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ABSTRACT 

The study is concemed with the effects of marketing management philosophies practised by the 
Public and the non-Evangelical pri\ ate uni\ crsitiL'S on stutknt sati sfaction . 

. The study was motivated by the fa ·t that pn :11 universities seemed to be characterised by 
consistent calm while publi<.: uuh l't ·itk · .... ~..-~·m ·d to be characteri sed by student dissatisfaction 
expressible by th<.: tllttm·tous distud .111 1.. s I h • researcher seemed not to be aware of any study 
cond ucted in this tc ':ttd to lind \lilt it it h.td anything to do with the marketing management 
philosophies tilL'Y wu · opL't tlin • \\ tth. 

To achieve tim; ohJccli\'1..:, a ct:n ·u· uncy was conducted on public and non-evangelical private 
univcrsitil's. I . 7 stlllknt: .md 16 administrators were interviewed. Primary data was collected 
usi ng qucstionnatrc •. 

The marketing management philosophies studied were production concept, product concept, 
clling concept. marketing concept, and societal marketing concept. In addition, student 
atisfaction with various ef\·ices offered at the universities was studied. 

Data was analysed using descriptive statistics, which entailed, means, percentages and standard 
deviation. T-statistics and chi-square were also used. 

The analysis revealed the following findings: 

l. That there were significance differences in the marketing management philosophies practised 
by the two categories ofuniversities. 
That there was direct relationship between the level of student satisfaction and dissatisfaction 
and the marketing management philosophy practised. 



CHAPTER ONE 

1.0 fNTRODUCTION 

1.1 BACKGROUND 

The world in which " ' 11,· t la is mcrcasingly becoming competitive and advanced. 

This is patlil'ldntly in r sp nse to the challenges brought about by the effects of 

globnlitnlion and change in the world economic policy which now emphasizes on 

libet alizntion and tree trade across the world and between nations. As observed by Kotler 

( 1996)~ 

"The world economy has undergone radical changes during the past two decades. 
Geographical and cultural differences have shrunk with the advent of jet planes, 
telephone hookups and the world television satellite broadcasts and other technical 
advances. This has allowed companies and organizations to greatly expand their 
geographical coverage, purchasing and manufacturing." 

The result is a vastly more complex marketing environment for both individuals and 

companies. Current econom1c conditions create both problems and opportunity for 

marketer . Some companies are facing declining demands and see few opportunities for 

gr0\\1h thers, however, are developing new solutions to changing con umer problem . 

Baker ( 1992 ob erve that in our modern ophi ticated oci tie., it ha become n sary 

to dc\cl p a marketing tl.m tion to bridoe the gap whi h ha d v loped b tween th t-.: o 

partie to an c ·ch. n -product and con. umer-bu ·cr • nd . II r or suppli r and us r \ hi h 

h • n.: ult of Ia k 1 ~iali7.ation nd di\i i n f labour and the 1 plicnti n r 



Many organizations have turned to mark ting as a major answer to their problems. Kotler 

(1988) reports that over 40°·o of ho. pitaL in the United States now have a marketing 

director in contrast with the kss than I ~o in 1972. The US postal services and Amtrak 

have developed and impl ·mull I mat k •tmg plans for the.ir respective operations. The US 

a1 my ha!' nn l'lnb~)t tll' pl,ltll( attract recruits in the country. 

ln Kenya. :e\ e1 al factor especially economic and political liberalization, have had a great 

impact on con umer behavior and attitudes. According to Ndirangu (1999), people have 

more freedom to challenge the status quo and to choose from a wide and increasing allay 

of option . They have more leeway to express themselves without fear. 

Sound marketing is critical to the success of every organization whether large or small, for 

profit and non-profit, domestic or global. There is a massive network of people and 

activities competing for customers' attention and purchasing dollar (Kotler 1996). Today, 

marketing mu t be under tood not in the old ense of making a sale - "t lling and selling" 

but in the en e of ati tying cu tomer need 

ard\\dl ( 1 < ob rve that a com pan ' very urvival in the modern mat kct \ ill depend 

up nit moving clo er to the cu tomcr, full· undcrstandin, the customer need and want. 

, nd buillin relation hip nd tim crcatin con i ll:nt cu tomc1 dedication If the 

1p n r lu nd 1 ri nd 1 r m t th m IT ti I •, th 

ps 11 du t thnt 

1 r lu t ' ill II 



Kotler (1996) observes that in the past marketing had been widely applied in the business 

sector. In recent years, howe\ er, marketing has al o become a major component in the 

strategies of many non-pwtit )t uanizatit)llS such as colleges, hospitals, museums, 

sy n1phonics and even ·hut h1.·s 

Kot kt (I oob) li.trth 'I gi' c e. amples; 

\s h sr ita! co t and room rates soar many hospitals face under-utilization 
L'Sl e ially in maternity and pediatric sections. Many have taken steps towards 
marketing ..... 

. . . e\ churches have hired a research firm to find out what its customers would 
want and ... the result has been impressive; large members has been attracted 80% 
of whom were not previously attending church. Many of America's 3000,000 
churches having trouble keeping members and attracting financial support, are 
conducting marketing research to gain a better understanding of members' need 
and are redesigning their "service offerings" accordingly . 

. . . Many performing art groups - even lyric opera company of Chicago, which has 
sea onal sell outs - face huge operating deficits that they mu t cover by more 
aggressive donor marketing . 

.. . Even government agencies have hown an increa ed interc t in mark ting For 
example, the army has a marketing plan to attract new recruit , and arious 
government agencie are designing ocial marketing campaigns to cnc urage 
cnerg con ervation and concern for the environment, or to di courage smoking, 
exec. s1ve drinking and drug u e . 

tmilarl , man pri ate college. facing declining enrollment and 1 isinu, costs, 
.trc u ing marketing to ompctc for , tud nt and fund . . 1 he arc dcllnin 1 taru,ct 
markt.:t. impro,ino th ir communication and promotion and responding hcttct to 
tud nt lkCd and ' , nt . 

Hn, II ', man Jon,_ tandin, non-profit l r 1anization like Y t 'A, th alvation 
\rm ' · ut , nd ( rirl ( ruid h, ' I t mcml c r , nd arc.: 110\\ m de.: r nizin 1 t hc.:ir 

n pr lu t to ttr t m 1 m ml r and dl n t 



Marketing, therefore, is used not onl ' b manufacturing compames, wholesalers and 

retailers but also by all kinds of indi\'iduaL, prof''ssions and organizations. 

Liberalization of th · c.: , >m m , ' hi ·h has brought about stilT competition for individuals, 

co111panies and 01 •ani ?,lli~ n · in en a, is both on production and distribution of goods 

and set vtcc · Edu 'at i n i ne uch service. This development has led to the expansion in 

pri at and public education and, in this respect many schools; nursery, primary and 

sccondat ', college and even universities have come up to oiTer competitive education 

ervice to Kenyan . 

Univer ity education which is of interest to this study, for example, has undergone a lot of 

expansion since the establishment of the first university in Kenya- University of Nairobi in 

July 1970 following the dissolution of the University of East Africa and replaced by 

national universities (University of airobi alendar, 1971 ) . ince then, additional five 

public univer itie have been established ( ee appendix 6). 

Thi trend of xpan. ion ha not . pared the private uni cr. itie in Ken a cithc1 An r th 

very fir t c!Torts b th A ian communit to oct involved in the pt i at hi 'her cdu ·at ion 

throu h th ~ rmation of the Jnndhi ~lcmorial A cad m it ' as not until 1970 that th 

lntcmntion, I Univcr it _· (l 1l ) Africa cnt n:d into an , •rl:emcnt \\ith the 

nt th r ~ ubli K n ·, t to the 11 ' \lil n 

am 1r t I 1 



In granting permission, the go\·crnmcn1 opt.: ned the way for private universities in Kenya 

and the eleven private univcrsilil s I hal \ l't ' 1 )istcrcd in September 1989 started one after 

another (Commtssion Itt IIi ·h~ t hlul.'ation Sources, 2000). 

l.2 ROLl'~ Ftll\JERiliE INKENYA 

s th' hi1!he ·t in ·titution of learning, universities play a very important role of responding 

to and haping manpo\: er needs of the society. According to Sifuna et al ( 1998), a 

uni er ity has been projected as the citadel of knowledge, a seat of learning where youth 

are trained for clear and independent thinking, for analysis and problem solving at the 

highest level. It is a place where ideas are generated, freely diagnosed, discussed and 

di seminated. 

t a more functional level, the source adds, the universitie provide the highe t quality of 

manpower by imparting knowledge and skills at the highest level of productive preci ion 

for \ hatever discipline. The niver ity of airobi tatute ( 1970) for e. ample arc fair! 

c. ·plicit on thi. . The fi.mction. and object of the ni er ·it hall among oth r be, 

. 'l 0 provide direct! in conjunction with other institutions or high r !eat ninu. 
fc iliti f r hi h r cdu at ion includin, tcchn )]O •ical and professional cdu ~a t ion 
and rc r h. 



For the purpose of making education relevant and responsive to the modern expectations 

and developments, the aim and r I l C university education should be re-appraised to 

incorporate integration "ith tht h.'\ lopm 'nt or the society as a whole and to provide an 

education that is 1 'lilt\.' ill th' ,tll~ms of the nation and the society and not just to students 

only. LTOt du1 • lt A ·h Ia Karre et al ( J 989), the greatest challenge that faces the 

national univ 't!'itie · 1· to a i t the nation through research in vocational education and 

training in the r rmulation of national policies that will guarantee freedom for tomorrow's 

Ken ·an worker 

William ( 1991 ), observes the relevance of universities to the national needs should be 

under tood to include educational choices within the university which are germane to the 

national economy and in tune with the prevailing labor market, some capacity for critical 

and innovative thinking on issues of national importance; the transmission of essential 

profe sional and cultural value , and institutional process and behavior that eqUip 

graduate for leader hip in society and regional, gender and ethnic repre. entation 

According to the ommi. sion for Higher Education ourcc. ( 19 9), private uni r itics 

arc exp cted to m ct the educational and manp \ cr need. of the count . . The report on 

manp ' r til hm that the count1 ' net.:ds kill d p oplc in te hnic·1l and i ntiti · 

in , a •ri ultur , for try, en •ine rin • nd other I he untr • need 

c r hi •h 

th n ti n nt 

Ill 



Achola (1989) observes student.' ·mrl nrnduntcs of universities can be regarded to have 

received quality education if in thl'it l ~ havim they display confident maturity of subject 

matter and pwlktl'lll · in ·'llliratton in reference at least to the disciplines of their 

univL't ~ity ~p ·rializ,ttinn II • bscrvcs further, two additional attributes which reflects 

quality umY~r'>tly cducati n to mclude; first, subsequent ability to display the faculty of 

<.:t itical and innO\ ative thinking and, secondly, the internalization of tolerance for un-

on entional \ ie\\ b attempting to evaluate such views against experience before their 

rejection. refinement or full acceptance. Many of such qualities are primarily determined 

b the quality of university experience, in particular the more pervasive academic climate. 

Thi implies that the management orientation pursued by the university has a big 

implication on the quality of its products and their ability to develop innovative thinking, 

tolerance and confident mastery of their subject of learning as they tern from the 

ati faction that they get from such academic institution's environment. This ha a further 

implication that, the role of univer itie can only be realiLed and fulfilled by en uring the 

. ati ·faction of the major con tituent takcholder at the uni er itie and tudcnt m 

panicular. u h ati faction Kotler ( 1996 obser es can onl b achi ved b th 

mat keting management oricntati n which pcrfc t the art of meeting u tomcr . pc tatic n. 

