and Management Studies. More Africans than other

population group, on a downward continuum from Africans to Coloured to Indian

to White, want to srudy in the field of Manufacturing. Engineering and

Technology. The percentage of Indian learners choosing Health Sciences and

Social Services is significantly higher than the percentages of the other three

groups

Africans are more influenced than the other three groups by parental and peer

persuasion to study a particular field

Africans and Coloureds are more influenced in choosing a field of their first

choice than the other three groups.

Although South Africa is trying to move away from segmeming the market according to

race, there are behaviours inherem to different racial groups. Information on factors that

influence the buying behaviour of the different race groups is very relevant to higher

education institutions. because higher education instirutions are pressurised to achieve

equity with regards to student composition. This information assists in developing

marketing communication strategies directed at under-represented racial groups.

4.3.2.3. Family

Family members can strongly infiuence buyer behaviour. In the discussion of the

evaluation of alternatives. reference was made to the family as an information source.

Family contacts also provide useful channels for information regarding higher education.

If parents are paying for higher education. the perceptions towards higher education

institutions will be vital. Financial capital in the family determines the a\'ailability of

physical resources that aids physical and mental development. a fixed place in the home
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for studying, materials that aid learning, good nourishment and opportunities for

interaction in a stimulating environment. Capacity to invest in education is largely

determined by the individual family background (Dhesi. 200 I: 14-24).

A parent's education contributes to the enhancement of the child's education. For any

given income, better-educated parents may be prepared to make greater economic

sacrifices to help their children in their intellectual development. The odds of learners

whose fathers have a higher education intending to enter higher education, as compared

to those who do not have higher education. is nearly three times higher. A similar

relationship prevails with regard to learners with educated mothers. A regression

analysis reveals that learners with siblings with higher education connections are nearly

twice as likely to say that they intend entering rather than not entering higher education

than are learners without siblings with higher education connections (Cosser & du Toit,

2002:3).

4.3.3. Situational factors

Stiber (200 1:94) identifies situational factors such as tuition aid and household income as

factors that influence student decision-making.

4.3.3.1 Tuition Aid

Cosser and du Toil's study (2000:3) reveals that offers of bursaries. availability of

finance through government support and bank loans all influence the learner's decision to

enter higher education. Lower higher education fees also influence the learner's choice

of higher education institution. The government is currently the major source of funding

for higher education, with the rest of the funds dra"n from student fees and the private

sector. For 2002 the government has allocated R8 billion to higher education. R I billion

of which has been allocated mainly to financial aid schemes, redemption of loans.

research grants and support of post graduate students (Sundar Times. 3 February

2002:page?). However. if the government is to increase the number of black students in

higher education. the government mav have to allocate more funds because Cosser and

du Toil's study reveals that external sources of funding for higher education study. a
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National Student Financial Aid Scheme, bank loans, bursaries and scholarships are more

important for Africans than for any other group.

4.3.3.2 Household Income

Income levels of parents also influence whether learners attend higher education

institutions. The socio-economic slatus of learners, with reference lO lhe educalion and

income levels of their parents, reveals that 78% of learners fall into the low socio­

economic bracket, 17% into the middle and 5% into the high socio-economic brackel.

Among Africans this division is 84% low, 13% middle and 3% high (Cosser and du Toit,

2002: I). This could be the reason for the greater influence of financial aid on African

learners than on any other group. The abilily of higher education institutions to assist

students with funding therefore becomes more important. Higher education institutions

that are financially strong will therefore be in a better position to provide incentives for

students.

Whatever factors are involved in determining srudents' preference. some factors may be

more importanl than others. To determine the higher education institution preference.

students \\~II consider what is important lO them and consciously or unconsciously trade­

off between these attributes. An understanding of the trade-off process and the relative

importance atlached to the various faclOrs should provide a good foundalion for

formulating sound marketing strategies that would appcal to prospective studcnts.

4.4 Implications of student decision-making on the marketing communication
strategJ

The ultimate marketing efforts directed at prospective students is to get them to enrol at

the institution. This is the result of a long process of student deci ion-making. Topor

(www.marketineed.com: 1999) identifies six decision-making stages a potential student

may be in with respect to educational institutions:

(i) Awareness

Institutions need lO determine how aware their target audience is of the

institution. Some srudents may be totally unaware of the institution. others
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may recognise the name and others may have SOme infonnation. Thi has

implications for tbe institution with regards to its communication strategy.

Building awareness may mean repetition at every opportunity, whether in

writing, verbally or electronically. Institutions would have to market

extensively. Building awareness takes time and it requires consi tent

messages.

(ii) Knowledge

Some students may be aware of the institution, but may not have sufficient

knowledge. Educational marketing professionals should know what

information students require and this infonnation should be transmitted u ing

the different marketing communication mix tools discus ed in Chapter 3.

(iii) Liking

If the target audience knows about the institution. the question is: .• How do

they feel about it?"'

If the target audience views the institution unfavourably. the institution needs

to find out why and develop marketing communication strategies that will

create favourable feelings. If however the unfavourable view is rooted in the

inadequacie of programmes and offerings. the institution has to impro\ e it

programmes and this then has to be communicated to the prospect;\ e tudents.

(i\) Preference

The target audience may like the institution hut may not prefer the

institution-s service to others. The services may be among se\'eral others

acceptable to the client. In this situation there is a need to promote the

institution's quality. value. performance and other po itive attributes.

Measuring or urveying the target audience to see if preference for the

institution has changed is essential.

(v) Com~ction

A target audience may prefer an institution but may not de\elop conviction.

The institution's job is therefore 10 om'in e the target audience. Thi is not

an easy task. as it requires the coordinated effons of administration. academic
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and faculty staff. This is why integrated marketing communication IS

important, so that the entire institution speaks with One voice.

(vi) Commitment

A member of tbe target audience may have conviction. but may not be ready

to participate. The student may be waiting for additional information before

taking action. It is the communicator's job to lead the client into taking

action. In personal selling, this is called .. closing the sale··. This is the final

step in client acceptance. This is the stage at which enrolment takes place.

At some time during the decision-making process the prospective studcnt will pass

through one or more of these stages. The job the educational marketing professional

is to identify which stage the student is in and to develop effective marketing

communications that will lead them to the next step.

4.5 Summary

The decision-making process for higher education is a lengthy process. Students ha"e

to progress through six stages namely:

problem recognition.

search for information.

alternative evaluation.

applicant choice.

enrolment and

outcomes.

The decision-making process does not take place in isolation. as it is influenced by

psychological. social and situational factors. Higher education institutions can assist

the prospective student through the use of marketing communication tools. These can

make the decision-making process less tedious. assist them in making an informed

choice and ultimately to choose the institution. Higher education institutions ha' e to

realise that the use of rele"ant communication tools and good customer ser\'ice during
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the recruitment process brings them closer to becoming the prospective student's first

choice.

96



CHAPTERS

EMPIRICAL I VESTIGATIO TIT THE

HIGHER EDUCATIO I TSTITUTIO S I

THE CAPE PENI SULA

"It is good to have an end to jOllmey tmmrd. but it is the jOllmey that

matters in the end ".

Ursula K le Guin
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5.1 Introduction

This chapter introduces the srudy objectives and the methodology used to collect data for

the purpose of delermining the effectiveness of markeling communicalion strategies

employed by universities and lechnikons in Ihe Cape Peninsula wilh specific reference 10

career exhibitions and open days in atrracling firsl-year srudenls.

With the current transformation of higher education in South Africa. a decreased pool of

matriculants who qualify for further studies and decreased gowmmem funding. higher

education institulions will have to develop COSI efficiem and effective ways 10 allract

prospective students. Higher educalion instirutions will have to evaluale the marketing

tools currently being employed and measure whether Ihese 10015 have any effecl on

srudems' decision-making process.

This study refers 10 public higher education institutions in the Capc Peninsula namely,

The University of Stellenbosch, The Universily of Capc Town. The Univcrsity of the

Weslem Cape, Cape Technikon and Peninsula Technikon. All five institulions use career

exhibitions and open days 10 attract prospective first-year srudents to the instilution and

instirutions record between three thousand 10 tweh'e Ihousand allcndees at the cvcm

every year. However. very linle research has bcen donc to determine whether Ihc c

markelino communication tools ha\'e an impacI on Sludents' deci ion-makinl!_
~ -

5.2 Research Objectives

The primary objective of the research is to delermine the effecli\-eness of exhibitions and

open days, as a marketing communication strategy employed by lechnikons and

universities in the Cape Peninsula to attract desired firsl-year tudents_

One secondary objective is to idemify whether appropnale markeling omrnunication

strategies are being employed by uni\-ersities and tcchnikons in Ihe Cape Peninsula in

order 10 attracI first-year srudents.

Another secondar} objecti\'e is to determine the ,mpacI of marketing communication

sLIalegies on srudents- decision-making processes.
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5.3 Scope of the research study

The study focuses on marketing communication strategies employed consciously by

teniary institutions to auract first-year students. These marketing communication tools

consist of advenising, personal selling, sales promotion, direct marketing and public

relations. Unconscious marketing communication can occur through word-of-mouth Or

opinion leaders. namely alumni. The laner will not be considered in this study. Career

exhibitions and open days refer to events hosted by the respective in titutions and will not

include career exhibitions hosted by the Cape Careers Exhibition A sociation (CCEA).

'First-year students' refer to full-time students only and does not include pan·time

students. .First-year' is inclusive of first level of study. and students in first and second

semester.

5.4 Design of the research project

Research was undenaken to determine the effectiveness of these higher education

institutions' marketing communication strategies in attracting potential first·year

students. The research was divided into twO pha es:

Phase I consisted of in-depth interviews conducted with marketing officers at the abovc·

mentioned universities and technikons in the Cape Peninsula. in order to identify which

marketing communication tool is most effective in allra ting desired first·year tudents.

[mel"\~ews were conducted with marketing officers. or other persons responsible for

marketing the teniary instirutions. namely recruitment officers and schools liaison

officers.

Phase II consisted of conducting a SUI"\'ey in the form of a strucrured questionnaire with a

sample of first·year srudents at the selected teniary instirutions. This established to whal

extent the marketing communication tools had an influence on srudents' deci ion to

srudvat the chosen teniarv instirution.
~ -
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5.5 PHASE I: Personal Interviews conducted with marketing officers

5.5. I !\1ethodology

A semi-structured interview guide was developed for in-depth discussions with

employees responsible for marketing the higher education institution 10 prospective fir t­

year students. namely: marketing officers. schools liaison officers and recruitment

officers. The interview guide covered the following areas:

Marketing 100ls used 10 market the institution 10 prospective first-year students

and

The effectiveness of open days and career exhibitions as marketing

communication tools

A copy of the interview guide can be found in Appcndix A

5.5.2 Sampling

Each institution was contacted to identi fy the relevant departmcnts and cmployces

involved in the recruitment of prospective first-year students. Letters were e-mailed Or

faxed to request an appointment (See Appendix B for a copy of the letter sent 10 the

relevant employees). Appointments were made wilh thc relcvant employces and each

interview lasted approximately one hour. Each intcC'iew was recorded using a ca~se((c

recorder to ensure that all the relevant information was collected. The inteC'·iew !,'lIidc

was tested on the marketing officer at Peninsula Technikon. and the Head of Public

Relations and Development participated in the final inteC'·iew. An administrati'·e

assistant working for the schools liason officer was inteC'iewed at the Cniversity of the

Western Cape. At the time of the inteC'-iews. the two schools liaison officers were

preparing of the careers exhibition hosted jointly by the Cni,-ersity of the \Vestem Cape

and Peninsula Technikon_ and were therefore unavailable for inteniews. At the

niversity of Stellenbosch a student ad,-isor working in the schools liaison office was

interviewed. Two student recruitment officers participated in the inteC'·iews at the

University of Cape Town. One was from the Recruitment and Enrolment \1anagement

Office and the other was from the Admission Office_ Al Cape Technikon. an officer

responsible for public affairs and communication \\ as inteC' iewcd_
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5.6 PHASE 11: Structured questionnaire distributed to first-year students

5.6.1 Methodology

Primary dara was collected through surveys. by using self-administered questionnaires as

a research instrument (See Appendix C for a copy of the questionnaire). The

questionnaire was directed at first-year students currently studying at the five institutions

in the Cape Peninsula. The questionnaire covered the following areas:

Personal details

Information sources that had an impact on the student's decision to study at

hislher current institution

The student's perception of the effectiveness of open days and career exhibitions.

and

The factors that played a role in the studcnt's final decision.

The types of questions that were used in the questionnaire were:

Dichotomous questions

Scaled questions

Multiple- choice questions and

Open-ended questions.

Letters were e-mailed or faxed to the rele\'ant lecturers reque ting twenty minutes of

lecture time so that studenlS could complete the questionnaire (See a copy of the letter in

Appendix D).

5.6.2 Sampling

Probability sampling was used to de\'e/op a repre entati, e sample. The population as

stated in defining the research objectives consisted of first·year. full·time students at the

institutions mentioned pre';ously. Cluster ampling was used in mOre than one phase to

develop a represemative sample. The process was as follow s:

Firstly. three faculties were drawn from each in titution. namely the Faculties of

Business. Science and Engineering. Engineering is not offered at the Cni\ersit)'

of the Western Cape.
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Secondly, from the three faculties, courses that were common to all institutions

within the three faculties were identified. namely: Management Studies in the

Faculty of Business. Chemistry in the Faculty of Science and Civil Engineering in

the Faculty of Engineering. To compensate for Engineering not being oITered at

The University of the Westem Cape, the course that oITered subjects closest to

Civil Engineering, namely Mathematical and Statistical Sciences. was included in

the sample.