II m tudi ,m I on · )ll lu t I bv itun. ·t n\ 

m ot tlH:it 

' hi h 111 to 

th 101 lll lt 



1.3 STATEMENT OF THE PROBLEM 

Many organizations have turned t) mru kl'ting a. a major answer to their problems (Kotler 

1996). Every organizati m "hllln.t pt otit ot non-profit has a management philosophy: 

attitude 01 01 iL·ntation it 1 I{ 1 t in set vin, its customers. This cou ld be in the form of 

o11icial ]H OIIOUIK ·m 111 ~ 1 ' hibitcd by the organization without formalization. 

Non thr-lcss. the p1a tice of the right marketing management philosophy is known to 

achicn~ cu ·tomer ati faction (Kotler 1996, Gachanja, 1998). 

Univer itie in Kenya seem to suffer from problems associated with dissatisfaction of their 

cu tomer, the students. Studies done by Omari (1991) and Sifuna et al (1998) reveal the 

growing dissatisfaction at public universities in Kenya whose symptoms have been 

observed in protests, riots and violent student demonstrations. Private universities, on the 

one hand seem to enjoy relative calm and minimal disruption of academic schedules which 

sugge t ati faction of the constituent cu tomers, the student . Many reason could 

explain thi phenomenon which cern to pervade the public uni cr itic on one hand and 

pri ate univ rsitie on the ther a ha been revealed b some tudie. * me of the 

sugge ted r a on uch a political intcrferen c communication brcakdo\ n and Ia \... of 

11 ·ibilit • cannot plain \\h · the arc prone on! to publi · univ rsitic. and not to l ri ate 

• 
llUtl 

1 tti n in 



The researcher is not aware of any tud that ha been conducted locally and in developed 

countries to ascertain the marketing mnnagcm nt philosophies in the public and private 

universities and to find out if thl.'u 11 at·tic could elicit the development of the observed 

phcnomt:non V ,ltttlll' Ill li · that ha e been conducted for example by Kotler (1996), 

Nat vn ami Slat 'I (I 1 n . \1chanJa ( 1998), Nyagah (I 986) and Okutoyi ( 1988) strongly 

address the 'l)tnl diti\ c and profitability aspect of organizations of which they all find a 

positin~ c rrdati n bet\\een the practice of the marketing concept and customer 

satisfaction and profitability. However these studies may not find proper application and 

adoption for the cases of universities as they are profit centered whereas universities are 

not profit centered nor do they face enrollment problem and so the competitive aspects for 

which those studies emphasize would therefore not suffice for the case of universities in 

Kenya. 

The tudy i therefore in response to the need to answer the following research que tions: 

• 

• 

\ hat marketing management philosophies are universities operating with? 

l the level of atisfaction/di ati faction related to the marketing management 

philo ophy practiced by public and non-evangelical pri ate universitie '? 

I he in ormation cncratcd from the study could be of usc to th imprmcmcnt of 

th 

tu I 

in K n ·, e p~: iall: the public uni\ 1 iti s tluough the 1 c ommcndation md 

• m nt phil '11 lll uti UlCiil 11 or 

d Ill nl 

hi h r n ti 1 ' im1 tin • n th I it j 



1.4 OBJECTIVES OF THE TUDY 

The objectives of this study are t 

I. Determine the nru ketinu manag 111 nt orientations (philosophies) of public 

univctsitit:s and tiH: II\ n •-.::111~' li al ptivatc universities in Kenya. 

? To t:valuat · th • ctll: ·t of marketing management orientations practiced by these 

tum \.'t tltcs n "tudcnt atisfaction. 

r determine if there are significant difTerences between the marketing 

management philosophies practiced by the public universities and the non­

evangelical private universities in Kenya. 

1.5 11\IPORTANCE OF THE STUDY 

There ult ofthi stud ' may be ofuse in the following areas: 

1. Re-defining the role of universities in Kenya in this era of globalization and 

competition. 

2. Being a tep towards enhancing the practice of the appropriate marketing management 

philo oph • in the higher education in Ken a and especiall for public and pri ate 

univcr itie in Ken ·a. 

~\ . In h !ping in contributing to enhanced good rcl.ttion. bet\ ccn the univcrsitic and their 

n titu nt by howin, wa~ fomard pcciall_ to public uniHrsitics \ •ith the 

arrc tin, rcqucnt tudcnt umc t nd broken a , dcmic <.:hcduk due tn 

trik , nd di tur 

II imil r 



5. Enhancing of the researcher's re earching , kills. 

1.6 IIYPOTim ' IS 

llo . The k-\cl or s.tli l,t ti( n fdissattsl~1ction in public and non-evangelical private 

univtt sit its i · ,l lit · t r ·suit of the marketing management orientation adopted. 

II, . Th~ I ·vd c r sati faction/dissatisfaction m public and non-evangelical private 

uni\ cr ·itie t a direct result of other factors other than the marketing orientation 

adopted. 

II 



DEFINITIO OF CON Et>TS/TKRMINOLOGIES 

Marketing 

Kot lcr (I 996) dt..·lirws ll\ ' 11 k 'I in ,\s a social and managerial process by which individuals 

and 'Wups obtain "h,lt th .,, need and want through creating and exchanging products and 

values "ith othc1 · lie pr ceeds to explain that it is a business function that identifies 

customer need· and want , determines which target markets the organization can serve 

be ·t and de ign appropriate products, services and programs to serve the markets. T t is a 

philo ophy that guides the entire organization. 

University 

According to Oxford Advanced Learner's Dictionary "University" means an institutions 

that teaches and examines students in many branches of advanced learning, awarding 

degree and providing facilities for academic research 

According to the Ken a azette supplement no. 9, ct of March 1989 " m cr it " 

m an an in. titution of learning b whate er name called, or hO\ c er d . ignated ha in ' 

one o it bjccti cs the pro i ion of post secondary cdu at ion ' h1 h mtcnd. to otrcr or is 

111 ()Uf 'S Of in truction lcadin' to 'lUiltin' Of rtificalc diplomas and 



Public Universities 

According to Oxford Ad anc ct I nt ncr'. Di tionary public connotes to 'concerning 

people in general 01 pw\i I ·d 1.: s~ l 'tall l the central or local government for the use of 

people in gcncwl. · ·~ 1 lin' tn th K ·n a Gazette supplement no. 9, Acts of March 

19~9, publt · univ r iti m ·an universities maintained or assisted out of public funds . The 

Commission l'o1 llighcr :ducat ion sources ( 1999) gives the number of public universities 

to be 1iYe in Ken} a and these include; the University of Nairobi, Kenyatta University, Moi 

niver it , Egerton niversity, and Jomo Kenyatta University, of Agriculture and 

Technology (JKUAT). Early this year Maseno University College which had been a 

con tituent college of Moi University became a fully fledged university making the total 

number of public universities to be six as at the year 2000. 

Private Universities 

According to Oxford dvanced Learner's Dictionary 'private' mean belonging to or for 

u e of one particular per on or group only. 'Pri ate enterpri e connote the management 

ofbu ine b independent companie or private indi idual a oppo ed to tat ntrol 

Ac ording to th 'ommi. sion lor l lw.hcr Edu at ion our c (I privat univcr it 

me n , um c tabliJ1 d and mana 1 cd b: priv. tc indhiduaL organization. or 

1 ubli llmd A c rdin ' to th' am ur 

m pp ndi · .) 



Evangelical Universities 

According to Oxford dvanccd learner's Di t ionary, evangelical means "according to 

Christian gospel or faith" ~:van •~.lt~·al pt i at' universities in Kenya arc those private 

univetsities wh()Sl' uttitl' 1 1t rams ate based on Christian teachings and mainly offer 

t 1 ai ni ng I~H rlnuch kml 't <lnd functionaries. 

ccording to the Dail nation march I 8, 1989, they are mainly pastoral training 

institution offering theological degrees. 

The Commission for Higher Education Records (2000) gtves the names of these 

institution a St. Paul's Theological College, Scotts Theological College, East African 

chool of Theology, Pan African Christian College, Nairobi Evangelical Graduate chool 

of Theology, airobi International School of Theology, Highland Bible allege, African 

azarene niver ity and Kenya Methodist 

on-Evangelical Private ni er itie 

'on-evang lical privat univer itie on the oth r hand arc th . c pri at uni crsit i s ' hi h 

over th ugh may be O\\llCd b · church organization or c n ran b Cht istian prin ipl . 

If 

ITer ular due, tion similar to tho~c ncs ot1cr db· public univ rsiti 

th C 1111111 ion f{ r IIi her bdu , ti{ n 'ourcc • l nl t h 111\ ct it ' 

th li Uni t.:r iti l lht uht 

th 

Ill t th l J ri lu h in t Jill ur 



country's needs for it offers B c m Agri ulture, 13 .Sc. General and BA in Business 

Administration and Theolog \lsl, D·1 st:-tr oll'crs degrees in communication, Arts, 

Business Administration 'In I I" lucation . U. IU teaches Psychology, Business 

Administration and llli ·rll.llitlfl.tlr ·latrons 

Markt•ting lanaoement Philo ophies 

According t Kibera and \ aruingi (1988), the term marketing management philosophy 

refer to the management attitude, orientation or state of the mind as far as the 

management of marketing activities is concerned. It is the marketers or organization's 

trategic orientation towards the market place. Kotler (1984), identifies five marketing 

management philosophies as the production concept, product concept, selling concept, 

marketing concept and the societal marketing concept. Each marketing management 

philosophy is di cu sed in detail in the literature review. 

ati faction 

According to xford Advanced Learner' ictionary, . ati factio n mean a fl cling of 

contentment felt. \\hen on ha or achieve \\hat he he need. or de. ire. Kotler (I 996) 

u tomcr sati. faction refer· to the c. tent to whi h a pr du t's p ·rfi.mnanc 

mat bu ' 1' c.·pcctatit ll }Je ftnthcr Ob CI\'CS if th product f11li sht It f 

th fi d. If t h p 1 fi. 1111, nee mat~.:h or c d 1 eel 1tion 

r d li ht I 



CllAPTl~R TWO 

2.0 LITERATU R~: RE\ IE" 

2.1 MARK~TI G\1\1 \(;FMfl:NTPIIILOSOPIIIES 

/\rcot din • to 1--.tll't ,, l · \\a ruin ,j ( 1988), the term marketing management philosophy 

1 l'lc1 ~ ll the manag 'ment attitude, orientation or state of mind as far as marketing 

management pra tice i concerned 

The application and rationale behind each marketing management philosophy is supported 

by the environment and the situation confronting the marketer. In other words, the 

marketing management philosophy practiced by an individual or organization should suit 

the environment or circumstances surrounding that marketer or organization. 

Kotler ( 1996) ob erves that marketing management has evolved through five major tages 

characterized by di tinct managerial philo ophie and practices I Ie highlight them a 

pr duction concept the produ t concept, the marketing concept and th so i tal 

marketing con ept 

J\ rdin , to Laz r and ulll.! _ ( I 3 ), the oriental ions or m;u kct in , mana , llll'nt 

phil phi I in diiT rent folio'' s: 

lh 

II 



(iii) The selling concept (1930 till 1945). 

(iv) The marketing concept 1 1- till 1 b5) . 

(v) The societal mm kctinu l 'n 'l\ t (I<() till today). 

I I has bl.'l'tl point ·d ~)ut h '' • •r, that many firms arc still in the earlier stages and only a 

r w as yd hav • the managerial philosophies and practices characteristics of the most 

adnmced dewlopment period (Kotler 1983 ; Stanton, 1981 ). 

The evolution of marketing may be looked at as a continuous process. As Keith (1960) 

put it : 

The marketing revolution has just begun. As the revolution gains momentum, 
there will be more changes; the concept of the customer at the center will remain 
valid; but busiPess must adjust to the shifting tastes and likes that characterize the 
con umer. 

The implication of this i that marketing management mu t change to suit the needs of the 

societ . The orientation mu t trategically direct toward c;uiting customer needs and 

expe tation . 

2.11 'I h Pr dnction Concept 

Pr du ti n concept i one of the oldc t philo ophic that ouidt:s mar kc.:tt:rs in their 

mark tin 1 a ti,iti of or 1aniz( tion It h ld that u tomt:r \\ill f\\llll 

vail A < rdin 1 H him th 

r thi n nt ti n h uld th r n m11 ro n I 
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The production concept equate m·11 k t ing with distribution and the critica l issue is one of 

censuring that Htctory output is ,\\ .ul.1bl in wid ' ly dispersed markets (Oliver, 1995). Ile 

l'tn t her obsc1 ws that busim. s is <..:on 'CIVI.XI to be about production with the hope that 

dcmnmh; will bl' sulll i ·nt t( ab orb all that is produced. The low cost producer beats 

com pet itt on hurchill nd Peter ( 1995), note that businesses under this concept search 

for customer· atler production. 

tudies done on the production concept in the developed countries shows that it is an 

outdated marketing management philosophy. Kotler (1996) gives cases of companies that 

thrived on the production concept. He reports, for many years Texas Instruments (Tl) 

folio\ ed the philosophy of increased production and lower costs in order to bring down 

prices. It won a major share of the American hand held calculator market using this 

approach However, it ran a risk of focusing too narrowly on it own operations and o 

when it u ed thi trategy in the digital market it failed Kotler ( 1996) ob erve . although 

TI \vatchc were lo\ priced. cu tomer did not find them very attracti c. In it drive to 

bring down price., TI lo t ight of something else that it. cu tomer \ anted name) 

affordable, attractive di 1ital watches 

II omp. me ' cnt und r a. con um 1 could not atTonl to l~.:m. in 

It nn th t ul n t ati f~ th ir n d and pr 



Keith (1960) notes, production and sel ling orientations which preceded marketing 

orientation are inferior to the mark ting onccpt where a the marketing concept seeks first 

to identify the needs and \\ ' II) Is l r ~ nfl..nt ial ·onsumers before developing a product, the 

selling and pwduction ·on 'Its d 'I i ts on the otganization that designs a product without 

I ocnll_', the rc carchcr knm s of no study which has been carried out regarding the 

applicability of thi concept to the marketing activities of an organization. 

2.12 The Product Concept 

ccording to Kibera & Waruingi (1988), under the product concept the marketer assumes 

that consumers will buy products of high quality and shun those of inferior quality. This 

being the case, the producers again emphasizes on production since it i assumed that little 

marketing i needed to secure sati factory sale and profits. 

Kotler ( 1984) ob rve , however, thi . concept lead to "marketing m opia" ex c . tve 

and unwarranted concentration on the product rather than on the needs of the onsumcr 

~lerel ' providin, con.umcrs with qualit. product. and sc icc (a. perceived b' the 

uppli 1 can no ion ,cr utlicc in toda · s hi 1hly ompctitiYe em it onm~nt. < U'\lit. has to 

b p r j, d r m th · p r~p ti e ofth final u 1 of the produ t - the on umet. 

in th th ' r du t ull 

ith 1u r r I l 1 ut h um 1 iti 



The source says; "the public univer iti s ' cr on idered powerful, rich and maintained 

high standards." With this lind of a .. umption the universities could operate with a 

product oriented attitude or t ll't't inn th' best as 1~\r as quality education is concerned. 

Thus, those who did uot h.· ·m tlwn s ·rvi ·cs could opt for elsewhere. However as Kotler 

( l 9HH) ()bst.: t Vl'S. "lui ' ,l p1 (duct oriented attitude might make sense in an emerging 

counlt duu actc1 izxd b · trategics, it is suicidal to practice it in a highly competitive and 

d namic em ironment a today's. 

s pointed out by Kibera & Waruingi (1988) a major weakness of this philosophy is that it 

assumes that people are aware of the technical qualities of the product and that they will 

buy it without any persuasion from the producers. This assumption is very unrealistic in a 

globalized environment characterized by high competition and thus might not work out 

well for an organization seeking to sustain competition or excel. For this marketing 

management philosophy, too, the research i not aware of any local tudy that ha been 

condu ted on the applicability of this marketing management concept nor of companic, or 

organization that could be operating under it. 

2.13 ' I he . llin~ .oncept 

otl r (] tv s underth cllin ' con ept the marketer contends that althouuh the 

n urn k r qualit pr du I , th , ar n t lik I ~ to pur h, c 

pr lu t unl m ellin• flbrt i 'I he th•tt th nt d 

r th pr u •• h pr h f 

th 11 m r tin t I t Ill 



coax the consumer to use the product. EfTc tive customer needs are only considered 

during the selling process (Oii\ r, I 5 

II lays cmphasi · upnn ,th: \( hn11 • It too, su!Tcrs from the weakness of ignoring the 

<.:ustoml~l 's lksit '· '! h · ·u l mer i · only viewed as a target of sales efTort and as a means 

to satist\' the~ wdu tion need . It gives little attention to the quality of sales and pursue 

the small cust mer'' ith the same vigour as the large customers (Schnaars, 1991 ). 

Thi beat the logic oftoday's business practices, whose companies have realized that it is 

better to have few and highly profitable customers, than have many small customers who 

may contribute very little to the bottom line when compared to the few large customers. 

This philosophy looks at the whole marketing process from the seller's point of view and 

might therefore not work in a competitive environment much as ustained competition can 

only be guaranteed by the support and dependence on meeting ' hat cu tomcr need 

'I he rc. carcher knO\v of no tud that ha be n done about thi. on ntation nor l f tt 

applicability to th local r 'anizations or bu in . 

2.14 'I h lark ting ( n pt 

th J llrJ 
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Felton (1959), defines the marketing onu.:pt as: 

A corporate state of mtn I that in~ists on the integration and co-ordination of all the 
mat ketin!' functions , \\ ht h ttl tut n, arc melded with all other corporate functions, 
l'ot 1 he basir t)bi • t j, • · of I' nducin,, maximum long range corporate profits. 

Craven" (I J0(1 ddinc · th' marketing concept as follows: 

"a cuslt m~r- riented philosophy that is implemented and integrated throughout an 
organizatt n to erve customers better than competitor and achieve specified 
goal ·· 

The detinition highlights the importance of a customer as the index for success. 

Kotler ( 1997) on his part defines the marketing concept as follows: 

''the marketing management philosophy that holds that achieving organizational 
goals depends on determining the needs and wants of target markets and delivering 
the de ired satisfaction more effectively and efficiently than competitors do. 

11 these definitions about the marketing concept converge in recognizing the trategic 

centralit · of cu tomer in the ultimate uccc of an organization' ' goal ardwell 

( 199.., ob. crve , the key to urvival in today' competitive n ironment demand that a 

company move closer to the cu tom r, full under tandin, their needs and prcfcrcn s, 

and build , trong relationship ba cd on mutual undcrstandinu and tim . crcat con istcnt 

di ati n 

tl r ) i ntifi th li\ J ilhr up n \hi h th • mmk 

11 ll d 



(iii) Integrated marketing 

(iv) Profitability 

(v) Compctitot oricnt·lti n 

Customt.·r (hit.·ntation 

ccotdin 1 to Kotl~t {I the marketing concept is a management philosophy based on 

customet focu . backed b integrated marketing, aimed at enhancing customer 

satisfaction, "hich ultimately inputs positively on corporate profit objective. 

Thi implie that marketers should try to identify the needs and wants of potential 

customers through market research and meet them, thereby improving the firm's selling 

etTectivenes . According to Peter and Donnelly ( 1991 ), efTective marketing starts with the 

recognition of cu tamer's needs and then work backwards to devise products and crvices 

to ati fy these needs Hence, marketing managers can better ati fy cu tomer in the 

present and anticipate their needs in the future. 

llighliuhting the importance ofth cu tom r, 1cDonald ( 1989 notes that, "marketing i a 

manag ment prot:css ''hcrcb rc. ource. of the ' hole organization arc utiliLcd to satisr 

the n d ot ch: ted customer groups in 01 der to achic\ c the objective of loth pat tic · 

., h m r i th pivot p int any r nizati( n that adh r 



Integrated Effort 

According to Stanton tal 1 > )1 , int~!>tat ·d dl'Ott or marketing implies that all marketing 

activities in an or 'HIIiz 1ti )JI h )llld b • well co ordinate. Marketing eiTorts (advertising, 

pwdurt planntn' 111d 11 i in IH uld be combined in a coherent and consistent way and 

that one c ccuti\ ' h uld ha e overall authority and responsibility for the complete set of 

mat ketim?, acti\ itie· . ... 

Dalrymple and Parson (1990) observes that integrated eiTort implies that marketing 

activitie hould be closely co-ordinated with each other and with other functional areas of 

the organization - under the marketing concept, sales, finance, production and personnel 

all work together to satisfY customer needs. The objective should be to integrate all 

departmental activities to reach overall targets. 

Guitinan et al (1997) observes that effective co-ordination require that information on 

buyer need to be known throughout the organization and each 1\mctional department 

appreciate. the functional con traint faced b other unit rhc obscrv c that th rc mu t 

be a. trono commitm nt to the goal. of cu. tom r atisfaction and prolitabilit throu,hout 

the { r ,, nizatic n 

hi hli 'ht thrc r qu11~m nts 111: 1.: at It 1 

1111 m 
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(2) The marketing department should play an active role in the co-ordination of the 

efTorts of other departmenL' 

(3) There should be sm )!h ll ' t)CinCnrmation in the entire organization. 

Profitability 

Positiv<: oulrt1111l'' 1 • t ·I from the adoption of marketing orientation include enhanced 

customt:t satisl~1 ·tit. n. \\ hich ultimately impacts positively on the profitability objective of 

the bu, iness organization, their growth and existence (Bursk, 1966). 

B II and Emory ( 1971) observe that a company adopts the marketing concept ultimately 

increa e it sale profits rather than sales volume. Christopher and McDonald ( 1995) 

note that the search for long term profitability must focus as much upon the cu tomer, as it 

doe on the product. 

yagah ( 1986) points out that profits per se cannot make a bu iness compatible with the 

requirement of the marketing concept Profit should be viewed only in relation to 

cu tomer ati faction A maximum level of cu tomer atisfaction lead to in rea cd profit 

for the compan . 

'I arg t l\larket (. gmentati n) 

Wit nan 1 (,illi •, n ( 1 l 7) define c 'mentation a the pro cs or di\ idin , 1 di\ \:I se 'It up 

0 into mallcr 'fUll \\it hin \\ hich hroadl · imilat p ·11 tc 1 n ot' 

u r n 



Stanton et al (1994) observes that '' ithin a total market, there is always source of diversity 

among the buyers. In other'" ord., ''it hin a general market, there are groups of customers 

with different needs, bu ·in2. pt d't 11. nc~.'~ t)t product usc behaviour. 

According, tl1 lkt k "itz ct al ( 1994), market segmentation involves aggregating 

prospl'cltn: bun~t · int groups that have common needs and will respond similarly to a 

mat keting acti n. 

Pro pective bu ers thus form a homogenous unit. They further high light the criteria to use 

in forming the segments. A marketing manager should develop segments for a market that 

meet five basic criteria; 

(i) potential for increased profit and ROI 

(ii) imilarity of needs of potential buyers within a segment 

(iii) difference of needs of buyers among se-gment 

(iv) fea ibility of marketing action to reach a segment 

(v) implicit in co t of a . igning potential buyers to egm nt 

Kotler (1976 dctinc three criteria that a potential se •mcnt must meet in OHler to quuli( · 

' a tar t for a di tin t mark tin • mi 'I he c rc 

It mu t b 

It mu t b 

It mu t 



Competitor Orientation 

The strategic implication or this IS that the fitm should also direct its effort to its 

competitors both ·utt~·nt uliJct ntial b ttying to analyze their tactics and strategies. 