Finally subjects were drawn from those courses using availability sampling.

The sample thus included first-year students studying Management and Chemistry at all

five institutions, Civil Engineering at Peninsula Tcchnikon, Cape Technikon. The

University of Cape Town and the University of Stellenbosch, and Mathematical and

Statistical Sciences at the University of the Western Cape (See table 5.1).

Table 5.1: Composition of sample

Institution facul!)' Course Subject

University of Economic and Bcomm: Financial Investment

Stellenbosch Management Y1anagcmcnt .\Ianagement

Sciences

Science Chemistry Chemi I!)' I

Engineering Civil Engineering Y1athematics

I I
University of Commerce Bachelor of People, work and

Cape Town I Commerce organisation

IEngineering Civil Engineering Ci\'il Engineering I
I

Chemi try Chemist!), IScience

UniverSity of the IEconomic and B. Comm. :'-1anagement

Western Cape \1anagement " lanagement I
ISciences
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Natural Science Chemical Sciences Chemistry I

Mathematical and Mathematics I

Statistical Sciences

Cape Technikon Management Management General

Management

Applied Sciences Analytical Organic Chemistry

Chemistry

Engineering Civil Engineering Civil Engineering

Peninsula Business Management ~1anagement I

Technikon Engineering Civil Engineering . Civil Engineering

Science Analytical Analytical

Chemistry Chemistry I

5.6.3 Response rale

852 students completed the questionnaires. Table 5.2 gl\es the response rate per

institution and faculty. Two students did not indicate the course and faculty.

Table 5.2: Response Rate

Institution FaCUlty Course Subject .\"0. of'

questionnaires

completed

University of Economic and Bcomm: Investment 87

Stellenbosch Management Financial Management

Sciences Management

IScience Chemistry Chemistry I 69

I Engineering Civil \1athematics 55

Engineering

l:niversity of Commerce Bachelor of People. work 55 I

Cape To"n Commerce

103

and

organisation



Engineering Civil Civil 30

Engineering Engineering I

Science Chemistry Chemistry I 89

University of Economics B. Comm. Financial 76

the Western and Management Management

Cape Management

Sciences

Natural Chemical Chemistry I 62

Science Sciences

Mathematical Mathematics I 29

and Statistical

Sciences

Cape Management Management General 48

Technikon Management

Applied Analytical Organic 40

Sciences Chemistry Chemi try

Engineering Civil Civil 29

Engineering Engineering

Peninsula Business Management Management I 66

Technikon Engineering Ci"il Civil 61

Engineering Engineering

Science Analytical Analytical 54

Chemistry Chemistry I

Total 850
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5.6.4 Analysis of data

852 questionnaires were collected. The questionnaires were coded into a statistical

programme resulting in each questionnaire having 62 variables. SPSS version 11 was

used to analyse the data.

5.6.5 Evaluation of feedback

Obtaining the sample was dependent on the lecturer"s willingness to allow the

questionnaire to be completed in class time and the class attendance on that day.

Lecturers teaching in these programmes were contacted to get permission to allow the

students to complete the questionnaire during class time. The advantages of thi Was

that:

Students were encouraged by the lecturer to complete the questionnaire. and

The response rate in some courses was high because of class attcndance.

The disadvantages were that:

The response rate was dependent on class attendance

Students were preparing for mid-term e ·ams and leclurers were reluctant allo\\

tudents 10 complete the questionnaire during lecture times. \1ost of the

questionnaires were completed during tutorial or reVISIon sessions. \\ hich

decreased the number of respondent. tudents from two courses. namely

Management at the ·rUversiry ofStellenbosch and Chemistry at Cape Technikon_

completed the questionnaires at the beginning of the second semester. The

students were handed the questionnaire and returned it \\;thin a week because

lecturers did not want 10 lose momentum. This howe\·er hampered the proces of

timeously analysing the data

Overall. the lecturers were very helpful and institutions were keen to panicipate because

of the benefits they would recei\·e from the re earch.
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5.7 Summary

This chapter provides a comprehensive description of the empirical study conducted at

the universities and technikons in the Cape Peninsula. The research objectives. one

primary objective and two secondary objecti,·es are stated. The project was divided into

two phases. Phase one consisted of personal interviews conducted with marketing

officers at the five instirutions. The research process followed in phase one is explained.

Phase two consisted of a questionnaire distributed to first-year students at the fiyc

instirutions. The sampling method used to define the sample of students to whom the

questionnaire was distributed is also explained in this chapter.
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CHAPTER 6

RESEARCH RESULTS

"In a/f human affairs there are efforts alld there are resulls, alld the strellgrh

ofeffort is the measure ofresults. ..

lames Alien
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6.1 Introduction

This chapter deals with the analysis and interpretation of the resulls of bOlh phases of the

research. In Phase I. personal interviews were conducted with marketing officers. The

nature of the research conducted in this phase does not allow for simple statistical

interpretations, but rather interpretations of each personal imerview conducted to

establish facts about the marketing 100Is that are employed by the instirutions. The

results of the statistical test conducted in phase 11. the structured questionnaires

completed by ftrst-year srudems are also presented with clarifying COmmems.

6.2 PHASE I: - Results of personal intcn'iews conducted with marketing officers

This section presems and discus es the results of the personal interviews conducted with

the marketing officers at the University of Capc Town (UCT). The Uni"ersity of

Stellenbosch (SUN), The University of the Western Capc (UWC). Cape Tcchnikon

(Capetech) and Peninsula Techoikon (Pentech).

6.2.1 Section A: Personal information

Section A CO\'ers the personal information of the person intcn icwcd.

Persons inteniewed and their responsibilil)'

VeT: !'iame: Mary Hi/IOn and Phuti Mogase

Job title: Srudem Recruiunem

Main area of responsibility: Recruiunem and enrollmem managemem office. The

recruiunem and enrollmem unit is re ponsible for co-ordination of the open day. Th

unit consists of one person per faculty and a represemati\'e from each faculty. Other

duties: counselling. general awareness. other career exhibitions and school \·isits.

SlJ:'ti: Name: Celeste S\\'anepoel

Job title: Ad\1ser: prospecti"e students. schools liaison office.

. lain areas of responsibilil)': Counselling. open day. attending career exhibitions and

school visits.
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UWC: Name: Sandra Warerboer

Job title: Adminisrrarive assistam at schools liaison unit

_'lain areas of responsibili~'of school liaison officers: Counselling. school visits. radio

talk shows, and motivarional talks. StafT and srudenrs manage rhe stall ro give hands on

information.

CAPETECH: Name:Bigboy Zanemvula Gozongo

Job title: Public affairs and communicarion

. 'lain areas of responsibility: School liaison workshop. planning the open day and

anending exhibitions. Developing innovative ways ro market rhe insrirurion for example.

invitations to Direcrors of rhe Wesrem Cape Educarion Department ro provide rhem wilh

infonnation so that rhey can encourage schools to aHend rhe opcn day.

PENTECH: Name: Yusuf Abrahams

Job title: Head: Public AfTairs and Developmenr

Main areas of responsibility: Overseeing rhe markering funcrions of the instirution.

Discussion:

The responsibiliry of recruiring prospecri,'e firsr- year tudenrs falls within difTerenr

departments ar the fi,'e institutions. Al LCT srudenl recruilmenl officers are responsible

for recruiting firsr- year srudents and each faculry has a recruitmenr officer. Ar L,';\l

ad,isors in rhe Schools Liaison Office are responsible for recruiring firsr-year rudenr.

Each advisor is responsible for a faculry. At ljWC rhe advisors in the Schools Liaison

Unir are responsible for recruiting first-year srudents. The unit is made up of two

advisors and one adminis!rarive person who sen'es the entire instirurion. Ar Peninsula

Technikon. rhe Schools Liaison Officer in rhe Public Relarions Departmenr is re pon ible

for recruiting flI'St-year students.
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6.2.2 Section B: Marketing tools used

This section covers questions pertaining to all marketing tools employed by the

institutions.

Question I

Wbat marketing tools do you use to market the in titution to prospective students?

Answers:

CT: The prospectus is the main marketing tool used to promote the institution. Other

marketing tools used to promote the institution include the intemet and brochures. The

communication department oversees institutional marketing and television advenising.

Exit interviews are also conducted with student to a sist the institution with strategic

planning. UCT believes that the institution's good reputation serves as a good marketing

tool.

SUN: School visits, campus tours, the prospectus and brochure are marketing tool

used by the institution. The marketing communications depanment is responsihle for

marketing the image of the institution and the schools liai'iOn unit focuses on giving

advice to leamers and building relationships with prospecli"e sludenls. Relationship

building is seen as an integral pan of the institution's marketing process.

m\'c: Its website. brochure. motivational talks to prospecti,'c students. school, isit

and radio talk shows are lools used to promote the lJni"ersityofthe Western Cape.

CAPETECH: Open day. school visits. adwnising mainly in newspaper and on radio.

brochures and the prospectus are tool- used by Cape Technikon.

PENTECH: Careers exhibition. ad"enising in newspapers (The Argus and Rapport)

and on radio (mainly community radio stations including areas su h as ~amaqualand.

Ri'·ersdaJ. etc.). advertising in booklets a"ailable at resource centres and leamer study

guides are marketing tools used ID promote the institution. The instirulion' ad"enising

campaign runs from June -July before applications close at the cnd of July.

110



The Technikon also uses marketing groups per faculty who visit schools and ho t

exhibitions at schools on request. Howe,·er. only the en2ineerin o 2l0Up is operatino_ ~ 0 0

effectively.

Discussion:

All five institutions use a host of marketing tools to promote the institution. However,

what was not c1ari tied. was whether all the marketing lOols used form pan of an

integrated marketing communication system.

Question 2

Do you target prospective students outside of the We tern Capc?

Answers:

UCT: All prospective students who qualify are targeted.

SUN: The target market is defined by the institution's strategic plan. The schools

liaison unit visits feeder schools and other schools. The institution's focus is mainly on

schools. The institution is promoted counlI)'widc by attending career cxhibitions and

education fairs hosted by organisations other than the uni,·crsity. Grade J2 i the main

target because they are the students who are going to apply and gradell is targetcd so

that the prospective students know what the requirement are for entry to the institution.

u\VC: Prospective students who quali fy are targeted.

CAPETECH:The target market for Capetech is changing. Capetech would like to target

schools in the lO\\nship and rural areas. where learners are unable to attend an open day.

All schools in the Western Cape and Southern Cape are targeted and hools from as far

as Mossel Bay have attended in the past. The main targ t is the Grade 12"s, but Grade

ll's who are interested are also welcome, because other grades are ,'iewed as an

investment. The ervices of the unit are not confined to feeder schools. Targeting i

strategically planned and predominantly bla k schools will be approached 10 find more

black students for panicular courses.

PENTECH: Advertising is confined 10 the We tern Cape. The Technikon u es the

Sowetan and Rapport, which are national new spapers. to attract prospecti, e students
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from other regions. The Technikon IS aware thal most of the applications are from

students from the Eastern Cape.

Discussion:

From the above informa!ion it is evident that school outside of the Western Cape are

also targeted. S I promotes the institution countrywide. Capetech targets all schools in

the Western and Southern Cape. Grade 12 is the main targct. although other gradcs are

invited to anend to create an awareness of the institutions. Targeting is part of the

strategic plan for SUN and Capetech, which indicates that there i an element of customer

orientation in the approach to the marketing plan.

Question 3

Which marketing tools have proved to be the most succes ful in anracting tudents?

Answers:

VCT: Some faculties ha\·e done their own re earch. but they ha\e not done an>

scientific research.

S ': No formal research has been done.

UWC: Public Affairs are re ponsible for marketing the institution.

CAPETECH:]\o formal research has been done.

PENTECH: At the beginning of 2002. a sample of I 400 was used to find ou! where

they heard about Peninsula Technikon. 25·. said tha! they heard about Pemech at the

Careers Exhibitions.

Discussion:

)10 formal research has been conducted to measure the effe ti\eness of the marketing

tools the institutions employ. It is signi ficant that the units or the institutions ha\ e not

conducted any formal research to measure the effecti\ cncss of the marketing to<lls the~
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employ. The institutions Iherefore cannot justify the use of yarious marketing tools and I
cannot mouvate why fundmg and resources should be allocated to marketing

communication tools.

Question 4

Do you Ihink institutions need 10 allocate more funding IOwards marketing? Why?

Answers:

UCT: The unit has funding for co-ordination. sening up of the stands. administrative

support and marketing of the open day and school visits only. The faculties are

responsible for funding their own stalls. Budgets differ in accordance with how

important the faculty views the importance of the open day. The communications

department has a budget for other marketing tools employed by the institution.

SUN: Funding covers marketing, invitations and erection of stalls at the careers

exhibition and school \'isits only. The faculties are responsible for their own marketing

tools employed during the career exhibition. Funding plays an important rolc in planning

the event. Other marketing 100ls employed by Ihe uni\'ersity to auract first-vear students

are funded by the budget of the communications department.

lJ)\iC: Funding covers marketing. im'itations and erection of stalls at the career

exhibition and school visits only. The faculties are responsible for their own marketing

tools employed during Ihe career exhibition. Funding plays an important role in planning

the event.

CAPETECH: Each faculty has its own budget for the exhibition. The unit i responsible

for erection of Ihe stalls and the co-ordination and marketing.

PENTECH: Budget covers Ihe co-ordination. marketing and erection of the stalls at the

eareer exhibition. Each department is responsible for allocating a budget for the eareer

exhibition.
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Discussion:

The above question could only be answered in the context of career exhibitions and open

days because the departments only manage these tools. The communications department

or the public relations department manages the other marketing tools employed by the

institution. The responses indicate that open days and career exhibitions are viewed as a

separate marketing communications element, which proves that the marketing

communication tools are not integrated. With reference to career exhibitions and open

days, the budget allocated covers the erection of stalls, invitations and visits to schools.

The faculties also have a responsibility to allocate funding to the event. The funding will

therefore depend on how important the faculty views the career exhibition or open day.

Question 5

Does your institution make use of a professional marketing organisation?

Answers:

UCT: Yes. it is the responsibility of the communications department ..

SUN: Responsibility of the communications department.

UWC: The responsibility of the public relations department

CAPE TECH: Yes.

PENTECH: Yes, but employing an advertising agency is "ery expensive and the

budget is limited.

Discussion:

Most institutions employ a professional marketing organisation to oversee the marketing

of the institution. The officers could not elaborate because this was the responsibility of

another department. This response again pro"ides evidence that the career exhibition and

open days are not integrated into the marketing communication plan.
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CT:

SUN:

6.2.3 Section C: Effectiveness of open days or career exhibitions

Question I

What is the purpose of open days and career ex.hibitions~

Answers:

To create an awareness of the institution:

To advise prospective students so that they can make informed decisions;

To change perception of--elite ,"arsiry on the hilr-;

To provide exposure to a university environment_ academic sef\-,ces and

support sef\'ices_

To inform students about ··What Stellenbosch has to offer--:

To expose students to new courses:

To create an awareness of the environment;

To attract learners to student life"

UWC: To build relationships with learners:

To expose students to the university environment.

CAPETECH: - To sell the sef\'ices of the institution_

PENTECH: - To showcase what the Technikon has to offcr:

To change perceptions of learners_ As the Technikon pre'"iously

concentrated on disad,-antaged communities. there is a perception that

the previously disad'"antaged_ historically black institutions are not on

par with the historically white institutions_

Discussion:

All the institutions have objectives that will attempt to influence the student"s hoi e 10

some way_ None of the institutions· objccti,-es are to use the exhibition as a proce s of

encouraging applications_ The common purposes of career exhibitions and open days at

all the institutions are as follows:

- to create awareness_

- to provide information on courses and sef\"ices that the institution offers_ and

- to change perceptions and to build relationships_
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Question 2

How important are open days and career exhibitions in attracting students to the

institutions?

Answers:

UCT: Open days are used to assist with relationship marketing and it helps build the

reputation of the institution.

SUN: Open days are used merely to create awareness, change perceptions and to

provide information

UWC: Viewed as a very important marketing tool.

CAPETECH: Open days have an importam marketing function.

PENTECH: The career exhibition is an important marketing tool.

Discussion:

Career exhibitions and open days are important marketing tools used to attract students to

the institutions, because they:

- create awareness,

- provide information on courses and services that the institution offers,

- help change perceptions and introduce the learner to the institution' s environment and

- assist the institution with developing relationships with prospective students.

Question 3

How much energy and time is spent in preparation for an open day or career exhibition?

Answers:

UCT: Planning starts the year before by providing general information abour the

proposed dates for the events to the faculties. At the beginning of the year.

approximately 3 months before the events the schools are informed by sending inYitations

and letters.
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SU T: Planning starts the pre\"lous year. by informing the task force comprised of

members of various faculties. Formal planning starts in January by inviting schools and

planning the event.

fiVC; Planning starts at the end of the year prior to the events. The fIrst invitation is

sent to schools in January, with a reply requested by March. If the schools do not

respond, a reminder is sent in April. Meetings are held with Pentech on a regular basis to

plan the events because they are run concurrently because of the close proximity of the

two institutions.

CAPETECH: Planning starts the previous year.

PENTECH: Planning starts the beginning of January.

Discussion:

Most institutions start disseminating information internally to the faculties a year before

the events take place. Information is sent to schools at the beginning of the year during

which the events take place. Providing the faculties with information towards the end of

the year may not be the ideal time, because academics are fInalising marks which takes

fIrst priority. At the beginning of the year. when schools and the institutions are in the

process of registrations they may not be interested in a career exhibition or open day that

is going to take place in a few months' time. The challenge for marketing officers would

be to fInd an appropriate time when academics and students are able to give the event

their full attention. The cooperation between UWC and Pentech is also an indication that

the institutions in the Western Cape are combining scarce resources in an attempt to be

cost effective.

Question 4

Who takes responsibility for addressing prospective student quenes at the careers

exhibition or open day?
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Answers:

VCT: Academic stafT together with students (the same students used for orientation are

used for open days because they ha"e undergone extensive training). Students are used

because learners can relate to them.

SUN: One person is responsible for the co-ordination. with the assIstance of three

advisors and representatives from each faculry. The students and stafT of the various

faculties take responsibility for addressing the students on the day of the e"enL

U\VC: One person is responsible for the planning and co-ordination of the event with the

assistance of one other advisor and an administrative assistant. Students and academics

from the various faculties take the responsibility of addressing the learners at the

exhibition.

CAPETECH: Three members in the team are responsible for marketing and co­

ordination with depanments. Academics and students take responsibility for manning the

stalls.

PENTECH: The Public Affairs Depanment is responsible for the evenL This falls

under the ponfolio of the schools liaison officer. Students take responsibility for

manning the stalls and answering student queries. Students seem to be more effectivc

because learners can relate to them. The faculties decide who mans the stalls.

Discussion:

The responses indicate that students and academics take responsibiliry for manning the

stalls. Students are used because learners can relate to students and learners are likely to

ask questions when faced with students of their own age. The assumption is that the

students are adequately trained to provide the relevant information. These students and

academics, in the context of marketing. are "iewed as salespeople and as ambassadors of

the institution. First impressions are lasting and if the learner does not develop a

favourable image of the institution through the students and academics. this could affect

their perception of the institution.
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Question 5

Are you aware of the impact the open days and career exhibitions ha"e on applications?

Answers:

VCT: No. Some students who anend the open day are not focused. Those who know

what they want to study, go away bener informed. Not all students know what they want

to do, while others are simply gathering information. To make the event wonhwhile,

students need to be more focused. More guidance is needed at schools so that learners

ask relevant questions and so that they go away more informed regarding their choices.

SUN: No. Students who have options ask relevant questions. Students who are

confused go away confused. Students who are not focused need guidance before

anending an exhibition, and this problem can be solved by the guidance teachers or visits

to schools by advisors from the institutions, who can offer career guidance.

V\VC: No. Not all students are focused. and some merely see it as a day off from

school. Those who are focused find it very informative.

CAPETECH: No. The event is a learning process for the students. This is a new

experience for them. and many are excited. The event must be fun. Howe'·er. thi

process is dependent on the learner. The institution must ensure that learning takes place.

The institution must try to change the perceptions of the students.

PENTECH: :-.10. For some students it is a day off from s hool. The grade 12 students

are more focused; they make informed decisions and seem to ask relevant questions.

Discussion:

Institutions are not aware of the impact career exhibitions and open days ha"e on

applications. The events are used to pro"ide information in the hope that such

information will encourage learners to apply. Most offi ers indicated that learners are not

focussed in making a choice when the e"ents are anended and it is therefore difficult to

determine the impact they have on applications. Each institution puts a concened effon

into planning the event and a fair amount of time is im ested in the ewnt from both the
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unit responsible and the academics and students from various faculties. Considering the I
resources and the budget allocated to the event. it is vital that the institutions determine

the effectiveness of the career exhibition and open day. It does not make good business I
sense to continue using a tool if the performance of the 1001 cannot be measured,

especially at higher education institutions where funding is limited and the pool of

applicants is diminishing. It is vital that institutions should know how effective the tools

are that are employed. From the responses it is clear that more guidance is needed before

the learner attends the event. The question is: "Whose responsibility is it 10 provide the

guidance - the school's or the higher education institution's?""

Question 6

How many attendees do you normally have at an open day or career exhibition7

Answers:

UCT: Approximately 3 000 people. including learners and parents. allend the open day.

SUN: Because the open day was held on the last day of the term. fewer students

attended. but there was more quality (students were more focused). Approximately

5 000 students came from all over the country.

UWC: Approximately 15 000 - 17000 learners visited the exhibition over 4 days.

CAPETECH:Approximately 5 000 - 7 000 schools attended the open day. The

institution's communication officer was of the \'iew that the institution has to find ways

to encourage schools from the rural areas to attend. One of the solutions could be to

provide transpon so that these schools can anend the open day.

PE1'iTECR: Approximately 12 000 learners allend the career exhibition O\-ef the 4

days.

Discussion:

VCT. SUN and CapeTech ha\·e fewer attendees. which could be due to the event being

hosted for one day only. Howe\'er there is a perception that these institutions anract a
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better calibre of student as opposed to UWC and PenTech, because those students who

are interested in attending UCT, SUN and CapeTech make a concerted effon to attend.

In this case it is a question of whether quantity will result in a better calibre of student

attending an institution. Less funding is also required if the event is hosted over one day

only rather than over four days. This result could mean that students who are interested

in further study are more likely to make an effon to attend because it is hosted for one

day only. UWC and PenTech on the other hand may be receiving more exposure, but

there is no proof that the exposure is convened into applications because no research has

been conducted. If the event is held over fewer days, the institutions can use the funds on

other marketing tools that may prove to be more effective.

Question 7

Who is your main target market for an exhibition or open day?

Answers:

VCT: Invitations are sent to all schools in the Western Cape and outside of the Western

Cape. Grade 10-12 are the targeted grades for the open day on a Saturday. These

students are targeted because they are more focused. UCT views the parents as the main

target because they make the final decision.

SUN: All schools countrywide are invited, and while grade 11 and 12 are targeted. other

grades are also welcome.

VWC: All grades 10-12 m schools in the Western Cape are im·ited. The purpose of

inviting grade 10 and 11 is to create awareness of the institution. Radio P4 is used to

market the event. Parents are the main target sas they are influential in the studenr"s

choice, and make the fmal decision regarding which institution their child will attend.

CAPETECH:AlI schools in the Western and Southern Cape are invited. Past experience

has shown that schools \·isit from as far away as Mossel Bay. Grade IFs are the main

target, although grade I I·s who are interested are welcome. The institution \·iews other

grades as an investment.

121



PENTECH: UWC sends invitations to schools. Because !he instirutions are close tn

proximity to each other this relationship saves cost.

Discussion:

All schools in the Western Cape are invited to anend. Grade 10-12 is !he targeted group.

Different grades require different infonnation, therefore staff and srudents marming the

staIl should be aware that different rne!hods should be used. The fact that all schools are

invited to attend could be an indication that the institutions are not targeting specific

schools.

Question 8

In your opinion, do exhibitions and open days enjoy the support of your staff? What is

the basis for this opinion?

Answers:

UCT: The institution recognises that the open day is a vital event. The university is

changing and the deans are realising the importance of recruitment, especiaIly when

numbers are down. The instirution can no longer rely on the fact that it wiIl always have

students applying because of its reputation. The support of the deans is vital.

Departments have become very competitive and creati\'e at open days and every

department and faculty wants its stall to look the best.

SUN: Academics feel that the open day is necessary. but !hey are not always

en!husiastic about the process. The unit works with representatives from the facultie .

Responsibility for stalls lies wi!h the faculties. Faculties ha\'e carte blanche with

preparing !heir stalls. which makes it quite exciting.

U\VC: The institution supports !he event.

CAPETECH: All faculties and departments within student affairs partICIpate. The

support is good and !here is an excitement on campus prior to and during the e\·ent.

Academics and students manage the stalls. There is competition bet\\'een departments for

the best stall.
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PENTECH: The Public Relations Department co-ordinates the activities. The

Maintenance Department is responsible for the erection of the stalls. Academics and

students are responsible for manning the stalls. The event receives strong support from

the Technikon community.

Discussion:

Although the institution receives support from the staff and students. academics need to

understand the importance of the event as a marketing 1001, rather than see it as a

hindrance to the academic schedule.

6.2.4 Other questions asked:

Question 9

When it the career exhibition or open day held?

Answers:
UCT: Open day is held on a Saturday. Helen Zille. when in offtce. requested that career

exhibitions be held on Saturdays or after school hours so that it did not interfere with

school time.

SUN: Open day is held once a year. Open day for 2002 was held the day schools closed

for the first term. as schools are not very busy on the last day of term. Many students

anended unsupervised by teachers.

U'WC: Over 4 days. one day till \9:30. The career exhibition is run in conjunction with

Pentech.

CAPETECH: The event is hosted mid-week for one day only. The institution has mo,·ed

away from hosting the event on Mondays and Fridays due to poor anendance. The ideal

would be for the event 10 run twice a year.

PEl\TECH: Oyer 4 days. ,,·jth I day continuing until 19:30. The career exhibition is

run in conjunction with UWc.
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Discussion:

The career exhibition for Pentech and U\VC is held over four days_ VCT. SUN and

CapeTech only have one open day each. UCT hosts the open day on a Saturday because

learners can attend with their parents. In this way, they attract a more focussed learner to

the event. CapeTech would like to host the even! for a longer period, but they are

conftned by budgetary constraints. SUN hosts the open day on the last day of the ftrst

tenn for 2003 because of Zille's request that open days should not be hosted during

school time.