Pot tcr (I O~W) a· ·ct t · tlhlt ompctitivc strategy is about creating and monitoring 

t:ompt:t it1w ad\ anlage o er ri als. He further notes that efficiency of a strategic business 

unit ( ) i, largely detennined by the attractiveness of the industry (together with its 

entry and exit barrier ) and the competitive position of the SBU in the industry. To 

Porter, what matters to achieving a cost or differentiation position (industry wide or in a 

niche) which can be defended against rivals. In order to achieve such an attractive 

position, a finn must be able to execute the necessary discrete activities in a more efficient 

way than its competitors. 

A superior perfonner po ess not only an attractive po ition, hut al o a unique and hard to 

imitate re ource (Cool, 1989) 

Aaker (I 9 ) ob. rvc. that the goal of comp tit or anal si. should be to pro id insi 'ht 

that \\ill inllu nee the product-market im: stm nt d cision or the ciTort to obtain c t 

maim, in a u. tain •1 bl compctitiv advanta •c. A company n ·cds to identiC· I oth its 

urrcnt , nl p t nti, I )1111 titor. ' ith a •i \ t) nal •zin' th ir akn~s 

hi h n h lp it I trat b hin I thi i t 

mint mp n •' 



Considerable research has been done in d eloped countries on the marketing concept. 

Por examples Levit (197 ll 't'IH$ that !'or companies to continue growing, they must 

be able to und 't stand 111 I ,1 t 11 t h ' II customers ' needs and desires. A study conducted 

by Sacks and I l'll · m I 7 < in 'stigating whether the marketing concept was still 

1 rlcvant round thJt it n a . till applicable and wi ll remain so for several decades to come. 

Narver and later (1990) also conducted a study on the effect of a marketing orientation 

on bu ine s profitability and found out that indeed there was a positive effect on 

profitability as a result of the marketing orientation. 

Kotler ( 1996), observes that many successful and well known companies have adopted the 

marketing concept. He gives examples of Wal-Mart, Marriot, ordstron and McDonald . 

He ob erves further that formerly great companies like General Motor , IBM, ear , 

Zenith all lo t ub tantial market shares becau e the failed to adjust th ir marketing 

strategic to the charging market place 

L call • 1a hanja (I 9 ), did a tud on th marketing orientation and sales •r m:th. II •r 

tud ked at the a e of Jar •e calc manu fa turin' lirms in the food industr in 1 ai1 obi. 

ud , nal •z d the arious pro •ramm and method matkctin • oril:nt·11ion that 

firm I in lu t • 111 I pt d 'I h tu I ' h th r um 

m I h tud • 
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growth than those that had le s progmm.. The study however had the limitation of being 

restricted to a single category f mnnuCncturincr or 1anization or service organization. It 

therefore docs not allow t')t .'t'th.t alinti() ll to cover Cor all sectors for the economy in 

Kenya 

Okutoyi (I()~~) did ·1 ·tudv n the relationship between the use of strategic marketing and 

bank pctll1111HliiCC 111 en a. Borrowing largely from the marketing concept, he found out 

that bank , that ad pted the u e of strategic marketing performed better than those that did 

not. His tudy ' as however limited in scope much as it was restricted to banks only. His 

tudy wa also carried out at a time when the banking industry was still recovering from 

plenty of negative publicity in the press which may have led to deliberate falsifications of 

information a limitation he admits himself 
' 

Earlier, yaga ( 1986) conducted a study on the adoption of marketing concept on 

financial institutions in Kenya. He found out that a majority (93 .3%) had adopted the 

marketing concept Hi findings that the majority of the financial in titution tudicd that 

adopted the marketing concept contradict the ituation that wa holding that th tim I lc 

note that banking . crvice during that time ' a chara tcrizcd b larg' qu ues, 

unnecc sarv dcla · · irritated cu tomcr. and . ' 
on ' uch bank: could nc t h. vc tim: tiUl • 

ad pt d the rnatkctin, concept if that wa th tme state of alTair. 'l he stud · thcr fi. tc an 

n t ufli 



The researcher does not know of an. , tudy lo ally or in developed countries that was 

conducted to ascertain the appli nbilit . or mat kct in r concept to the education sector or 

universi ties in pat ticulat and tht t I '11( of its implementation. 

2.1 5 Th<· Sorietnl · l:u l ' tin" 'onc<.•pt 

The 5ocietal marketing concept holds that organizations 

should drlt'lllllll' th' need , wants and interests of the target markets and deliver the 

d 'Sir~.?d sati ·faction more effectively and efTiciently than competitors in a way that 

maintain or improve the consumer's and society ' s well being. 

Stanton ( 1981) observes, the societal marketing concept is a philosophy of management 

that cal ls for an integrated marketing program that generates long-run profitable sa les 

volume by satisfYing the long-run interests of customers and the society. Ngahu ( 1987) 

notes, this philosophy implies the broadening of the marketing concepts in both time and 

breadth ccording to this philosophy of management, he ob erve the firm hould not 

ju t focu it attention on customer , but al o on tho e afTected by the firm ' operati n 

uch a. tho e affected b pollution re ulting from the finn ' manufacturing a tivitics 

ocictal marketing orientation i b oming more rei ant du to the incrcas d realization 

that th re are limits to our natural re ourc increa d (l\\:arcn s. or the dl' t . of 

in the em ironment and on. umer omplaint ,aim I 7 . 

min , th 
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(1972), will therefore try to sati fY the on.umcr and enhance his well being on the theory 

that is "what is good in the long run r r t ht:> l nsumcr is oood for the business". 

Locally the ll'Sl'Hlrh km \\ ' r \'I r'\: studies that have been done on this marketing 

mana 1l't1l ·nt phill "l ph\ . r h ' outstanding study done of the marketing management 

philo~ophy is by gahu ( 19 7). The study was on the attitudes of executives of large 

numul11cturing and di tributi e business organization in Nairobi towards the societal 

marketing concept. The study sought to determine the executives awareness of the societal 

concept. The tudy found out that the executives in large manufacturing and distributive 

organizations in airobi are well aware of some aspects of the societal marketing concept. 

The study also found out that many executives were more knowledgeable with respect to 

the customer orientation with respect to the societal orientation and integrated marketing 

tenets concerning the implementation of the concept it was found that all firms had 

implemented at lea t orne of the aspects. 

The . tudy however had the limitation of being re~trictcd only to the large manu fa turing 

and di tributivc firm . and 1 airobi and not to the rc t of the count . Bcsid . it doc , c. ·tend 

to other ~e t r ofthc economy especially the cdu l tion ctor. 

'J h p1 I m fl in th um\ rjti an llll be ll\!l:<f h' th JI'H:tic of a 
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aware of studies that have been done to determine the marketing management 

philosophies the universitie · in cnyn nrc opcrnt ing with. lt is only through research that 

the findings of such as stu h ·an t ' '<l l whet c the problem is with regard to the 

orient ations adopt1.·d .u1l h \ it impa ts on sati sfaction of the constituent customers. 

Only H!ll'r this l\ 111 1 • { mmcndations be made of the right marketing management 

philosophies they can u e to improve the level of sati sfaction at the universities for 

improYcd image of the universities in Kenya. This gives a strong justification for the study. 



CHAPTKR Til REI~ 

3.0 RESEARCH l\IETIIODOLOGY 

The study was an l' plt't.tlt t · stud set to find out the marketing management 

philosophies pta ·tiT I b • th' public universities and the non-evangelical private 

universitic · in 1\..enva. 

'3.1 THE POPULATION 

The population of intere t in this study consisted of all the public universities and the non­

evangelical private universities in Kenya. Evangelical private universities were len out as 

these institutions were on a different curricula track as they were mainly pastoral training 

institutes offering theological degrees. They also operate with a known orientation 

founded on Christian belief and train people for specific purpose - to spread the go pel in 

churches, chools or colleges Only the non-evangelical private universitic of1' r ecular 

education imilar to those of public universitie and so may facilitate a comparative study 

Out of the total population of the stud con i. ting of 11 univ r itics onl ci •ht (7 o 0 ) 

agreed to participate in the tud \1aseno ni~crsit · was not intervic' ed since it had just 

be n d d ued ,1 uni\l'l~ity him:ly a few nH nth linm th dtuation of th~.: stud '. •t hl 

from toi Uni,cr ity, of'\\hich it had l ccn a con~titucnt colic •c, \\Ottld tell· tit 

n lo d d \ n n I \ ith< ut tud nt 1 1 < nd nt md the 



The study was a census survey Thi was ba, ically because public universities and the non-

evangelical private univer iti were . nnll in numb ' rand so the study covered all of them. 

llowever, various rcspon lulls '' u ' sampled J\ total of 173 respondents were 

int erv iewed or thl' 1/1 I ' I { nd tllS 157 were students, of which public universities had 

82 re spondents ( 0 "hcreas private universities had 75 respondents ( 48% ). 

Administrators dra\\ n ft m public and private universities totaled 16, each accounting for 

50° 'o ofthe said total 

3.2 DATA COLLECTION 

The research made use of both primary and secondary data. Primary data was collected 

using questionnaires consisting of six sections each pertaining to a major dimension of the 

marketing management philosophies. The six sections used to collect data was as follow : 

1. Section 1 - data on general information 

2 Section 2 - data on the production concept 

3 ection 3 - data on the product concept 

4 Section 4 - data on the selling concept 

5 ection 5 - data on the marketing concept 

6 ection 6 - data on the ocietal marketing concept 

For stud nt , hO\\e\ r, the questionnair consist d of four sections, each 1\:stino students' 

ati fa tion level. , ith service: oenerall oflcrcd at the in ·titution 

( ue tionnairc ,, rc administcn:d through "drop and pi k latc1' mctiH d. 'I h qt11.: tion 

r· r m tl • r i tr 1 r d , n 
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findings of responses from the univer ity admini. I ration. Fourth year students were 

chosen because they had sta •ed lono nounh in the ollcgc and so were more conversant 

with the afT airs of the univcrsttte · 111 tu ms nr products and services offered over the years. 

l'or each univcrsit , twt:nl ' ·tu I nts \ 'I' intctvicwed, selected at random. 

U1-iin' a livL' jH)tllt likrrt · ·.tl' l very 1mportant, 5 not impo1iant at all) respondents were 

assessed 011 ma1t1 '1 '\\ , ab ut ·ervices offered by the university. 

The operational definitions of the variables constituting the conceptual framework for the 

tudy ' ere developed from pertinent literature and are highlighted as follows : 

1. Production Concept 

ccording to Kotler (1996), the production concept assumes that consumers will favour 

products that are widely available and affordable. Oliver (1995), on his part observes that 

this concept equates marketing with distribution and tries to ensure that factory output is 

available in widely dispersed markets. Therefore, this concept can be said to have 

attributes like a umption that demand i effective to ab orb all that i upplicd; 

a umption of con umer need and want ' ithout finding out from them, lm er pricing t 

attract demand: wide di tributi n of compan ofTcnngs in variou. pia . and assuming that 

the c arc ,, hat ustomer · n d and; earing for customer a Ocr production. 