Question 10

How is the event promoted?

Answers:

UCT: Posters and invitations sen! to schools are used to promote the even!_

SUN: Marketing is dependent on funds. Marketing takes the fonn of direct marketing:

> Flyers

> Invitations to principals and guidance teachers

> Advenising in newspapers_

m\'c: The event is marketed by Pentech_ mvc markets the event on radio using P4 and

GHFM. Not all advenising is paid for. as U\VC gets publicity by selling the concept as

part of the radio stations' social responsibility.

CAPETECH: Invitations are sent to all schools in the Western Cape. The instirution

advenises on community radio stations. and banners are placed strategically in the CBD

area advenising the event. 'v1arketing the event is dependent on funding_ Standard

brochures are used for handouts at the open day.

PENTECH: The event is marketed by sending im-itations to schools. which is done by

U\Vc. The instirution advenises in newspapers and on community radio stations.
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Discussion:

Promotion of the event is dependent on the availability of funds. Most of the institutions

use other marketing tools to promote the event. The effort and use of promotional tools

used to promote the event is an indication that the institutions view the event as very

important. The use of other marketing tools also indicate that the institutions' budgets for

the events are substantial. The institutions could use some of the funding used to

promote the event on visiting schools in order to provide learners with information on

what can be expected at the open day and career exhibition. This will enable students to

leave the event better informed instead of merely collecting pamphlets.

Question 11

What activities take place at the careers exhibition and open day?

Answers:

UCT: Each department or faculty has a stall. Learners have thc choice of attending any

presentation hosted by the different faculties. Activities at the stalls are Interactive.

Application forms are also available to those who are interested in applying.

SUN: Faculties realise that they are responsible for their numbers so they make the

activities as interactive as possible.

mvc: The activities are very interactive. Science is the main attraction because of the

experiments they perform at the exhibition. Certain departments give students

memorabilia. Last year students received a stress ball imprinted with the institution·s

logo and slogan. Application forms are also handed out on request.

CAPETECH: Very interactive brochures are handed out. Applications are available to

grade 12 learners.

PENTECH: Very interactive. A competition is held for the best stall, so departments

make it as interactive as possible.
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Discussion:

Each faculty has a stall at the careers exhibitions or open day. Learners are free to solicit

information from academic staff and students. Depanments are encouraged to make the

stall as attractive as possible and as interactive as possible.

Question 12

What kinds of follow-up activities do you engage in after the careers exhibition or open

day?

Answers:

VCT: During school visits, srudents are required to do more research regarding their

career choice and also to compare similar courses offered by different institutions.

Students who require more information are asked to fill in a card and that will require a

follow-up.

SUN: Faculties do their own follow-up from requests at open day.

ffi\'C: Each grade 12 gets a card to complete at the open day for follow-up purposes.

posting of an application form or other information required.

CAPETECH: Learners are requested to complete a questionnaire and the faculties do the

follow-up_

PENTECH: FollOW-Up is only done with names collected at career exhibitions hosted

by organisations other than the technikon. Some faculties do their own follow-up from

queries at the careers exhibition.

Discussion:

Follow-up is necessary to encourage students to make an instirution their choice.

Answerin£ unanswered questions from the career exhibition or open day also helps build

relations with learners_ However. follow-up seems to be viewed as a function that is not

part of the career exhibition and open day_ This function needs to be centrally monitored.

because the instirution could use this as an opportunity to evaluate the e'-ent. In a sales

126



context, the follow-up is viewed as the most important part of the sales. but this does nOl

seem to be the case with the five higher education institutions.

6.2.5 General Comments

UCT: Prepare guidance teachers so that there is a build-up to the open day.

SUN: Preparation for the exhibition at schools will be beneficial. One day is nOl

sufficient, but more days cost time and money. The open day is not the main influencing

factor: parents, friends and the reputation of the institution play important roles. The

ideal would be for each faculty to have their own open day and for the unit to market the

event.

U\VC: Faculties market themselves individually. Guidance teachers are preparcd

through school visits and many of them look forward to the event. Besides the career

exhibition, faculties arrange their own open days. which takes place on Saturdays.

CAPETECH: Building partnerships is imponant. It is the duty of the institution to invite

students from rural areas. Pre-open day activities require resources. Through

partnerships the institution can embark on the preparation of learners. This can be

imported into the normal school day to integrate secondaty and teniary education. The

Technikon is rendering a service to the community and they need to find ways of

presenting this service at the doorstep of the beneficiaries.

PENTECH: Target schools who offer the required subjects.

6.3 Phase n: - Results of structured questionnaires completed by first-~·earstudents

This section deals with the analysis and interpretation of the data obtained from the

questionnaires that were completed by first-year students from Peninsula Technikon.

Cape Technikon, The University of Stellenbosch. The University of Cape TO\\TI and The

University of the Western Cape. (Refer to Appendix B for a copy of the questionnaire)

Each section will be discussed by proyiding a heading. supponed by a table and

comments on major trends and their significance.
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6.3.1 Frequency distribution

Table 6.1: Institution

Institution where vou are currentlv studvina

Freauencv Valid Percenl
!valid University of Caoe Town 174 ?0.47

University of Stellenbosch 1211 ?4.82
University of the Western Caoe 168 19.76

Caoe Technikon 116 13.65

Peninsula Technikon 181 ?1.29

frotal 850 100

Missinc Svstem ?

Total 85"

Comment:

First-year students at the five institutions completed a total of 852 questionnaires. 181

students completed the questionnaires at Peninsula Technikon, 116 at Cape Technikon,

168 at The University of the Western Cape. 174 at The University of Cape Town and 211

at The University of Stellenbosch. Availability sampling was used and the response was

dependent on the attendance and willingness of the students to complete the

questionnaire. Stellenbosch had the highest return due to large class sizes and Cape

Technikon the lowest because the interviews were conducted before the mid-temn exams

when lecturers were very busy revising papers.

Table 6.2: Department

Deoartment
Frequencv Valid Percent

Valid Chemistry 314 36.85

Mathematics & Statistical Sciences 31 .64

Civil Enqineerinq 1173 12031

Manaoement P34 139.20

Crotal 1a52 110000
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Comment:

The sample included the subjects Chemistry. Civil Engineering and Commerce.

Mathematical and Statistical Sciences were included to compensate for Civil Engineering

which is not offered at The University of the Western Cape. hence the 3,6% response.

6.3.1.1 SECTION A: PERSONAL DETAILS

Table 6.3: Gender

Gender

Cumulative
Frequency Percent Valid Percent Percent

Valid Male 382 I 44.8 45.6 45.6

Female 455 53.4 54.4 100.0

Total 837 98.2 100.0

Missing System 15 1.8

Total 852 100.0

Comment:

A significant number of respondents (54.4%) were fcmale and 45.6 % were male.

Although this may not truly renect the gcnder composition of students at highcr

education institutions in the Western Cape. it could be a result of higher education

institutions increasing female enrolmems in an attempt to achievc gender equity in higher

education institutions.

Table 6.4: Age c.ategory

~ge category
IFrequency lValid Percent

1valid 116-20 years 672 178.97

t21-24 years /164
1
19

.
27

25-28 years ho I1.18

28-32 years 12 ~.24 I
>32 b 1035

Total 1151 100

Missinq ISystem 1 I
Total 1152 I
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Comment:

The large percentage of students between the age of 16-20 years validates the sample of

first year students. 79% of the respondents are between the ages of 16-20 years old.

Table 6.5: Region

!Re<lion
Frequencv Ivalid Percent

Valid !Western caoe 1479 57.30
!Eastern Caoe 171 20.45
Northern Caoe b9 2.27
Northern Province 16 b.91
Moumalanoa 8 kJ96
K3autena ~ 4.78
North West 12 1.44
Kwazulu Natal 37 .43
Free State 16 1.91
Other 38 14.55
Total 836 10000

Missinq Svstem 16
h-otal 852

Comment:

The study was limited to the Cape Peninsula. hence the high percentage of 57.3% of

students from the Western Cape. 20.55 of the students were from the Eastern Cape

region. which means that the Eastern Cape is also a source of recruitment for the Cape

Peninsula higher education institutions.

Table 6.6: Urban and rural composition

Urban or Rural I
IFrequency Ivalid Percent I

I\falid Urban 629 174.53 I
IRural 1215 125.47 I

[ratal iB44 1100
Missinq Isystem Is I
ITotal I 1a52 I

Comment:
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It is significant to note that 74,5% students come from urban areas. This could be a result

of increased urbanisation.

Table 6.7: First language

First lan ua e
alid Percent
9.69
3.57
.47

.94

.70

.23

.59
1.64

59

P05
.70

100

Comments:

The main first languages are English (33,6%), followed by Afrikaans (29,7%) and

IsiXhosa (23,8%). This is significant because although most students (53.5%) have

English as their second language, the medium of instruction in most higher education

institutions is English. Although Afrikaans was rated high. it is really only at The

University ofStellenbosch that il is used as a medium of instruction.

Table 6.8: Type of secondary school attended

trvpe of SecondarY School
Freauencv Ivalid Percent

Ivalid Private 131 11550

IPublic 1498 158.93

Model-C 1216 25.56

trotal ~45 1100

Missina Isvstem 17 I
Total 1852
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Comment:

It is evident from the results that the majority of respondents come from public schools,

followed by Model-C schools and private schools. This could mean that learners from

public schools anend public institutions. while learners from model-C and private schools

opt for private and international institutions.

Table 6.9: Matric aggregate

Matric Annreaate
Freauencv Ivalid Percent

Ivalid l'I. 188 b3.56
B 176 122.06
Ir 199 b4.94
b 184 b3.06
E 147 !s89
F 1 1013
G b 1038
h-otal ~98 100

Missino System 154
h-atal l<l52

Comment:

The admission requirement for most universities and Technikon is a matric exemption

and at least a D-aggregate, hence the higher percentage of respondents with A-D-

aggregates.

Table 6.11: Course/field of study

!current course I field of studv
Freauencv lIIalid Percent

Ivalid Business/Commerce/Economic and Manaaement 1315 37.37
&;ineerina 1209 24.79
&iencel Health science 1300 35.59

Education 11 10 12
ILaw 1 ~12
!Arts 114

,
1.66

[n,eoloov 13 0.36
h-otal 1843 100

Missina Isvstem 9
h-otal I 852 I I



Comment:

The survey was limiled 10 courses in Business, Engineering and Science. The

respondenls from Educalion, Law, Arts and Theology could be srudying these subjects to

gain credits.

Table 6.12: Level of study

Level of study
Freouencv lValid Percent

Ivalid 1st Year/Semester ~5 19656
bnd Year/Semester 1?7 13.20
I3rd Year/Semester I? 0.24
h-otal M4 100

Missinn System !l

""otal !l52

Comment:

The sample was first-year srudents, hence the high percentage of first-year srudents.

Second-and third-year students were probably repeating the subject or were at 2nd and 3'd

year level, studying first-level subjects to gain credits.

6.3.1.2 SECTION B: INFORMATlO~ SOURCE THAT HAD AN li\lPACT 0"1/

THE STUDENTS' DECISION TO STl;DY AT THEIR CURRENT

INSTITUTION.

Table 6.13: Information sources that influenced your decision to study at your current
institution: Material distributed by your teacher

nformation sources that influenced your decision tl
!study at your current institution:

. Material distributed bv vour teacher
IFreouencv /valid Percent

fJalid IVes b89 (37.98

No 1472 16202

[Total 1';61 100
Missinn lC;vstem !Cl1
::;Cotal I 1s52 I
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Comment:

It is significant to note that 62% of the respondents were not influenced by material

distributed by teachers as opposed to only 38% of students who were. Most schools do

not have a designated guidance teacher. which could resuh in material not being

distributed to learners at schools.

Table 6.14: Information sources that influenced your decision to study at your current
institution: Open day

nformation sources which influenced your decision tc
!study at your current institution:
2. O;"en dav

Frenuencv Ivalid Percent
lValid ~es 1~07 13982

No 64 160.18

"'otal 771 100

Missinn Svstem 181

"'otal 1852 I

Comment:

It is significant to note that only 39,8% of students were influenced by open days. 60.2%

were not influenced by open days to study at their current institution.

Table 6.15: Information sources that influenced your decision to study at your current
institution: Career exhibition

nformation sources which influenced your decision tc
!study at your current institution:
13. Career exhibition

IFrenuencv Ivalid Percent
Ivalid [yes 1365 14656

/No 1419 153.44

[Total 1784 1100
IMissino ~stem E8 I
jTotal I \852 I

Comment:

From the results it is e"ident that fewer students were influenced by career exhibitions

(53.4%). Although those that were influenced by career exhibitions is fairly close
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(46,6%), career exhibitions do not play the role that it should play in influencing the

student's decision to study at a particular institution considering the time, effort and

finance that is allocated to the event.

Table 6.16: Information sources that influenced your decision to study at your current
institution: Institution website

Information sources which influenced your decision te
study at your current institution:
4. Institution website

Frequency Ivalid Percent
Valid Yes 161 \21.21

No 598 178.79
Total 759 100

Missinq System 93
!rotal 852

Comment:

Although all five institutions have a web site which is used to disseminate information

and which is used as an advertising medium, it does not have a major influence on

students' decision to study at their particular institution. This could also be a result of

students not having access to the Internet. 78.8% of the respondents were not influenced

by the institution·s website.

Table 6.17: Information sources that influenced your decision to study at your current
institution: Newspaper advertisements

nformation sources which influenced your decision to
~tudy at your current institution:
5. Newscacer advertisements

Freouencv !valid Percent
~alid Yes 176 12328

No 1580 176.72
Total 1756 1100

Missinq System 196 I
Total 1852 I

Comment:

Although the fiye institutions spent approximately R3 683 254 on print advertising for

the period March 2001- February 2002. it does not seem to have had a major influence on
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the students' decision to study at a particular institution_ Only 23_3% of students were

influenced by newspaper advertising and 76.7% were not influenced by newspaper

advertising. Tltis could be due to the low readersltip (11,2%) of daily newspapers by

readers between the ages of 16-24 years (AMPS: July2001-Jun 2002).

Table 6.18: Information sources that influenced your decision to study at your current
institution: Radio advertisement

nformation sources which influenced your decision te
!study at your current institution:
Is. Radio advertisement

Frenuencv lValid Percent
lVaiid IVes iR3 11.13

No f;63 R8.87
otal 1746 100

Missinn !=;vstem 106
c,:-otal 1a52

Comment:

From March 200 I-February 2002 the fi,-e institutions collectively spent R 368 691 on

radio advertising. This did not seem to impact on the students' decision to study at a

particular institution because only il.l % of the respondents were influenced by radio

advertising and 88,9% of the respondents were not influenced by radio ad,-enising.

Table 6.19: Information sources that influenced your decision to study at your current
institution: TV advertisement

nformation sources which influenced your decision te
!study at your current institution:
"". TV advertisement

Fre;:;-uencv lValid Percent
f.talid IYes lao hO_81

No 660 R9.19
~otal F740 hoo

Missinn ISv"stem 112 I
Frotal 1R52 I
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Comment:

Because television advertising IS very expensive. institutions rarely spend advenising

expenditure on this medium, hence the high percentage of students who are not

influenced by television advenising.

Table 6.20: Information sources that influenced your decision to study at your current
institution: Billboard

Information sources which influenced your decision te
~tudy at your current institution:
8. Billboard

FreQuencv \Valid Percent
fJalid ~es 95 112.80

No 1347 1a7.20
Total 742 1100

Missino SYstem 110 I
Total 852 I

Comment:

Only 12,8% of students were influenced by billboards. None of the five institutions spent

money on billboard advenising for the period March 200 I-February 2002.

Table 6.21: Information sources that influenced your decision to study at your current
institution: Posters

nformation sources which influenced your decision tl
study at your current institution:
9. Posters

Frequency \Valid Percent
Valid Yes 180 124.10

No 567 175.90
Total 1747 hoo

Missina !system 105 I
!Total I 852 I

Comment:

The results show that posters had no influence on 75 0
0 of the respondents. Posters may

only have been used !O ad,·enise an open day or career exhibition. hence the low

influence of posters.

137



Table 6.22: Information sources that influenced your decision to study at your current
institution: Education fair

nformation sources which influenced your decision td
[study at your current institution:
10. Education fair

Freouencv Valid Percent
~alid Yes 212 78.30

No 537 71.70
Total 749 100

Missino !system 103
Total I 1852

Comment:

Most education fairs have an entrance fee, and as a result of this many students may not

have attended one, hence the low influence.

Table 6.23: Information sources that influenced your decision to study at your current
institution: Friends

Information sources which influenced your decision tc
~tudy at your current institution:
11. Friends

~e~ Ivalid Percent
~alid ",,~~.:

CC 'If;sQ3',- .. ' J
No ?78 134.97

olal 95 100
Missino Svstem 57

Comment:

Friends have a major influence, with 65% of the respondents responding positi\'ely to this

variable. This is contrary to the study by Cosser and du Toit (2000:6) where friends were

ranked sixth out of a choice of ten factors affecting learners choice with regards to

institution, and last out of fifteen factors affecting learners choi e \\ith regards to entry

into higher education.
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Table 6.24: Information sources that influenced your decision to study at your current
institution: Family

Information sources which influenced your decision t
tudy at your current institution:

12. Famil

Comment:

Family has an even greater influence on students' decision to study at a panicular

institution than friends. 75,7% of the respondents indicated that family had an influence

on their decision to study at a particular institution. This could be a result of parents

having to pay for the children's studies and therefore deciding which institution the child

should attend. This result also confirms the study by Cosser and du Toil (2000:2-3) that

family influences the learner's entry into higher education. Family was ranked sixth out

of fifteen factors affecting learner's choice with regards to entry into higher education.

Table 6.25: Importance of material distributed by your teacher in assisting with the

decision to study at your current institution

mportance of information sources: Materia
distributed by you teacher

Frequencv rvalid Percent
Valid rverv important 170 122.05

Important 197 12555

Of little importance 178 123.09

Not at all important 226 129.31

Total 771 1100

Missinq SYstem 1a1 I
Total I 1852 I
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Table 6.26: Importance of an open da~' in assisting with the decision to study at your

current institution

mportance of information sources: Ooen day
[Freouency lValid Percent

Valid lVerv imoortant 1163 b1.03

Important /190 b4.52

Pf liltle imoortance 1153 19.74
~ot at all important 1269 B4.71

frotal 1775 100
Missino System 177
frotal 1s52

Table 6.27: Importance of career exhibitions in assisting with the decision to study

at your current institution

mportance of information sources: Career exhibition
Freouency lValid Percent

Valid 'Verv imoortant 1246 131.50

Imoortant 1200 C15.61

Of iiltle imoortance 118 15.11

No at all imoortant 717 77.78

Total 781 100

Missino SYstem 71

Table 6.28: Importance of the institutions web-site in assisting with the decision to

study at your current institution

moortance of information sources: Institution web-site
Freouency IValid Percent

Valid Very imoortant 70 19.07

Imoortant 132 /17.10

Of Iiltle imoortance 196 12539

Not at all imoortant 374 148.45

frota! 772 1100

Missino System Iso I
frotal 1s52 I
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Table 6.29: Importance of newspaper articles in assisting with the decision to study

at your current institution

Imoortance of information sources; NewsDaoer article

Freouencv lValid Percent
Valid Iverv imnortant !l2 10.70

Imoortant 111 14.49
Of little imnortance 1?08 1?7.15
Not at all imnortant fl65 14765

!iotaI ~66 1100
Missino System !l6
frotal !l52 1

Table 6.30: Importance of radio advertising in assisting with the decision to study at

your current institution

Imoortance of information sources: Radio advertisinn

Freauencv Valid Percent
Valid /verv imnortant 140 5.29

Imnortant 1R0 10.58
lOt little imnortance 193 ?5.53

Not at all imnortant 1443 08.60
frotal ~56 100

Missinn SYstem !<l6
frotal !l52

Table 6.31: Importance of TV advertising in assisting with the decision to study at

your current institution

Imnortance of information sources: TV Advertisina
Frenuencv -/valid Percent

/valid Verv imoortant [<;0 ~61

Imoortant l<lg 11.76

bf little imoortance 177 12338

Not at all imoortant ft.11 [<;8.26
>;Cotal ~57 100

Missinn System 95 I
>;Cotal 1852 1
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Table 6.32: Importance of billboards in assisting with the decision to study at your

current institution

Importance of information sources: Billboards
[Frequency lIIalid Percent

~alid VerY important 141 5.44
Imoortant 68 9.02
Of little imoortance 198 26.26
No at all important 1447 159.28
Total 1754 100

Missina SYstem 198
Total ~52

Table 6.33: Importance of posters in assisting with the decision to study at your

current institution

Importance of information sources: Posters
Freouency Valid Percent

~alid VerY imaortant 67 8.92

Imoortant 136 18.11

Iof little imoortance 186 \24.77

Not at all important t362 14820

lTotal 1751 100

Missing System 101

lTotal 1152

Table 6.34: Importance of an education fair in assisting with the decision to study' at

your current institution

mportance of information sources: Education fair
IFrequency ivalid Percent I

Valid VerY important 1130 117.15

Important \159 [2098 I
Of little importance 1152 120.05 I
!Not at all important 1317 ,41.82 I
tTotal ~58 1100

Missino IsYstem 194 I
(fatal I 1852
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Table 6.35: Importance of friends in assisting witb the decision to study at your

current institution

mDortance of information sources: Friends
IFreauencv ivalid Percent

Valid iverv imoortant 1247 G1.15
Imoortant 1252 G1.78
bf little imoortance 1164 1:1068
!Not at all imoortant 1130 16.39
trotal /793 100

Missina Svstem 159 I
iTotal ~52 I

Table 6.36: Importance of family in assisting with the decision to study at your

current institution

Imoortance of information sources: Familv
Freauencv ivalid Percent

ivaiid iverv imoortant /398 150.32

Imoortant 1:100 12528
Of little imoortance 115 14.54

Not at all imoortant 178 986
Frotal 1791 100

Missino System 61

ITotal 852

The above information resulted in the ranking of information sources in the following

order of importance:

Table 6.37: Ranking of Information sources affecting the decision to study at your

current institution

Ranking IInformation source

1 Family

2 Career exhibition

3 Friends I
4 Material distributed by your teacher

1
5 IOpen day I
6 IEducation fair

7 Newspaper articles
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8 Web·site

9 Posters

10 TV Advertising

11 Billboards

12 Radio advertising

Comments:

Family ranks the highest as an important information source

Career exhibitions rank as the second most important source of information

Friends are viewed as an important source of information

Material distributed by teachers did not have a major inOuence on the

student's decision to study at a particular institution. but respondents rated it

as an important information source

Although respondents were not inOuenced by open days, it was ranked fi fth as

an important source of information

Education fairs ranked sixth as an important source of information

Newspaper articles ranked seventh. followed by websites. posters. TV

advertising. billboards and radio advertising. It is significant to note that all

these factors are marketing tools directed at the masses

Marketing tools that are more direct and personal seem to be more important

to students.

6.3.1.3 SECTION C: THE EFFECTIVEl'f£SS OF OPEN DAYS AI\'D

CAREER EXHlBITIO:\S

Table 6.38: Student attendance at an open day hosted by their current institution

before registering

Did you attend open day hosted by your current
mstitution before reQisterinCl? I

Frequencv IValid Percent

IValid Yes 351 14328
No 460 156.72
Total ~11 1100

Missino ISvstem 141 I
Total 1852
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Comment:

The number of respondents who attended an open day at their current institution before

registering was 43,3%, while 56,7% did not attend an open day. This could be a result of

students not viewing open days as an influencing factor.

Table 6.39: Student attendance at a career exhibition hosted by their current

institution registering

Did you attend a career exhibition hosted by you
!current institution before reaisterina?

Freauencv ivalid Percent
Nalid IVes B14 1:l930

No 85 1h0.70
:;:-otal 99 100

Missina Svstem 53
~otal 1852

Comment:

60,7 % of the respondents did not attend a career exhibition hosted by their current

institution before registering. This could be a result of students not vlewmg career

exhibitions as an influencing factor.

Table 6.40: Student attendance at an open day or career exhibition hosted by the

University of Cape Town

Did you attend open day or
University of Cape town?

career exhibition of

ivalid Percent
~4 19al es

No "1517 175.81

frotal kl82 100

Missinn ISvstem 1170 I
r-otal I ~52

I
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Table 6.41: Student attendance at an open day or career exhibition hosted by the

University of SteIlenbosch

Did you attend open day or career exhibition o~

Universitv of Stellenbosch?
IFrenuencv l\Ialid Percent

IValid Yes h45 b3.02
No 14R5 176.98
~tal kJ30 hoo

!M;ssinn Svstem b22 1
frotal 1<\52 1

Table 6.42: Student attendance at an open day or career exhibition hosted by the

University of the Western Cape

Did you attend open day or career exhibition 0

Universitv of Western Caoe?
Freauencv !valid Percent

lValid ves 159 04.16

No 99 175.84

otal ~58 1100
Missinn Svstem 194
frotal lR52

Table 6.43: Student attendance at an open day or career exhibition hosted by Cape

Technikon

Did you attend open day or career exhibition of Cap~
I-rechnikon?

Freauencv l\Ialid Percent

!valid "es 178 126.06
No 1505 173.94
C;:-otal ~83 hoo

Missina l<:vstem h69 I
[Total 1852 I
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Table 6.44: Student attendance at an open day or career exhibition hosted by

Peninsula Technikon

Did you attend open day or career exhibition 0

Peninsula Technikon?
Frequencv Valid Percent

r,talid lYes 151 ?4.92
!No 1455 "5.08
frotal 606 100

Missinq SYstem 246
Total 852

Comment:

An overwhelming number of respondents did not attend a careers exhibition or

open day hosted by the five institutions.

This result confirms the previous results that open days and career exhibitions have very

little impact on students' decision to study at a panicular institution.

Table 6.45: Non-attendance of open day or career exhibition: Different decision

If you did not attend any open day/career exhibition do
hink your decision would been any different?

Frequencv Valid Percent

Valid lYes 119 ?8.13
1N0 B04 "1.87
Total 23 100

Missinq SYstem 29
frotal 852

Comment:

This resuli also verifies the finding that open days and career exhibitions do not play an

important role in students' decision-making. 71.9% of the respondents indicated that

their decision would not have been any different had they attended a career exhibition.

28, 1% indicated that tbeir decision would have been different had they attend a careers

exhibition.
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Table 6.46: Influence rating of career exhibition or open day on your decision to

study at your current institution

Rate the influence of career exhibition! open day or
vour decision to studv at vour current institution

!Freauencv ~alid Percent
Valid 1 140 19.20

2 9 111.26
3 125 128.74
4 118 ~7.13

5 103 123.68
Total 1435 100

Missina System 1417
(ratal 1852 I

Comment:

The results show that those students who attended a career exhibition ar open day were

influence by the event. Students rated it on a scale from three to five as having an

influence on their decision.