11 2 of th que tionnairc for admini trat r ~ 'ddre thi t ril:ntation It h~ a tot, I 

1t ttri lllclll I h ma unum \\ 'l 
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2. Product Concept 

According to Kotler (199 , tht' 11ndu ' I ·onccpt stipulates that consumers will favour 

products that oll'b tlw 111 lu,tltt , per fiJt mance and features, and that the organization 

should I hl'rdbr ~ d 'vt t , it· cnct , to making continuos product improvement. This 

concl'pt ha: \ a1 it us attribute for example; lack of market research to find out the needs 

or con umcr , the eller excessively and unwarrantedly concentrate on their products 

rather than on the needs of the consumers; perception of quality is from the perspective of 

the upplier rather than from the consumers and; wishes of the production department 

reign supreme as opposed to those of the marketers. 

Section three of the questionnaire for administrators dealt with the concept. It has a total 

of six attributes, measured on a five point Iikert scale. lienee, the maximum score was 

thirty, and the mirumum score was six. 

3. elling Concept 

According to Kotler ( 1996), the elling concept a ume that consumer. have t be 

pu. hcd to purcha c the compan product . Thi · th compan do . throu 'h Jar 'C s al 

elling and promotional effort . It. attribute arc · focusing on c. istin' pn du ts· 

a rc 1\c aJe~ and promotion, a ·surnption that l:U tomcr coa ·cd into hu ·in, th 

pr du t \\ill automati , lly like them or ifth ' lo not lik th m the,' \\il11 o 1bly tor 'Cl 

th ir i 



Section four of the administrator' que, tionnair addressed the concept. It has a total of 

seven attributes, measured on a fi, 'point likct t s 'a le. Therefore, the maximum score was 

thirt y-five; similarly the lo'' l''t · 't t \.' \V,lS s 'Wtl 

4. Mai'IH·Iin~ Concept 

Accot ding to "-otler 1996 ), the marketing concept holds that achieving organizational 

goals depend on determining the needs and wants of target markets and delivering the 

de ired satisfactions more efficiently and effectively than competitors do. 

The marketing concept has various elements or variables. These are identified by Kotler 

as customer orientation, integrated marketing, target marketing, profitability and 

competitor orientation. The operational definition will be given for each variable 

consisting the marketing concept. 

cction five of the same questionnaire dealt with thi orientation lt ha fourteen 

attribute , encornpa ing the major tenet of the concept, which are m asurcd n a five­

point calc The maximum core wa event ; similar! , the minimum . ore ' as Court n. 

(a) ( ust omcr ri ntation 

A c rdin, t ( 1uiltinan ct ·tl ( 1 7), ust Ill r on 111 ltion h:ts ttrihut like : 

I· lu ti n t h niz"lti 11 1 m 11th th 



Opinion surveys to a sse s the\ ie" . oft he customers of the quality of products and 

services. 

Customer service centtr-; r) hand!' ornplaints and inquiries. 

RclatiotL·hip buildin' \\llh ustorncrs . 

(b) lntrgrated marketing 

Guiltinan et a! ( 1997) further observes that a marketing oriented firm has the following 

attributes: 

Smooth flow of information in the entire organization. 

Periodic circulation of reports and newsletters providing infot mation on the 

customer in the organization. 

Dissemination of data on customer satisfaction at all levels regularly. 

Holding of interdepartmental meetings to discu s market trends and development 

and, 

xten ive training program to the organization team to build c mmitrn nt to the 

cu tomer. 

(c) Target market 

' (h't variable has attributes like: 

u tom r ~ur c ·~ to divide mark t imo h >mo ~:Ill u unit 

finiti n 

cliO' r nt h 'r u1 



(d) Profit orientation 

From the literatme, it i · d lt.·nt I hat ma1 k ·t ing concept can be applied by both profit and 

not Co1 profit ut 'ilnizatiuu lt kr I 99(>) 

Thl: opc1 illi{llltll ddiniti n · .11 pi to both categories. These can include: 

Customl.?r ~ur. e to determine their satisfaction or dissatisfaction with the product 

r S\.?r\ ICC 

The organization can also be asked to indicate whether they are profit oriented or 

not. 

(e) Competitor orientation 

To operationalize this variable, attributes such as survey of target customers to delineate 

direct competitors; surveys to determine industry growth and review of competitor tactics 

or trategie will be used (Guiltinan et al (1997). 

5. The ocietal Marketing oncept 

·r he ocietal marketing concept according to Kotler ( 1996 ), postulates that th 

organizati n in their quest to practice th marketin , cc ncept should ensure that the 

n um r nd th er cd and cnh, n eel. 

It ttri ut in lud I n, t '1111 u t m r li nt, ti n thr u ,h th d t rminatit n r th ir 

n 
ti n int m 1 k tin ' m t 



Section six of the same qucstionrnirc n i iress this orientation. lt had a maximum score of 

ninety (I g att ributcs , ) ), .m I a minimum sco1 c or eighteen. 

The qucstiPilllail li.11 tu I ·nt · ' as divided into five parts. Section one dealt with the 

general llllt111llal10II ection two tested their level of satisfaction with the academic 

· 'rvicc · otrered lt had a total of twelve attributes measured on a five point Iikert scale. 

Hence, the ma-ximum score was sixty, and the minimum score was twelve. 

Section three addressed the level of student satisfaction with the lecture and library 

services offered. It had eight attributes, again measured on a live point Iikert scale. 

Therefore, the maximum score was forty; similarly, the minimum was eight. 

ection four dealt with the level of tudent atisfaction with the catering and 

accommodation ervices provided The attribute were mne, measured on a live point 

Iikert calc, hence giving a maximum core of forty-five, and a minimum cor of nine 

\:ction 1t\C dealt with th level of tudent . atisf1\Cti{ 11 \ ith COmplaint handJin' b. th' 

authoritic It had ~..:\en attributes m a urcd on • liH: point lik 'It cal' '"I Ill!. a 

rna unum r of thin •-li\ , c nd n minimum 



6. Satisfaction 

According to Kotler (1996), 'ustotm:r . '1 1isfh lion is realized when a product or service 

matches the uset or bu Cl s l' r l' ' I ,111011 If I he product's performance falls short of the 

buyer's 01 user's l' p<.'rlali ns th • hu cr/uscr is dissatisfied . If the performance matching 

matches 01 exce 'ds e p, t<1ti ns the buyer/user is satisfied or delighted. 

lie further gi\ e the attributes of satisfaction in a satisfied customer as making repeat 

purcha e, talking well of company's products and services, encouraging others to purchase 

and pays less attention to competing brands and advertisement. 

Dissatisfied customer has the attributes; complaints about the organization's products and 

services, discouraging others to purchase/use products and services of that organization, 

speaking badly of the organization and damaging consumers attitude about the company 

and its products. For the case of universities, complaints can be captured through riots, 

demonstrations and disturbance 

3.3 DATA A ALY I 

Data wa anal zed , ith the aid of de. cripti\c tatistics such a. means and 1 er cnta •cs for 

the purpo of r portin, the quantitati\C c. tent of the tdopkd ma1 kctin, mana •cment 

ri ntc tion in th public and norH:V, ngdi al privat univ 1 iti 

th 

r th puq 

I-t t 

tin tl in th 

II 

u I -1 t 

Ill 



management orientations practiced b.' th universities. Chi-square was used in testing the 

effects of the various markctino mnnn!).cment orientations on student satisfaction at the 

universi ties 

l. Production Orientation 

Ho: Private non-evangelical universities do not practice more production orientation 

than public universities. 

H1: Private non-evangelical universities do not practice more production orientation 

than public universities. 

2. Product Orientation 

Ho: Public universities practice more product orientation then non-evangelical private 

uni\er itie 

H1: Public universitie do not practice more product orientation then non- angcli al 

private umvcr itic 

lling rientati n 

II Publi llllt rjti 1m ti • lllt rc cllin orientation tlrm 1 ri ·at non-· ·m ,di ·1\ 

uni r iti 

II, Pu li mu • r iti d n t pr und rth n 11i • t n n-



evangelical universities. 

4. Markctin~ Concept 

llo · Non Pv,lll •t•li \tl 11 j, at universities practice more marketing orientation than 

public univ 't siti '· 

ll 1 on· E' angelical pnvatc universities do not practice more marketing orientation 

than public uni\er itie . 

5. Societal Marketing Concept 

6. 

Ho: on-Evangelical Private universities practice more societal marketing orientation 

than public universities. 

H( Public universities do not practice more societal marketing orientation than non­

evangelical private universities. 

Ho: Students in the non-Evangelical private universities are more sati sfied with 

the academic services provided to them than student in the public univcr itic . 

H1: tudent in the non-evangelical private univer itie are not more sati lied 

with the academic ervice provided to them than tudent in the public universitie, 

7. I Io tud nt · in the pri ate non-evangelical uni cro;ities arc mor atisfied, ith the 

le ture and library servic s ot1crcd to them than student in the public uni\:crsitics 

11 1• tudent in th private non- van rclical uni\! ·r. ities arc not mnr satislicd 

\ ith th turc and n:i e otlcrl:d to them than tudcnt in public 

uni it i 



8. Ho: Students in the non-evangeli al private universities are more satisfied with the 

catering and accommodati n . cni ·cs ol1' r d to them than students in the public 

universities 

11 1 Stud 'Ill · in th • tH n· ' an 1clical universities are not more satisfied with the 

rntL't in , and ,1 - ~ mm dation services offered to them than students in the public 

9 llo tudent in the non-evangelical private universities are more sati sfied with the 

complaint handling mechanisms than students in the public universities. 

H1: tudents in the non-evangelical private universities are not more satisfied 

with the complaint handling mechanisms than students in the public universities. 



CHAPTER FOlJR 

4.0 DATA ANALYSIS \ n Fl DINGS 

tl . l INTH.ODll(' nO 

This chart 'r pre..:ent the findings of the study. It is divided into various phases. Phase 

one deal , "ith the ownership of the institution, and the Biodata of the student 

respondents. Phase two deals with the analysis of differences in the Marketing 

Management philosophies practiced by the universities. Phase three presents the analysis 

of the findings on the level of satisfaction of student with the services oiTered. Phase four 

presents the findings on the effect of Marketing Management orientations on Student 

satisfaction. 

4.11 0\VNERSHTP OF THE INSTITUTIONS: 

This analysis wa deemed necessary in order to determine the total number of in titution 

from each category that participated in the study Table 4.11 gives a ummary of the 

finding .. 



N=8 Table 4.11 Ownership Of The Univrrsities. 

r-
Ownership umlk't Percentage 

-PrivHll' Noll-l'Vllll"l'li(' tl l 50 

Public 4 50 

l'olal 8 100 

lt is clear from the above table that the universities that took part in the study were private 
non-evangelical owned and public owned. These were the major groups targeted by the 
tudy. As the table shows, each category had four institutions giving a total of eight 

universities. 

4.12 BIODATA OF THE STUDENT RESPONDENTS 

Thi. analy i wa deemed nece ary in order to determine the total number of respond nt 
from both e-xes The re. carcher felt that there might be diiTerence in the I vel f 
~ ati faction between the two c:xc and that i · \ h thi section v~as ccn to be imp tlant. 
fable l.\2 gi\cs a . ummary ofthe findings. 



N=S Table 4.12 Biodata of tudrnt Respondent 

-Sex t) Total Percentage 

Publi' Pri ate Public Private 

-- f-
Mal~ - 34 87 65 45 
f-

Female 29 41 70 35 55 

Total 2 75 157 100 100 

The table reveals that public universities category had 53 (65%) male respondents, and 29 

(35%) female respondents. Private non-evangelical universities category had 34 (45%) 

male respondents and 41 (55%) female respondents . The researcher targeted 20 

re pondent from each univer ity in the students category. I Iowcvcr, in the public 

univer itie category in one university t\ o more re pendent wished to take part in the 

tudy and hence were given the opportunity. Thi gave the observed ftgurc (82) n the 

other hand in the private univ rsitic. category, in one univcrsit fiver . pond nts failed to 

return the questionnaire. . It wa. a. sumed that they refused to take pa1 t Thi '<lV th 

o CI cd figure (7 ) . 