Table 6.47: Encouragement to attend an open day or career exhibition

Who encouraged you to attend an open day/caree
I

exhibition?
Freauencv ~alid Percent

Valid !Parent 1209 35.07

!school teacher 1213 35.74

Friends 126 .36
~our own ininative 131 71.98
bther family member 17 12.85

frota! 596 1100

Missina !svstem 1256 I
(rotal 1852 I

Comment:

Parents and teachers encourage students to attend career exhibitions and open days.

35,1 % of students were encouraged by their parents to attend. which explains the high

influence ofparenrs on the choice of institution. 35.7°0 of respondents were influenced

by their teachers. because the institutions send invitations to schools im'iting learners to

open days and career exhibitions. nolo of the students used their own initiative.
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Table 6.47: Benefit from attending a career exhibition or open day

Do your think you benefited from attending an oper
day/ career exhibition?

Frequency Ivalid Percent
Valid Ives ~10 166.45

No 172 111.67

Unsure 135 t21.88

tratal km 1100
Missinq System t235 I
trotal !B52 I

Table 6.48: The benefit of providing course information at career exhibitions and

open days

If yes: How did the open day/career exhibition benefi
~ou?: 1. Providino info on courses

Freauency Ivalid Percent
Valid Yes 399 153.92

No 341 k608

atal 740 1100

Missinq System 112 I
"otal 1852 I

Table 6.49: The benefit of providing career guidance at career exhibitions and open

days

If yes: How did the open day/career exhibition benefit
~ou?: 2. Providing career Quidance

Freauency Ivalid Percent

Walid Yes 287 13932

No 443 160.68

"otal 1730 1100

MissinQ Isystem \122 I
[Total I 1852 I
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Table 6.50: The benefit of introducing the student to the environment of the institution

at career exhibitions and open da~'s

f yes: How did the open day/career exhibition benefi
vou?: 3. Introducing you to the environment of the
nstitution

Freauencv Ivalid Percent
Valid rves 1770 G7.71

No lMF; 6229
~otal "16 100

IMissina Svstem 1136
rrotal a52 I

Table 6.51: The benefit of building a relationship with the institution at career

exhibitions and open days

If yes: How did the open day/career exhibition benefi
!vou?: 4. Buildinn a relationshio with the institution

Frenuencv Valid Percent

Ivalid rr-es 147 "0.45
No 1>72 9.55
rrotal 719 100

Missinn lSv-stem 133
~otal 1852

Table 6.52: The benefit of providing brochures with further information at career

exhibitions and open days

Isystem

If yes: How did the open day/career exhibition benefi,
!vou?: 5. Providina brochures for further mformatlon

IFrenuencv ~alid Percent

!valid lYes h23 44.43

I
No 1404 1.<;5.57

lTotal 1727 /100

!Missing
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Table 6.53: Other benefits of career exhibition and open day

If yes: How did the open day/career exhibition benefi
you?: 6. Other benefits

Freauencv ~alid Percent

Valid lYes R,2 8.82
No. 1>41 !l1.18
Total C703 100

MissinQ System 149
Total 852

Comment:

Although career exhibitions and open days do not haye a major innuence on students'

decision to study at a particular institution, 66,5% of the respondent indicated that they

had benefited from attending a careers exhibition or open day. 53,9% of the students

indicated that open days and career exhibition provided them with information on

courses, while 46, 1% of the respondents indicated that this did not happen. 60,7%

indicated that career exhibitions and open days did not provide career guidance, while

39,3 % said it did. 62,3% of the respondents indicated that career exhibitions and open

days did not introduce them to the institution's environment. as opposed to 37,7% of the

respondents who said that these events performed this function. Only 20,4% of the

respondents viewed the events as a vehicle to build relationships with the institution.

44.4% of the respondents indicated that career exhibitions and open days provided

brochures for further information, while 55.6% disagreed.

If NO, please state why you did not benefit from attending an open day or career

exhibition.

11,7% of the respondent indicated that they did not benefit and 21.9% were unsure.

Very few respondents completed question 6.2. The following reasons were given for not

benefiting from attending a career exhibition or open day:

After the careers exhibition, the students were still undecided

The information given at the careers exhibition was nOl sufficient to make a final

choice. and
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Students manning the stalls did not provide sufficient information

6.3.1.4 SECTION D: FACTORS THAT PLAYED A ROLE I'\' STUDENTS' FINAL

DECISION

Table 6.54: Students who applied to The University of Cape Town

Which institutions did vou aoolv to?: UCT

IFreauencv Walid Percent
ivalid IVes 1261 GL60

No 1565 68.40
frotal 1826 100

Missina ISvstem 126
"atal I 1B52

Table 6.55: Students who applied to The University of Stellenbosch

IWhich institutions did you apply to?: Stellenbosd
University

Freauencv !valid Percent

iIIalid Ives 1289 135.33

No 529 &\67

TOtal 1118 100

Missinn SYstem G4
frotal 852

Table 6.56: Students who applied to The University of the Western Cape

!which institutions did YOU aoolv to?: UWC
IFreauencv Valid Percent

ivalid Ives 1203 124.61

!No ~22 75.39

~otal 1825 100

Missina !system 127 I
(rataI I 1B52 I

Table 6.57: Students who applied to Cape Technikan



Table 6.58: Respondents who applied to Peninsula Technikon

Which institutions did vou aoolv to?: Pentech
Freauencv !valid Percent

!valid Ives ~31 ~8.03

No 593 171.97

trotal 824 100
Missina lsvstem 78 I
"'otal 852

Table 6.59: Students who applied to other institutions

Which institutions did vou aoolv to?: Other
IFreauencv !valid Percent

\.ta/id Ives /155 19.33

No 647 RO.57

Total 802 100

Missina Svstem Iso
"'otal 1a52

Comment:

From the results it is evident that students apply to more than onc institution because the

number of respondents from the different institutions do not correspond with the

institution they applied 10. Students were therefore rejected at certain institutions or they

chose one above the other.

Table 6.60: Financial aid! Bursaries as a reason for your choice of current

institution

Reasons for the choice of your current institution.
Financial Aid/Bursary

!Freauencv Nalid Percent

rvalid IMost imoortanl 122 44.20

!second most imoortant 167 124.28

trhird most imoortant 187 131.52

trotal 1275 100

Missina Isvstem 675 l
iTotal I 852
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Table 6.61: Travelling as a reason for your choice of current institution

Reasons for the choice of your current institution
"TravellinQ

FreQuencv Ivalid Percent
Valid !Most important 65 125.69

!second most important 99 139.13
[Third most important 89 135.18
frolal 1253 100

MissinQ System 599 I
[Total ~52 I

Table 6.62: Academic requirements as a reason for your choice of current

institution

Reasons for the choice of your current institution:
!Academic reQuirements

Freouencv Valid Percent

Ivalid Most important 88 8.43
Second most important 90 9.30

[Third most important 51 122.27

Total ?29 100

MissinQ SYstem 623

"otal 852

Table 6.63: Fees as a reason for your choice of current institution

[Reasons for the choice of your current institution"

Fees
IFreouencv 'Valid Percent

Valid Most important 178 34.98

Second most important 176 34.08

Third most important 69 30.94

"Tolal 1223 100

Missino SYstem 629

Total ~52

Table 6.64: Pre"ious students as a reason for your choice of current institution

[Reasons for the choice of your current institutionJ
Previous students

Freouency 'Valid Percent

Valid !Most important
/second most important
[Third most important
[Total

Missing !system

i54 33.96
46 28.93
69 37.11
159 100
693
852
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Table 6.65: Course as a reason for your choice of current institution

Reasons for the choice of your current institution:
Course

Freouencv /valid Percent
/valid Most important 166 ~826

Second most important 94 127.33
!Third most important 84 124.42
Total 1344 100

MissinQ System !s08
Total 1852

Table 6.66: Sport as a reason for your choice of current institution

Reasons for the choice of your current institution.
~port

IFreQuency Ivalid Percent

/valid Most important ~8 130.16

Second most important 138 130.16

Third most important 50 139.68

Total 126 100

MissinQ System 1726

Total 852

Table 6.67: Parental influence as a reason for your choice of current institution

Reasons for the choice of your current institution·
'-'our oarents' influence

IFreouencv Ivalid Percent

Valid !Mosl importanl 63 135.59

Second most imoortant 152 129.38

Third most important 62 135.03

Total 1177 100

MissinQ SYstem ~75

otal 1a52 I

Table 6.68: Pass-rate histor} of the institution as a reaspn for your choice of current

institution

easons for the choice of your current institution:
ass rate

I Frequencv Valid Percent
fcV-,al-id'--TM-'-co-s-'-t:-im-,p-co:-rt:-a-nt;----I!5;,c7?==-:3~7'-:. 0::1':"":::'=.:.:-'....

Second most imoortant !54 35.06
[Third most important 43 27.92
fTotal 154 100

Missing Isystem ~98

[otal I 852
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Table 6.69: Reputation of tbe institution as a reason for your cboice of current

institution

Reasons for the choice of your current institution:
Reputation

Freauencv lValid Percent
lValid Most important 1101 139.61

Second most important 96 137.65
Third most important 58 122.75
trotal 255 100

Missina System ~97
Total 1852

Table 6.70: Status of tbe institution as a reason for your choice of current institution

Reasons for the choice of your current institution
Status of the institution

Frequencv lValid Percent
Valid Most important 103 36.65

Second most important 86 30.60
trhird most important 92 32.74

Total Q81 100

Missinq SYstem 1;71

trotal 352

Table 6.71: friends as a reason for your choice of current institution

Reasons for the choice of your current institution
Friends

IFrequencv 'Valid Percent

Ivalid Most important )47 Q8.83

Second most important 146 Q8.22

Third most important 170 142.94 I
Total 163 hoo I

Missinq SYstem /389 I I
Total I 1s52

Table 6.72: In-senice training as a reason for your cboice of current institution

Reasons for the choice of your current institution:
n- service training

Frequency 'Valid Percent

Valid [Most important
~cond most important
M'ird most important
iTotal

64 37.21
65 31.98
:53 30.81 I

172 100 '

852

fj80Missing Isystem
[otal I
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Table 6.73: Rejected by other institutions as a reason for your choice of current

institution

Reasons for the choice of your current institution:
Not accented at other institution

rFreauencv fvalid Percent
Valid Most imnartant 142 G2.06

lC:econd most imnortant 123 17.56
m,ird most imnortant ki6 ~0.38
h-otal 1131 100

Missinn 1:;vstem 1721
l';Cotal 1852

Table 6.74: Family member currently studying at the institution as a reason for

your choice of current institution

Reasons for the choice of your current institution:
Member of the familv studies there

Freauencv Valid Percent
Valid Most imnortant !34 74.29

Second most imnortant 140 ~8.57

frhird most imnortant 166 147.14

iTotal 140 100

Missinn Isvstem "12

iTotal 1a52

Table 6.75: Language as a reason for your choice of current institution

Reasons for the choice of your current institution:
anauaoe of the institution

1Freauencv fvalid Percent I

fvalid Most imnortant 79 138.73

Second most imnortant l44 121.57

rThird most imnortant 181 139.71
C;:otal 1204 100 I

Missina Svstem ~8

[fotal 1852 I

Comments:

The following reasons for students· choice of their current institution are ranked in order

of imponance:
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Table 6.76:

Rank Reason for choice of your current institution

I Course

2 BursarieslFinancial aid

3 I Status of the institution

4 Reputation of the institution

5 Academic requirements

6 Language

7 Fees

8 Travelling

9 In-service training

10 Parents

I j Pass-rate

12 Previous students

13 Friends

14 Not accepted for another course or at other institutions

15 Sports

16 Member of the family study at the institution

6.3.1.5 SECTION E: GENER-\L

Suggest ways, other than career exhibitions and open days, through which

institutions can attract students.

The follm\ing suggestions were made:

Offer bursaries

Lower fees

Send marketing officers to schools to mark the institution

Set up tours of the institution

Visit schools to gi\-e motivational talks

Increase financial aid

Ha\-e exhibitions at schools
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Have open day festivals

Host parties and bashes near or at schools

Keep Stellenbosch Afrikaans

Send welcome letters

Use the media, to make the institution more attractive to students

Use alumni to market the institution

Provide information to teachers so that they can prepare the learners

academically and

Establish introductory courses

6.4 Mean scores of selected items

The mean scores to the question "How important was career exhibitions and open days as

an information source in assisting the student in deciding to study at the current

institution?" was determined, The options regarding the answers to the question ranged

from I =very important, to 4 =not at all important.

6.4.1 Institution where student is currently studying

Table 6.77: Importance of information sources: Open day
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Comments:
The responses from the University of Cape Town, University of Stellenbosch and

Peninsula Technikon were between 2-4, with a mean score of 3. This indicates that on

average students from those institutions ,~ew open days as being of linle importance in

assisting with the decision to study at the current institution. The responses from the

University of the Western Cape were between 1-4 with a mean score of2. indicating that

students regard open days as being important in assisting with the decision to study at the

current institution. At Cape Technikon, students answered the question between 1.5-4

with a mean score of 3, indicating that open days were of linle importance.

Ta~e 6.78: Importance of information sources: Career exhibition
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Institution where you are currently studying

Comments:

The responses to the question by students from the University of Cape Town was

between 1-4 with a mean score of 2. meaning that more students viewed career

exhibitions as important information sources. Students from the Uni'·ersity of

Stellenbosch answered between 2-4 with a mean score of 3. indicating that students

,·iewed career exhibitions as being of linle importance. Students from the University of
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the Western Cape, Cape Technikon and Peninsula Technikon answered the question

between 1-3 with a mean score of 2, indicating that those students regarded career

exhibitions as important sources of information.

6.4.2 Type of Secondal)' School

Table 6.79: Importance of information sources: Career exhibition
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Comments:
The students from private schools answered the question between 2-4 with a mean score

of 3, indicating that students from private schools viewed career exhibitions as being of

little importance. Students from public schools answered the question between 1-3 with a

mean score of 2 , meaning that on average students viewed career exhibitions as

important. Students from model-C schools answered between a range of 2-4 with the

mean score of 3. indicating that students from model-C schools regarded career

exhibitions as having little importance.
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Table 6.80: Importance of information sources: Open day
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Comments:

Students from private, public and model-C schools answered the question between 2-4

with a mean score of 3, indicating that open days are of linle importance to the students'

decision to study at the current institution.
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6.4.3 Matric Aggregate
Ta~le 6.81: Importance of information sources: Career exhibition
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Comments:
Students with an A-aggregate responded between the range of2-4 with a mean score of3,

indicating that these student did not view career exhibitions as an important source of

information. The students with B and C-aggregates responded between the range 0 f 1-4

with a mean score of 2, meaning the students viewed career exhibitions as important

sources of infonnation. Students with D-aggregates responded between 1-3 with a mean

score of 2, meaning that students view it as important.

Table 6.82: Importance of information sources: Open day
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Comments:

Students with A. B. D and E-aggregates responded between the range of 2-4 with a mean

score of 3. indicating that open days were of linle importance in assisting with the

decision to study at the current institution. C-aggregate students responded between 1.5­

4 with a mean score of 3. meaning that open days are of linle importance.

163



6.4.4 Urban or Rural
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Ta~e 6.83: Importance of information sources: Career exhibition
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Comments:

It is significant to note that students from urban and rural areas answered the question

between 1-4, with a mean score of 2 each, indicating the career exhibitions are viewed as

an important information source in assisting with the decision to study at the current

institution.

Table 6.84: Importance of information sources: Open day
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Comments:

Students from rural and urban areas answered the question between 2-4 with a mean

score of 3, meaning that students from rural areas regarded open days as being of little

imponance.

6.5SU 1MARY

This chapter analyses and interprets the findings of Phase I by providing insight into the

purpose of marketing lOols employed by five institutions. It also provides an

understanding of the planning required to host a career exhibition and open day. The

results of Phase 11 contributes to the information on factors that influence students·

decision-making with regards to the choice of higher education institution. An important

revelation of this phase is the influence of traditional marketing tools such as career

exhibitions and open days on student decision-making.

165



CHAPTER 7

SUMMARY, CONCLUSIONS AND

RECOMMENDATIONS

"Not evelything that can be counted counts, and not everything that counts

can be counted. "

AIbert Einstein
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7.11ntroduction

The research contributes to the information of factors that influence students' decision­

making with regards to the choice of higher education institution. Education marketers

should consider such information much more than in the past, because of the diminishing

pool of learners, increased competition and decreased funds. It is imponant to

understand how students are influenced so that institutions can employ the appropriate

marketing tools. Regarding the appropriateness of marketing tools. an important

revelation of this study is the influence of traditional marketing tools such as career

exhibitions and open days on student decision-making. The study provides an

understanding of the attributes that are most likely to create a positive preference for the

institution and provides insight into the promotional 100ls that can be used to attract

students.

This chapter will provide a summary of the prevIOus chapters for clarification of the

study. Concluding remarks will be made verifying the hypotheses of the study and

recommendation will be suggested to address the problems identified in Chapter One.

7.2 Summary of chapters

The primary objective of this research was to determine the effectiveness of marketing

communication strategies employed by universities and technikons in the Cape

Peninsula, with specific reference to career exhibitions and open days in anracting first­

year students. The secondary objectives were:

To identify whether universities and technikons in the Cape Peninsula are

employing appropriate marketing communication strategies aimed at attracting

first-year students, and

To determine the impact of marketing communication strategies on the students

decision-making process.

For clarification purposes a brief summary of each chapter will follow.
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Chapter t

In this chapter the background to the study is gIven. The problems. objectives and

hypotheses are stated and a review of the related literature is given. The signi ficance of

the research is given, the research methodology is outlined and the structure of the

research is presented.

Chapter 2

The literature review in this chapter implies that marketing principles and practices are

applicable to higher education. It is clear that higher education institutions need to

become more customer-oriented by identifying customer needs. This means that instead

of students competing for selection. institutions should actively market it. making

students more aware of how institution can satisfy their needs.

Chapter 3

In this chapter, marketing communication strategies for higher education institutions are

explored. The communication processes for higher education institutions are outlined.

The concept of integrated marketing communication is explained and how it relates to

higher education. The steps higher education institutions should take to plan marketing

communication strategies are outlined. The marketing communication mix tool that

higher education institutions can use are identified and the role it plays In higher

education is explored.

Chapter 4

This chapter identifies the d cision-making process students follow when deciding on

which higher education institution to anend. tudents have to progress through six stages

namely:

Problem recognition.

search for information.

alternative e'·aluation.
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applicant choice.

enrolment and

outcomes.

The decision-making process does not take place in isolation. It is influenced hy the

psychological, social and situational factors. Higher education institutions can assist the

prospective student through the use of marketing communication tools to make the

decision-making process less tedious and to assist them in making an informed chnice

and ultimately choosing the institution. Higher education institutions have to realise that

the use of relevant communication tools and good customer service used during the

recruitment process brings them closer to becoming the prospective students' first choice.

Chapter 5

This chapter provided a comprehensive description of the empirical study conducted at

the universities and technikons in the Cape Peninsula. The research objectives, one

primary objective and two secondary objectives are tated. The project was divided into

two phases. Phase one consisted of personal interviews conducted with markeling

officers at the five institutions. The research process followed in phase one is explaincd.

Phase two consisted of a questionnaire distributed to first year students at the five

institutions. The sampling method used to define the sample of students to whom lhe

questionnaire was distributed is explained.

Chapter 6
This chapter analyses and interprets the findings of Phase I by providing insights into the

purpose of marketing tools employed by the fiw institutions. It also provides an

understanding of the planning required to host a career elthibition and open day. The

results of Phase 11 contributed to the information of factors that influence the student's

decision-making with regards to the choice of higher education institution..I\n imponant

revelation of this phase is the influence of traditional marketing tools such as career

exhibitions and open days on student decision-making.
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7.3 Limitations

The lack of formal research regarding the effectiveness of career exhibitions and open

days probably explains the eagerness of institutions to participate in both Phase J, the

personal interviews conducted with marketing officers and Phase 11, the first-year

student survey. The timing of the interviews conducted with the marketing officers was

problematic because the preparation of the career exhibitions and open days were taking

place at the same time, hence the unavailability of the marketing officers at UWC and

Pentech. The response rate for Phase 11, the personal interviews with first-year students,

could have been higher because the survey was conducted before the end of the second

semester. Class attendance during this period is normally low because students are

studying for exams and many of the lecturers are busy with revision classes. As a result

of this, Management Studies students at Stellenbosch, and Chemistry Department

stuqents at Cape Technikon completed the questionnaire during the second semester,

which delayed the analysis of the findings.

7.4 Conclusions

The following conclusions verify the hypotheses identified in chapter one.

7.4.1 Hypothesis one

Marketing communication strategies with specific reference to exhibitions and open days,

create awareness of the institution but does not directly influence student enrolments.

The following findings verify the hypothesis:

7.4.1.! The five institutions identified the purpose of career exhihitions and open days as

creating awareness of the courses, the institutional environment and the support

services. The institutions also identified these events as opportunities to change

the perceptions of learners and they saw the eyents as opportunities to build

relationships with prospective students who would hopefully enroll at the

institution.
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7.4.1.2 The institutions have no evidence that career exhibitions and open days are

effective marketing communication tools in achieving the objectives or in

anracting first-year students, because no scientific research has previously been

conducted to measure the impact of such marketing communication tools on

srudent applications.

7.4.1.3 The results of the student survey found that only 39.8% of the students surveyed

were influenced by open days and only 46.6% were influenced by career

exhibitions. Although career exhibitions and open days were not rated as

influencing factors, students viewed them as important sources of information.

7.4.1.4 Career exhibitions ranked second and open days ranked fifth out of twelve

variables as important sources of information. Of the 435 students who attended

a career exhibition or open day at their current institution, 50.81 % rated career

exhibitions and open days as having influenced them. The results provide

evidence that the institutions are not achieving the objectives of career

exhibitions and open days as a marketing communication tool. The institutions

indicated that the purpose of career exhibitions and open days are used to create

awareness of the institutions and its environment. to provide information on

cour es. to change perceptions students have of the institution and to build

relationships with prospective students. 62.29 % of the students felt that career

exhibitions and open days did not introduce them to the environment of the

institution and 79.55% indicated that they did not assist them in building a

relationship with the institution. Students. however, felt that they benefited from

attending career exhibitions and open days because such events provided them

"~th information on courses.

The conclusion can therefore be reached that career exhibitions and open days are

,·iewed as a source of information that does not influence the student"s decision to study

at a particular instirution.
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7.4.2 Hypothesis two

Teniary institutions employ a marketing communication tool based on the availability of

funds. Tbis communication 1001 is not market speci fie.

The following fmdings verify the hypothesis:

7.4.2.1 Table 3.1 provides evidence of the amount spent on vanous marketing

communication tools. The results show that these 100ls had very little or no

influence on the students' decision to study at a panicular institution. The five

institutions spent approximately R3 683 254 on print advenising for the period

March 2001- February 2002. Only 23.3% of students were influenced by

newspaper advenising. while 76.7% were not influenced. From March 2001­

February 2002 the five institutions collectively spent R 368 691 on radio

advertising. Only 11, 1% of the respondent were influenced by radio advenising

, while 88,9% of the respondents were not influenced.

7.4.2.2 Career exhibitions and open days are annual events that require the suppon of the

entire institution. The planning and the effon is not reflected in the influence on

student decision-making.

7.4.2.3 The evidence in the results indicate that career exhibitions and open days are not

integrated with the other marketing tools employed to promote the image of the

institution. because career exhibitions and open days and other marketing tools

employed are not managed by the same depanment.

7.4.2.4 The fact that the Education Department is not giving attention to the event by

requesting that it he hosted outside of school hours is evidence that the tool is

,~ewed as a waste of time and that it is not market driven. Institutions should

therefore be looking at more effective alternative ways of creating an awareness

of the institution and attracting first-year students. As pre"ious!y mentioned in

7.4.\.4. the career exbibitions and open days are achieving the objective of

providing information on courses. Institutions can find ways of prm'iding

information on courses that require less effon. are less costly and more effecti'·e.

7.4.2.5 The fact that all the schools in the region are in\ ited to these events IS an

indication that the institution is not practising target marketing which is a
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principle of marketing. This could be because institutions have not segmented

the market and therefore opt for mass marketing as opposed to target marketing.

7.4.2.6 Institutions also have to question whether it is ethical to accept applications from

informed learners together with applications from those who lack the

information. This is another indication that institutions are not customer focused.

7.4.2.7 The fact that institutions have done very little research and that institutions have

not built the capacity for marketing within the institution indicates that marketing

is regarded as an add-on function and that institutions have not integrated the

marketing function. It is clear that institutions do not realise the imponance of

marketing in achieving their strategic objectives.

7.4.3 Hypothesis three

Exposure to a marketing communication tool does not influence the student"s decision to

study at a panicular teniary institution.

This is evident from the following results:

7.4.3.1 An imponant revelation of this study is the influence of traditional marketing

communication tools on students' decision-making. This result suggests that the

traditional elements such as advenising in newspapers, brochures. material

distributed by teachers. television, posters and career exhibitions and open days

have Iinle influence on students' decision-making.

7.4.3.2 Family and friends were identified by students as the two factors having the

greatest influence on their decision to study at a panicular teniary institution.

75,7% of the respondents indicated that family had an influence on their decision

to study at a panicular institution. This could be the result of parents having to

pay for their children's studies and therefore choosing which institution the

children should anend. Friends have a major influence. with 65% of the

respondents indicating that friends had an influence on their choice of institution.
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7.4.3.3 Students identified the course, bursaries and financial aid, status of the

institution, reputation of the institution and academic requirements as the five

main reasons for choosing the current institution.

7.4.3.4 The majority of students who currently attend Peninsula Technikon are from the

Eastern Cape, yet those attending the Technikon' s career exhibition are all from

the Western Cape. This gives further weight to the above hypothesis. Peninsula

Technikon should therefore find out why students from the Western Cape are

attending other institutions while students from the Eastern Cape are opting for

Peninsula Technikon.

7.5 Recommendations

The following recommendations could be considered to improve the effectiveness of

marketing communication tools employed by universities and technikons in the Cape

Peninsula:

7.5.1 Although career exhibitions and open days do influence student decision-making.

they are regarded as important sources of information. and higher education

institutions should therefore continue using these marketing communication tool.