4.2 ANALYSIS OF DIFFFRF.NCI~S IN TIH~ MARKETING MANAGEMENT 
PHILOSOPIIIF.S PR \( riCFD BY PUBLIC AND NON-EVANGELICAL 
PRIVA'I'fi: UNIVERSil H S l SIN(; T-STATISTICS 

This Sl:<: ti on nil ·utpt · l' .111,\lvz ·the dillcrcnccs in lhc marketing management philosophies 

pmrti rcd by th~ t" ntcgoric of universities. It presents analysis for each of the 

management ori~ntation and the differences thereof ...._ 

l . Production Orientation 

Production orientation holds that consumers favour products that arc widely available and 

highly affordable. Hence, the sellers focus on improving production and distribution 

efficiency. 

Table 4:13 below presents the findings and the differences between the universitie under 

this concept 

Table .t.13 

Paired ample t-te t roup I 
Group 2 

\', riablc , 'o. of cases 

.. I 17 

lean 

rr 

-·1 il 
p, 

1 l 

1- \ lu 

tandatd 
Lrrot 
~ ( l 
' 2-

7 

- I .lil 
PH 



As the table shows the e are igni fi rmt diiT r ' nces between the two categories of 

universities. This can be obs I\ ' 'd in th' mean column where group 1 (i .e. public 

universities) obtmned a mt··m ,r .( . I< as a ,a ins! ,roup 2 (i .e. private one-evangelical) 

which obtni rw I r Jill.' 111 t'f ()< , ) . h om thi s it can be concluded that the public 

universitil:s pta ·ti 111 1 • of' the production ori entation as compared to the non-

evangelical Utll \ cr ·itie · \ I o ·cern to have some attributes of the production orientation. 

The- t-value i · 4 5 '' hich is greater than the observed t-value (appendix 2) which is 2.365 . 

Hence we reject the null hypothesis and accept the alternate hypothesis that Non-

evangelical private universities do not practice more of production orientation than the 

public universities. 

2. Product Ori ntation 

1 hi concept holds that consumers will buy products of high quali ty and shun those of 

interior quality and hence producer · emphasize production or qual it products. Table 4 14 

below pre ents the findings and the diiTcrence. bct\\een the univer. itic. under this 

on pl. 

umb 1 



As the table indicates, again the e ''ere ignifi ant ditTerences between the two categories 

of universities. Group 1 (i e public univ 't sit ics) had a mean score of 3. 7708 and a 

standard deviation of 0 > l ' itt up 2 (i ' private non-evangelical) had a mean score of 

1.1)4(> a>ain ·t a st:tnd,\11 k·,i.uion of I )26. This emphasizes that public universities 

SL~cm to ptlll'ti • , tiltH e 1 1 1 duct 01 icntation than the private non-evangelical universities. 

The cakuhted t-\ alue i 1 48 and the observed t-value is 2.571 (appendix 2). Hence we 

accept th • null h pothe i that public universities practice more product orientation than 

non-evangelical private universities. However, we still observe that even private 

universities have some aspects/attributes of product orientation . 

.... 
-' . Selling Orientation 

The selling orientation observes that the consumers must be pushed or coerced in order to 

make a purchase. In other words they are not likely to purcha e enough of the firms 

product unles ome selling efrort is expended Table 4 15 highlights the findings and 

difference~ between the univer itie under thi concept. 

p· au ed . ample:. t -te-,t Jroup I 

1 umber • tandard L tandard 

ore ast?s I\ lean De\ ia t ion 1: rror 

7 __ S6CJ 10 

7 2l7 ) I 0 0 )) 

rd tand·ml 2-'1 til D·•tt'tsor 

D i ti n Ln· r ( rr I I b \ lu Ill 
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As the table indicate , ther wn. h:. s usc or t h setting orientation y the two categories of 
universities In othc1 w )f is th~. univ 'I sitics did not seem to coerce the prospective 
students to cmbt 1 · • th ·it I' lu ·ts and services . The mean column highlights this. For 
c ·ampk lwup I Pu\ li uni\ersitics) has a mean of 2.8696 and a standard deviation of 
0.910 indtcating l \\ degree of variability from the observed mean. On the other hand, 

roup_ (pri\ate) had a mean of2.4786 and a standard deviation of 1.040. However, the 
observation can still be made that on the whole, public universities seem to practice more 
of this concept when compared to the evangelical private universities . The calculated t­
value ha 2.3 and the observed t-value (appendix 2) has 2.447. Thus the calculated t-score 
i le s than the observed t-score and hence we can conclude by accepting the null 
hypothesis that public universities practices more selling orientation than the private non­
evangelical universities, even through their practice of the concept is less when compared 
to the preceding concepts 

4, larketing Concept 

The marketing concept holds that organizations must direct all their activitic: at satisr in, 
th ·ir cu tom r c t a p• olit. '1 his they can nnl: do by bcino customc1 focused Table 4 16 

pr nt the fin ling and ditr •~n c b t\\ccn the uni\er itic undc1 thi concept 



Paired sample t-tcst Group 1 
ir u~ -

Variabl' 

110ttp I I 
Gt ~)Up 14 

(Dill' renee) 
~lean 

tandard 
De\iation 

-.6735 .654 

·ascs 

Standard 
Error 

.175 

Mean Standard Standard 
Deviation Error 

1.1390 .592 .158 
3.8 125 .635 .170 

2-Tail T- Value Degrees of 2-Tail 
Corr. Prob. Freedom Prob. 

.433 .122 -3.85 13 .002 

As the table indicates both categories of universities practice the attributes of the 

marketing concept. However, the private non-evangelical universities seem to practice 

more of the concept han their public universities counterparts. This fact is clearly shown 

in the mean column whereby Group 1 (public) obtained a mean of 3 . 1390 and a standard 

deviation 0 592 which shows that the degree of variability from the observed mean wa 

very low. n the other hand group 2 (pri\'ate) had a mean of 3 8125 and a standard 

deviation of 0.615 which again empha ize the fact that the observed mean hold. . The 

calculated t-\'aluc was - .., 5 and the observed t-\'aluc (appcndi. · 2) was 2. 160, thus the 

c !cute t d t-valuc is far less than the ob cr cd t-valuc and hcnc ' \\"C ·an condudc b 

th null h ·pot he i than non-evan , li al pr i\·atc universities pr at:ticc more 

m rk tin, ri ntati n than puhli lllll r iti 



5. Societal Markel in • Con ( Jlf 

This t(Hll'l..'pl hold· tlw { 1 ~anintions in their pursuit of customer satisfaction and delight 

should 11'\Ure that the con umer's and the society's general well being are preserved and 

enhanced Table 4.17 presents its findings and differences of universities under this 

concept. 

Paired sample t-test: Group 1 
Group 2 

Variable Number 
of cases 

Group 1 13 
Group 2 13 

(Difference) 
h:an 

Standard 
Deviation 

Standard 
' !TOr 

-.1058 .654 .179 

Mean Standard Standard 
Deviation Error 

3.2500 1.291 .358 
3.3558 1.650 .458 

2-Tail T- Value Degree. of 2-Tail 
on. Prob. l· reed om Prob 

.933 .000 - .59 12 .565 

As the table indicate , agam both categories of universities eem to pt acllc more 

attributl; or the societal marketing concept . 'I his can auain be observed in the mean 

column \ ·here b )th had above average mean cores For c. ·ample group I public) had a 

m n f .\_ 00 and a tandatd dcvi, tion of I 291 Th ir countcrpatts {i c pti\'atl.:) 

till I. I th t 

1 n t luni I iti m1 1 I t th it 



public universities counterpart . The cal ulat ed t-valvc was - 0.59 and the observed t-valve 

(appendix 2) was 2.779 Thu. th nl ulntcd t-score was less than the observed t-score 

and hence it can be conclu k ll ,1cc pting the null hypothesis that non-evangelical private 

lt can thercf re b, b ·en:ed that the public universities practiced more of the production, 

pmduct and ·elling orientation, as compared to their private non-evangelical counterparts. 

On the other hand, the pri ate non-evangelical universities practiced more marketing and 

ocietal marketing orientations than their public universities counterparts. 

4.3 Analysis of the Level of Satisfaction/Dissatisfaction with the Services Offered 
by the Institutions. 

Thi section presents the findings on the satisfaction/dissatisfaction of the student with 

the variou ervice offered by the re pective institution This analysi i important in 

order to detect any difference that can be ob erved in the level of atisfaction from both 

categories. 

I. S. ti fa ti n "ith A ad mic ~rt ·icr OfT r d 

Th in tit uti n 1 nm 1 il · oficr a adcmi to the con titucnt h n ·it i implHtant 

t i mi l \' th • tu tent 

th th ti 1 ti nfdi ti ti 1\ 



Paired sample t-test Group l 
1r up-

Vanable llllll1. I Mean Standard Standard 
,1:-, 'S Deviation Error 

(;rtlllp I ,_ 1 0662 .723 .209 
,n)up _ I 4.1648 .462 .133 

( Dil1crence) tandard Standard 2-Tail T- Value Degrees of 2-Tail 
1can Oe\iation Error Carr. Pro b. Freedom Pro b . 

-1.09 6 .337 .097 .931 . 000 -11.28 1 l .000 

The table indicates that both categories performed above average with regard to the 

academic services offered by the universities. However, group 2 (i.e. private) performed 

\vay above average as compared to their counterparts in group 1 i.e. public. Thi can be 

observed in the mean column where group 2 had a mean score of 4.1648 and a very low 

degree ofvariability (i e 0.462) while group 1 (i .e. public) had a mean core of3 0662 and 

a lov. degree of variabilit of 0 723 . Thi emphasiz.es that tudent in the private non-

C\'angclical univer 'i tie. arc more satisfied \Vith the academic services provided to them as 

compared to :tudcnts in th\.: public universities . 'J he calculated t-valuc of - 11 .2' was 1 'S: 

than th appcndi · 2 I kn e \\c an concludl! that th0 null 

h p th i \\hi h stat tint ~ tudent in th private notH!Van ,di al unintsiti0 ate mo1 

' ith th , ad mi pr id d to th m th. n tu i Ill in th public 

uni r Hi h I 



2. Satisfaction with Lc turc and Libnu-y Sct·viccs 

Lecture and libnu ' sCI\ 1 • -; l'trm :111 int 1ral part of the servrces provided by these 

institutions lien 'L'. it i illlJOrtant to determine the level of satisfaction of the students 

wit It 1 q.?,tll d tt) th~.: ·, ,· 'r "icc . ·r able 4.22 presents findings of the analysis of the 

satisl1tction or ·tudent · \\ith regard to these services. 

Paired ·ample t-te t Group 1 
Group 2 

ariable umber 
of cases 

Group 8 13 

Group 8 13 

(Difference) 
Mean 

Standard 
Deviation 

Standard 
Error 

-.9143 .201 .071 

Mean Standard Standard 
Deviation Error 

3.0637 .461 .163 
3.9781 .388 .137 

2-Tail T- Value Degrees of 
Freedom Corr Prob 

.902 .002 -12.87 7 

A indicated in the table above the students in the private non-evan 'Ciical untv rsitics 

category performed wa abO\ c average \Vith regard to the lecture and librat servrccs 

provided to them a compared to their counter parts in the public universities. 'I his can be 

ob ef\ ed in the mean column when! 'roup 2(i .c. private had a mean scor c or·' en • 1 and 

a\ Cl)' I)\\ d grcc or ( r iability of 0 3 ,roup I (i e public had ·t m ·an s ot~.: of , o , , 7 

<lld nd rd d vi.tion f l61 II n th tud nts Ill th Juhli · 

uni r iti m to llri ut ntifi 

th 

r tlu 

2-Tail 
Pmb. 
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was - l 2.87 and the observed to core ' as 2.365 (appendix 2).Hence the calculated t-

score is less than the obscrv d t -s re ani t h r 'Core we can accept the null hypothesis and 

reject the alternative hvpt tlwsis 'II 0 0 I vel. In other words students in the private non-

evan ~eli cal uniwr -;rt it.· 11 • 1111)1 satisfied with the lectures and library services offered to 

them ns rotupatl'i tt stud ·nt in the public universities. 