The following suggestions may help to improve the response to these events:

7.5.1.1. Following the example of UCT. institutions should include parents in the target

market for career exhibitions and open days. This means hosting the event on a

day convenient for parents, friends and learners to attend the event together,

which could be over a weekend or on a weekday evening. The influence of

parents and teachers should be recognised in encouraging learners to attend the

event. lnstitutions should continue to send invitations to schools. but should

also send personalised invitations to parents of grade-I 2 learners because the

results show that direct marketing tools are more effecti,·e than mass marketing

tools. This could be used as an alternative to. or in conjunction with. radio and
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newspaper advenising directed at parents, depending on the availability of

funds.

7.5.1.2. The information disseminated at the open day will therefore be more specific in

addressing the needs of grade-12 learners and their parents. Academics and

students need to recognise their roles as sales people and can be trained to

answer expected queries and to project the image that will produce a favourable

reaction.

7.5.1.3. Peer marketing should be engaged in by using present students and aJumni to

visit their former high schools to promote and create awareness of the institution

to grade 10-12 learners. This activity could be used in conjunction with school

visits to encourage learners to attend the career exhibition and open day with

their parents and to encourage teachers to market the event to parents. This can

also he used as an alternative to inviting grade I0 and I I learners to a career

exhibition or open day. Learners may be gathering too much useless

information at such events that may not be appropriate for that stage in their

decision-making processes.

7.5.1.4. Faculties should host open days or conduct school visits to provide students

with more course specific information. By specialising rather than providing

general information at a career exhibition or open day. the institution can use

the appropriate tools to lead students into making a choice and finally applying.

7.5.2 Higher education institutions should exploit the reasons why students attend such

institutions in their communication with prospective students. They need to

emphasise the courses that are offered. especially how these courses differ from

those offered by other institutions. They also need to inform students of bursaries

and financial aid available and use the institution's strategic position. status and

reputation as a competitive advantage. Institutions should emphasise academic

requirements. which will prevent the student from applying to more than one

institution. This will enable the srudent to make a more informed decision.

7.5.3 Institutions should make an effon to e"aluate the impact of the communication

tools employed. Advenising expenditure should ha"e an effect on applications.
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but in the case of higher education instirutions, it has no influence on the srudent's

decision to srudy at a panicular institution. Lnstirution can redirect those funds to

direct marketing acti'~ties that provide information to learners and parents. More

career guidance should be offered to students so that they can make more

informed decisions. Lnstirutions sbould engage in direct marketing activities to

assist with building relationships, rather than engaging in ineffective promotion

that is directed at the masses.

7.5.4 Lnstirutions should realise the importance of the entire organisation embracing the

concept of marketing. In this way the entire organisation, staff, srudents and

academics will be sensitised as to how their behaviour constirutes a marketing

communication 1001. The funding required for promotion and the need for

activities such as career exhibitions and open days, will therefore become less

important.

7.5.5 Students should be educated on the processes that should be followed from

becoming aware of the need to further their studies to the point of enrolment.

This can be achieved by developing a central recruiting department within the

instirution that can employ the appropriate marketing tools 10 guide the learner

from query to enrolment. Institutions should use application information to

establish the importance of career guidance in schools.

7.6 Future research

This research represents the first stage in a possible large-s ale qualitative and

quantitative srudy on the effecti"eness of marketing tools employed by universities and

technikons in the Cape Peninsula. To ensure that uniwrsities and technikons employ

marketing communication tools that are effecti,·e. qualitati"e research needs to be

conducted 10 determine srudents' perceptions of the five instirutions in the Cape

Peninsula. What is missing from current research is the perceptions students have of the

career exhibitions and open days at the five instirutions. A study conducted to determine

the laner will provide the instirutions with useful information that can be used to make
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the events more effective. Information has to be gathered on the processes students

follow when applying to various institutions to establish how students make choices

regarding which institution to apply to and which course to study. This should be related

to what the institution does to assist the student, so that the institution can determine

which recruiting strategies work and which do no!. Since parent have such a great

influence on which institutions their children should attend, it would be interesting to

determine how parents decide on these higher education institutions and what criteria

they use to evaluate these institutions.
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Interview guide for marketing officers
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INTERVIEW GUIDE FOR MARKETING OFFICERS

SECTIO! A: Personal information

lame and Surname
Job title
Main areas of responsibility
lumber of staff members in the depanment

SECTION B: Marketing tools used

I. What marketing tools do you use to market the institution to prospective students?
2. Do you target prospective students outside of the Western Cape'
3. Which marketing tools have proved to be the most successful in attracting

students?
4. Do you think institutions need to allocate more funding towards marketing? Why?
5. Does you institution make use of a professional marketing organization?

SECTION C: Effectiveness of open da)'s or career exhibitions

I. What is the purpose of open days and career exhibitions?

2. How imponant are open days and career exhibitions in attracting students to the

institution'

3. How much energy and time is spent in preparation for an open day or careers
exhibition'

4. Who takes responsibiliry for addressing prospective student queries at the careers
exhibition or open day?

5. Are you aware of the impact the open days and career exhibitions have on
applications'

6. How many anendees do you normally have at an open day or career exhibition'

7. Who is your main target market for an exhibition or open day'

8. In your opinion. do exhibitions and open days enjoy the suppon from staff?

9. What is the basis for this opinion'
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ADDENDUMB

Letter requesting an appointment to conduct an
interview with marketing officers at the five higher
education institutions
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PENINSULA® TECHNIKON

Re: Research Study: Masters Thesis

I am currently undertaking a research study for my M.Tech. in Marketing at Peninsula
Technikon.

The title of the research study is: "The effectiveness of exhibitions and open days

employed by universities and technikons in the Cape Peninsula to attract first-~'ear

students."

Universities and technikons have to compete for funds from both public and private

sectors and they also compete for potential students. In the Cape Peninsula. this task is

however more challenging because there arc five public higher education institutions.

The successful implementation of the National Plan for Higher Education will also

require tertiary institutions to develop marketing communication strategie to altract the

desired profile of students. In a restrictive financial environment. tertiary institutions will

have to assess and reassess their marketing communication strategies aimed at attracting

first-year student. A proper assessment will enable them to allocate funds more

efficiently and effectively.

Universities and Technikons in the Cape Peninsula have been using career exhibitions

and open day's as marketing communication tools to communi ate with potential first­

year students. This research study aims to determine how rr. tive exhibitions and open

days employed by universities and technikons in the Cape Peninsula are at attracting

first-year students. The results might benefit your institution in that it \\ill enable you to

make more informed decisions regarding marketing communication strategies.

In light of the above. your assistance as marketing officer lI"ill be greatly appreciated to

ensure that the correct and relevant information is obtained to assist me in makinu the
~

correct conclusions and recommendations.
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A research instrument will be distributed at a later stage and I will also be contacting you

to arrange an intenrie\v at your convenjence.

Yours sincerely

Mandy Jones

Lecrurer: Marketing Depanment

Business Faculty

Peninsula Technikon

e.mail: jonesm@.mail.penlech.ac.za

Tel: 9596289/691-2395

Cell: 073 1589747
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ADDENDUMC

Letter sent to relevant lecturers requesting time for
students to complete the questionnaire
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PENINSULA@ TECHNIKO

Re: Research Stud~': Masters Thesis

I am currently undertaking a research study for my M.Tech in Marketing Management at
Peninsula Technikon.

The title of the research study is: ··The effectiveness of exhibitions and open days

employed by universities and technikons in the Cape Peninsula to attract first-year

students'"

I have conducted personal interviews with your schools liaison unit/recruitment office. I

have now progressed to the point that it is necessary for me to conduct a survey with first

year students. My sample includes first year full-time students studying towards a

qualification in Chemistry, Civil Engineering and Management.

I would appreciate it if you are able to allow me 20 minutes so that your first year

students can complete a questionnaire that will ensure that the correct and relevant

information is obtained to assist me in making the correct conclusions and

recommendations.

It would be much appreciated if we can set a date and time at your earliest convenience

possible.

Yours sincerely

Mandy lones

Lecturer: Marketing Department

Business Faculty

Peninsula Technikon

e.mail: jonesmamail.pentech.ac.za

Tel: (\\')959 6289 (h)691-2395
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ADDENDUMD

QUESTION TAlRE ON STUDE TT DECISION-MAKI G:
CHOICE OF ACADE lIC INSTITUTIO r
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QUESTIONNAIRE ON STUDENT DECISION-MAKING:
CHOICE OF ACADEMIC INSTITUTION

Questionnaire no.

I I
INSTRUCTIONS

I. Your answers to the questions in this questionnaire will be regarded as strictly
confidential and will be used for research purposes only. Please answer the
questions as objectively as possible

2. Please read the questions carefully and make sure you answer all the questions
3. Answer the questions by making a cross (x) in the appropriate block. unless other

instructions are given.

SECTION A: PERSONALDETAJLS
1. Gender: _

IMale I Female I
., Into which age categ0'1' in ~'ears do you fall?_.
16-70
21-24
75-78 I
78-37
> 32

3 Which Reoion do "OU come from?
Western Caoe
Eastern Cane I

1\onhern Caoe I
l\onhern Province 1
Moumalan2a 1
Gautena I
Nonh West
KwaZulu Natal
Free State

4. Do YOU come from an urban (town, city) or rural area?

I~:~:f I I
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?fi t I5 Wh t"a IS your Irs anouaae.
Afrikaans
Enalish
IsiNdebele
Sepedi
Sesotho
SiSwati
Xitsonga
Setswana
Tshivenda
IsiXhosa
IsiZulu
Other:
Please specifY:

h I did you attend?d

matnc aggregate?

f6 Wh tn

7 Wb

a rpe 0 seeon ary se 00

Private
Public
Model-C

at was your
A
B
C
D
E
F
G

8 Which Institution are vou currentlv studying at?
University of Cape Town
University of Stellenbosch
University of the Western Cape
Cape Technikon
Peninsula Technikon

9 Which Course/ Field of Studv are yOU currentlv in?
Business! Commerce! Law
Economic and
Management
En~DeeriDo Dentistry I
Science! Health I Arts

ISCIences

Education Theology
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10. Which leyel of study are you ~in~?,-- ~~ _
lIst 17.0 . . 13rd 1--'-4_lh _

SECTION B: INfORMATIO I SOURCES THAT HAD AN IMPACT ON YO R
DECISION TO STUDY AT YOUR CURRENT INSTITUTION.

1. Did the following information sources influence your decision to study at your
current institution? I\'B (Answer all the ootions)

Yes No
Material distributed by your I
teacher
Onen day I
Career exhibition
Institution Web-site
Newsnaner wicle I
Radio adyenisement
TV Adyenisino I
Billboards
Posters
Education Fair
Friends
FamilY

2. How important were the following information sources in assisting you with your
decision to studY at Your current institution? :'iB (Answer all the ootions)

Very Imponant I Of littlc :"ot at all I

imoonant imoonance impanant
Material distributed by your I

teacher , I

ODen day I I I
Career exhibition I I I
Institution Web-site I I I I

NewsnaDer wide I I I
Radio advenisement I I
TV Adyenisino i I I
Billboards I I I
Posters I I I
Education fair I i I
Friends I I

--,

Family I I
,

I
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SECTION C: THE EFFECTfVEl'.'ESS OF OPEN DAYS Al\D
CAREER EXHIBITIONS
1. Have you attended an open day or career exhihition hosted hy your current
institution before reoisterino?.

Yes No
Open day
Career exhibition I

2. Have you attended an open day or career exhibition hosted by any of the
rent institution)followin2 institutions'? NB (Do not tick vour cur

Yes No
University of Cape Town
University ofStellenbosch I
University of me Western Cape
Cape Technikon
Peninsula Technikon

Ilf your answer is NO in both 1 and 2 of Section C, answer question 3.

3. If }'oU did not attend a career exhibition or open day, do you think your decision
would have been an ' different?
Yes No

4. If, your answer is YES in 1 and 2 of section C, rate the inOuence the career
exhibitionlo en dav had on vour decision to studv at vour current institution.
No inOuence I 2 3 4 I Great inOuence 5

5 \Vho encouraoed vou to attend an open day or career exhibition?
Parent
School teacher
Friend
Your own initiative
Other family
member I

6. Do vou think 'ou benefited from attending an open day or career exhibition?
Yes "10 "ot sure
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6.1. If YES how did the open day or career exhibition benefit you·?
NB(T"kllh I)IC" a t at apPlY:

providina information on different courses
Providing career !!Uidance
Introducina, you to the environment at the instirution
Buildina a relationship with the instirution
Providing brochures for further information
Other: Please specifY I

6.2. IfNO, please state why you did not benefit from attending an open day or
career exhibition.

195



SECTION D: FACTORS THA.T PLAYED A ROLE IN YOUR FINAL DECISION

1. Which of the follo"ing institutions did you apply to? (You may cross more
than one)
University of CaDe Town
University of SteIlenbosch
University of the Western Cane I
Cane Technikon
Peninsula Technikon
Other

2. From the list, select THREE reasons for the choice of your current institution in
order of importance by writing the appropriate number in the column. (Rank
l=most important, rank 2=second most important and rank 3=third most

of

imnortant)
Financial aid/Surs.rv
Travellino

Academic reauirements
Fees
Previous students
Course
Snorls
Your narents influence
Pass Rate
Renutation
Status of the instirution
Friends
in-service trainino I
Not accepted at any other
instirution
Member of the family I
studied there

I
Language
instirution
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SECTION E: GEl\r:R4.L
Suggest ways, other than career exhibitions and open days, by which institutions
can attract students.

THANK YO FOR YOljR PARTICIPATlO:"
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