J. ati faction ''ith Catering and Accommodation 

Catering and accommodation is one of the indispensable services offered at the universities 

and hence it is important to determine the level of satisfaction of the students with these 

ervices as these touch on their general welfare. Table 4.23 highlights finding of the 

analysi of the satisfaction of students with regard to these services. 

Paired sample t-test: Group 1 
Group 2 

ariable Number Mean 'tan imd ' tundard 
of cases De\ iation I 1101 

roup 1 9 2.80 0 J 1R . 1 0(~ 

Jroup 2 9 _).6133 .50 169 

(Ditlcrcnc ) 
le, n 

. tandard 
r 1;;\ ia t ion 

tandard 
Lrror 

_-Tail ·1 - \ ,IIUL· 

( )rr Proh 

s 132 111 771 -7 2 

tud Ill in th 1 n , t n n- I uni r iti 

111111 d 1ti 11 nd n , d 

tllJ r th in th p 1 h um r ttl lh m n I mn fl 

ll\t 

lh Ill 

2-Tail 
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2 (i.e. private) obtained a mean cor of 3. 133 and a low degree of variability about the 

mean of 0.0508 while troup I tulli ')obtain ~d a slightly above average score of 2.8080 

and a low degree of v Ht 'lhilih \l)()llf t h mean of 0.3 18. This emphasized the fact that 

wit h rcgatd to tlu: ' t • • )111111 ldlton and cateri ng services, students in the private non 

evan ,l'lil'altum 'r·iti, 'em t be better taken care of than their counterparts and hence, 

the '<U' m rc ·au·ticd 

The calculated t-value was - 728 and the observed to value was 2.306 (appendix 2). This 

again, the calculated t-score is less than the observed t-score. lienee we can accept the 

null hypothesis to the effect that students in the non-evangelical private universitie are 

more satisfied with the catering and accommodation services ofl'ered to them as compared 

to their public universities counterparts. 

4. atisfaction with omplaint Handling Mcchani m 

Over the year , tudems ha\e expre ed di ati ·faction \ ith variou erviccs otTet cd to 

th m. 1 he e di · ati ·faction. can onl ' be addre sed if there i an cflicicnt c )mplaint 

handlino mcchani m in the unin~r. itic · I knee, it is impmtant to dett:t mint: tht: levd or 

ati fa ti 11 of the student. '"ith the complaint h, ndlin' mcclnni m in talkd by the 

in tituti n 'J ahl · 21 hi •hli 'ht the !In iin in thi 1 'ani 



Paired sample t-test: Group 1 
G10up .. 

Variable lllllh I M 'an Standard Standard 
Deviation Error 

tll)llp I 2 8080 .3 J 8 .106 
Ito up i) 3.6133 .508 .169 

( l iilercnce) 'tandard tandard 2-Tai l T- Value Degrees of 2-Tail 
Mean D ~viation rror orr. Pro b. Freedom Pro b. 

-.80 4 .332 . 111 .771 .015 -7.28 8 .000 

It is clear from the above table that both categories of universities performed above 

average with regard to their complaint handling mechanism. However, it can observed 

that students in the non-evangelical private universities seemed to be more satisfied with 

the complaint handling in tituted by their institution as compared to their counterpart in 

the public universities. Thi is attested to by way above average mean core lor group 2 

(private) which wa 3 6133 and a very low degree of variabilit about the mean of 0 508 

n the other hand, group I public) obtained a mean . core of 2. 0 0 and a standard 

dc\iation ofO __ , 18. The calculated t-valuc wa. - 7.2' and the obsencd value \\as 2 .. 106 

'1 hu the calculated t-scon.: to low than the ob.'crvcd t- orl: and hence \\ e a~.: · 'Pt th~.: null 

h p th i. and rc.:j ·t < l11.:1nati\~.: h:pothc. i at th In oth 1 \\Old . tu knt at 

th 1 ri\ at n n- ti li I '' ith tit llllJ I int h n llin ' 

Ill h ni m in tall b • th ir in tituti n 



From the findings it can be ob erved that g n rally students in the private non-evangelical 

universities are more ati ti d '' ith tlk arious services provided to them by their 

institutions as compatcd t stu knts in til' public universities. Ilowever, this satisfaction is 

not absolute a lh ·t . up1 t tl ·I l til~ mean scot es observed . On the other hand, students 

in the public utm· 1 ,iti, al seem to be satisfied, even though to a less extent, with the 

various service, 1Teted to them. 

4.4 Analysis of the Effect of Marketing Management Philosophies on Student 

Satisfaction Us ing chi-square Tests. 

Thi section attempts to analyze the effect of the vanous marketing management 

philo ophies on student satisfaction. This analysis is important in order to determine the 

philosophy or philosophies that lead to student satisfaction dis atisfaction 

4.31 Public Universities 

I . Production 
lt 

6 8 ati . faction 9 sat · f' t . • , 1. ac ton 
with academic \vith lecture and \Vith catering ' ith complaint 
en 1ccs library en icc and hand lin , . 



*dependent 
**not dependent 

Production Conrt•pl anti .'C nell' Ill Satisf•tction 

1. A~ thl' tabl • ~ ~~~ \\ , th ·calculated x) is 48 and the observed x2 value is 55. 

'incc th • 'alu' of '2 calculated ( 48) is less than the x2 table (55) we fail to reject 

the hyp the i tudent satisfaction with academic services dependent on 

production concept. 

2. A the table shows the calculated x2 is 48 and the observed x2 value is 55 
' 

. 

Since the value of x2 calculated ( 48) is less than the x2 table (55) we fail to reject 

the hypothesis that student satisfaction/dissatisfaction with lecture and library 

services is dependent on the practice production concept at public universities. 

3 As the table how , the calculated \. 2
 i 4 and the de erved \_2 value i 5) 

ince the \ale ofx2 calculated (4 ) i'> les than the x
2 tabl ()5) \\C fail to rcjc t the 

null hypothc·is that student sati. faction/dissatisf~tction with atcrin, and 

< ccommodation services is dependent on the )l'a ticc production onct:pt at public 

univ r~iti 

2 7 nd th ' lu 7 



Since the value of 2 cal ulat d (3 7) we fail to reject the null hypothesis that 

student satisfaction/dis atisfll 'lion' ith handling of complaints is dependent on the 

practice of p10duct i Hl · n~. ·pt. 

Product Concept and tudent Satisfaction 

1. A the table hows, the calculated x2 is 30 and the observed x2 value is 37. 

Since the value of x2 calculated (30) is less than x2 table (3 7) we fail to reject the 

null hypothesis that student satisfaction/dissatisfaction. With academic services is 

dependent on product concept at public universities. 

2. As the table shows, the calculated x2 is 30 and the observed x2 value i 37 

. l . 

ince the \alve x2 calculated (30) i less than X
2 table ( 7) we fail to reject the 

hypothe ·i that tudent ati faction/eli ati. faction with lecture and librar service i 

dep ndent on the practice of the product concept at public universities. 

A the t, blc sh l\\"s the calculated I 30 and the ob cr •cd valu~.: i n . 

th raluc of al ulatcd (.l than . table (.'i? \\ r it t ) r . t the 
Ill 

IIUIJ h I th th t tud nt l i ti 11 \ ith 

111111 d ll 11 I d p nd nt 11th pr 

uru I it j 



4. As the table show, the I ulat 'd x) is 24 and he observed x2 value is 31. 

Since tho vatu of ' l'.lkulat 'd (24) is less than x2 table (31) we fail to reject the 

null hyp )( h 'sts that tudcnt satisfaction/dissatisfaction with complaint handling is 

tkpcndcnt n the practice of product concept at public universities. 

Selling oncept and Student Satisfaction 

1. Since the value ofx2 calculated (42) is less than x2 table (54) we fail to reject the 

null hypothesis that student satisfaction/dissatisfaction with academic services is 

dependent on the practice of selling concept at public universities. 

2. As the table shows. the calculated x2 is 42 and the observed x2 value is 54 . 

Since the value of x2 calculated x2 is ( 42) is less than x2 table (54) we fail to reject 

the null hypothesis that student satisfaction/dissatisfaction with lecture and library 

services is dependent on the practice of selling concept at public universitie 

.., As the table hmv the calculated x2 is 42 and the ob c1vcd x) \ alue i. 54 

. 1ncc the value ofx2 calculated (42) , . le. than x2 table ()4) \\C fail to reject the 

null h •pothcsis that :tudcnt sati fa tion/di satisfaction with catering and 

omm )(l, tion crvic i d p nd nt on the p1actk c..: of'conl:cpt. 



4. As the table shows the nlcuht~d x) is 35 and the observed x2 value is 43 .8. 

Since the value of ' \II ·ul<lt ·d (1~) is less than x2 table (43.8) we fail to reject the 

null hypt)lh •si that student satisfaction the null hypothesis that student 

satisll1 ·tit n di · ati -faction with complaint handling is dependent on the practice of 

the ·elling concept at the public universities. 

l\1arketing Concept and Student Satisfaction 

1. As the table shows, the calculated x2 is 108 and the observed x value is 118. 

Since the value ofx
2 

calculated (108) is less than x2 table (118) we fail to reject the 

null hypothesis that student satisfaction/dissatisfaction with academic service 1s 

dependent on the practice of marketing concept at the public universities . 

2. As the table shows, the calculated x2 is 56 and the ob erved x2 value 67 . 

ince the value of x2 calculated (56) i le than x2 table (67) we fail to reject the 

null h pothe is that tudcnt ati faction/di sati faction with lecture and library 

SCf\'ICC dependent on the practice of marketing concept at the public 

univer itic '. 

A 1h tabl htm , th al ulat d · i 7_ and th ob 1\'ed .· valu i 

Ill 

n 111 h .. I th th t tu ·nt ti 

th n •· tab! 

ti I dj ti 

fail I ) H:· I lh ~o: 

n ' ith ll t 



accommodation service dep nd nt on the practice of marketing concept of the 

public universities 

4. 
) 

i\s the tabl' sh m ·.tit' al ulatcd x is 35 and the observed x2 value 43 .8. 

Since th, vulu, f · calculated (3 5) is less than x2 table ( 43. 8) we fail to reject the 

null h p the 1 that student satisfaction/dissatisfaction with complaints handling is 

dependent on the practice of the marketing concept of the public universities. 

Societal ·Marketing Concept and Student satisfaction 

1. As the table shows, the calculated x
2 is 96 and the observed x2 value is 113. 

Since the value ofx
2 

calculated (96) is less tan x2 table (113) we fail to reject the 

hypothesis that student satisfaction/dissatisfaction with academic services to 

dependent on the practice of societal marketing concept of the public universities. 

2 As the table shows, the calculated x
2 

i 48 and the observed x2 value i ( 61) . 

ince the value of x
2 

calculated ( 4 ) i le the ·2
 table (61) we fail to reject the 

hypo the i that tudent ~ati faction/di sati faction \\it h lecture and libr ,\1 SCI\ ices 

i dependent on the practi(c or social marketing concept at the public univcr itics. 

,. the table ~hlH • th , I ul t d ,· cal ul 1 I ' I I th n 1 . Ill c l tahk 

fail to , J I th null h 'P th th t tud nt ti fa ti nidi ·ui Ia tion 
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4. As the table sho\\s, th al uhkd x is J5 and it observed x2 value is 43 .8. 

Since the value of ' -.tl 't ll ,lf d ( 1 ~) is less than x2 table ( 43. 8) we fail to reject the 

null hyp(>th ·si~ th It tud '111 satisfaction/dissatisfaction with complaint handling is 

dependl'nl n th' p1 acticc of societal marketing concept at the public universities. 

NON-EVANGELICAL PRIVATE UNIVERSITIES (TABLE 4.22 (b) 

6 Satisfaction 7 Satisfaction 8 Satisfaction 9 Satisfaction 

with academic with lecture & with catering with complaint 

services library services accommodation handling 
serv1ces 

1. Production A=56 t=67* A- 56,t- 67* A- 56,t- 67* A 35 ,t 43 .8* 
' 

Concept 

2. Product A=JO t=37* A- JO,t-- 37* A=-JO,t- 37* A 24,t 3 I. I * 
' 

Concept 

" Selling A=42 t=50* A- 42,t- 50* A- 42,t 50* A 35, t 43 .8* 
-' · ' 
Concept 

4. Marketing A=84,t= l01 * A- 48,t- 57& A 48,t 57* A 35,t 4" .8* 

concept --
5. Societal A=84 t= IOJ * A- 48,t-"'49.8 A 40,t -49 8* A 29,t :4]* 

' 
Marketing 

concept 

Production oncept and tudent , ati faction 

1. A the table (~ I 22 b) shm\s, the calculated x is 5 >and the oh:-. rvcd . i 67. ' inc, 

th valu of -
2 is 7 . .'in th v lu of. · calculated ( ) i lc tht~t th . tnhlc 

7, \\ fail t l rej t th 

n th 1 1 r du ti n 

1 pd tHll r it i · 



2. As the table shov.- , the ' I 'tllat 'd >..J is 56 and the observed x2 is 67. Since the 

value of '2 c lculH ' l is I 'SS than x
2 

table (67) we fail to reject the null 

hypoth ·~i-; that stud 'Ill satt ·faction/dissatisfaction with lecture and library services 

i~ tkprndent n the practice of the production concept at the non-evangelical 

pri ate uni\er itie 

3. As the table shows, the calculated x
2 

is 56, and the x2 table is 67. Since the 

calculated x2 (56) is less than the observed x
2 

table (67) we fail to reject the null 

hypothesis that student satisfaction/dissatisfaction with catering and 

accommodation services is dependent on the practice of production concept at the 

non-evangelical private universities. 

4. At the table shows, the calculated x
2
is 35, the observed x2 is 43 .8. Since the 

calculated x2 (3 5) is less than the observed x
2 

( 43 8) we fail to reject the null 

hypothe i that student ati faction with handling of complaint · i dependent on it 

practice of production concept of the non-evangelical private uni cr ·itie . 

Pr·oduct C ncept & ' tudcnt Sati faction 

A th tahl ~how , th~: c. I ulat d •· I nd th 7 Ill the 

ulc ted L l ' il t th nu ll 

ti Ill II l h 

t uni IIi 



2. As the table shows, the cal ulat d x2 i 0 and the x2 observed is 37. Since the 

calculated x2 (30) i le than tiP observed x2 (37) we fail to reject the null 

hypothesis that stu k nt snlt~f~l 'I ton with lecture and library services is dependent 

on the pra ·ti · • r th JtOdu 'l concept of the non-evangelical private universities. 

s th, t · 1bl~ h \\ ·. the calculated x2 is 30 and the x2 observed is 37. Since the 

cal 'ulated . ' ( 0) i less than the observed x2 (3 7) we fail to reject the null 

hypothe i that student satisfaction with catering and accommodation services is 

dependent on the practice of the product concept of the non-evangelical private 

universities. 

4 . As the table shows, the calculated x
2 

is 24 and the x
2 

observed is 31 .1. Since the 

calculated x2 (24) is less than the observed x
2 

(31 .1) we fail to reject the null 

hypothesis that student satisfaction with complaint handling is dependent on the 

practice of the product concept of the non-evangelical private universities. 

elling Concept and Student Satisfaction 

1. the table how . the calculated '
2 

i 42 and the x2 ob crvcd i 50 mc the 

2 . I cal ulated x (42) ts e than the observed .-7 
()0) \.vC fail to reject the null 

hypothl.! ·i.' that student atisfactionfdi atisfltction \ ith a adcmi sen ic s is 

dcpcndcnt 011 the practice of the . II in concept at the non-evan ,clical pri\'at 

unh r itic 

2 A th lc bl \\ th • Ill \: th 

I ul t i I th null 

h 1 th th t tud Ill ti ti ith I lUI 



is dependent on the practice of th lling concept at the non-evangelical private 

universities 

3. As the table sho\\s tht lill 't llat d x) is 42 and the x2 observed is 50. Since the 

<..:nlculniL' J • ' ( 1- is I •ss than the observed x2 (50) we fail to reject the null 

hypolh~SI ' lh,lt tudent satisfaction/dissatisfaction with catering and 

a ·c mmodati n ervices is dependent on the practice of the selling concept at the 

non-evangelical private universities. 

4. As the table shows, the calculated x
2 is 35 and the x2 observed is 43 .3. Since the 

calculated x2 (35) is less than the observed X
2 

(43.3), we fail to reject the null 

hypothesis that student satisfaction/dissatisfaction with complaint handling is 

dependent on the practice of the selling concept at the non-evangelical private 

universities. 

Marketing Concept and Student Satisfaction 

I. A the table how , the calculated x
2 

i 84 and the x
2 

ob erved is I 01 ,'ince the 

calculated x2 (84) i' le than the ob erved x
2 

(101 we fail tor jcct the null 

h ·pot he is that student . ati. faction/di. satisfaction with acad~mic ser vic~s is 

d pendent on the practic~.: of the marketing concept at th • non-cvan,di a! PI i\·atc 

uni\ crsitit.:s. 

2 A th !c bl 
md th 7 Ill • tit 

I ul t d • 
7 \ fail t th null 

h I th I th t Ill nt ti ith I tur 



is dependent on the practi of th marketing concept at the non-evangelical 

private universitic 

3. 
) . . 

As the table sht)\\ s lht cal 'tllat d , IS 63 and the x2 observed is 74. Since the 

calculated ' ( 1 ~ 1s I ·s~ than the observed x
2 (74), we fail to reject the null 

tudcnt satisfaction/dissatisfaction with catering and 

ac ·omm dation ervice is dependent on the practice of the marketing concept at 

the non-e\ angelical private universities. 

4. As the table shows, the calculated x
2 

is 35 and the x
2 observed is 43.8. Since the 

calculated x2 (35) is less than the observed X
2 

(43.8), we fail to reject the null 

hypothesis that student satisfaction/dissatisfaction with complaint handling is 

dependent on the practice of the marketing concept at the non-evangelical private 

universities. 

Societal Marketing Concept and Student ati faction 

I. As the table bows, the calculated x
2 

i 84 and the ob crvcd x 2 i l 0 1 .'incc the 

calculated value .'l ( 4) i. lc. than the observed :-:
2 

(101) we fail to 1ejcct th~.; null 

h -pot he. is that student satisfaction/dis ·atislaction with academic services is 

dependent on the pra ticc of the ocial markctin' conc\:pl at the non-evan •clical 

p1 ivatc univcrsit ic . 

2 A the 1 hie h m th al ulat 0 II I th rvcd . Sin c th 

10) i I t th 

null h p th i th t tu nt di lti \ ith Jj I I • 



services is dependent on the pm ti c of the social marketing concept at the non­

evangelical private uni\ er ities 

3. As the table , bows, tiH. ·al ·ul;lt 'd ' is 54 and the observed x2 is 65. Since the 

calculated v dul' is less than the observed x2 (65), we fail to reject the null 

hypothl!sls that ·tudcnt satisfaction/ dissatisfaction with catering and 

accommodation erv1ces IS dependent on the practice of the social marketing 

concept at the non-evangelical private universities. 

4. As the table shows, the calculated x
2 

is 29 and the observed x2 is 41. Since the 

calculated value x
2 (29) is less than the observed X

2 
( 41 ), we fail to reject the null 

hypothesis that student satisfaction/dissatisfaction with complaint handling is 

dependent on the practice of the social marketing concept at the non-evangelical 

private universities. 

On the whole, it can be observed that there is a direct relationship between the level of 

student satisfaction and the marketing management philo ophy practiced In other \\Ords , 

the finding upport the null hypothe. i 



CIIAPTEJ{ FIVE 

DISCUS ION ND '0 LU ION 

Included in lhi chapter are: discussion of the findings, conclusion, recommendations 

limitations of the study and suggestions for further research. 

5.1 DISCUSSION AND CONCLUSION 

The findings of the study indicate that there are differences in the marketing management 

philosophies practiced by the two categories of universities. The findings indicated that 

public universities seemed to practice more of the earlier orientations that is, production 
' 

product and selling orientations. This was attested to by the higher mean score and low 

degrees of variability observed for each of the e orientations. For example, under the 

production concept, public universities obtained a mean score of 3. 9219 and a tandard 

deviation of 0.832, while the private non-evangelical univer 'i tie had a mean score or 

3.0938 and a 10\v degree ofvariability of0 .918 Thi clear!' indicated a preponderance or 

agreement with the ob ervation that public univ rsitics cemcd to b more production 

ori nt d than their countcrpar1s. 'I h, ame oh ·crvation held ft)t the other two 

or icntat ion 

in th lit 1 tur 1 th 

nn 
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form an integral part in the corporate planning and operations. For example Houston 

(1986) noted that the produ ti )11 orn~pt is pa sive with regard to marketing. Keith 

(1960) also observes that thest ·nn<.'l..:p ts w•re inferior to the marketing concept. Kotler 

( 1996) notes that tit' pwdu t ·on cpt leads to excessive and unwarranted concentration 

on the pr )duel rather than on the consumers' needs and wants. 

The practice of the e orientations can lead to a backlash from the consumers. This could 

explain the occasional dissatisfaction expressed by the students in the public universities in 
' 

the form of demonstrations, unrest, and the like. This is different from the relative calm 

experienced in the private universities in general. 

On the other hand, the private non-evangelical universities performed way above average 

in the use of the marketing and societal marketing concepts. In other word , they used 

more of these concepts than their public counterpart Literatur up port the u e of the e 

orientation in today's environment Kuria (I 999) ob erves that toda ' organizations need 

to move closer to their cu tamer , fully under. tanding their need and preferences. 'I his 

ha · positi\·e long term eflccts on the organizations and th socict · in general. 'I his is 

mainly be a usc consumers get ·atist1tction and ddight in their u e or t ht• products and 

rvi c . 'J hi~ c 11 limit db ati:·.faction and complaint ~ fi·om th cu I< m r 

., h Ill 1\.: u lh 111 d b ' lh 

lUll 
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with regard to their use of these con ept , whi h points to the fact that they too use some 

of the attributes constituting thc::.e orientations. 

The findings also revealed t h 11 sill k 111 s 111 1 h ' private non-evangelical universities s~emed 

more satisfied '" ith th • \ \ ll ious scr rccs ollcred to them, like academic programmes 
' 

catering and arconun dation and the like. This could be explained by the greater 

cmphasi , that they placed on the use of the marketing and societal marketing orientations. 

The study also found out that indeed there is a direct relationship between the level of 

student satisfaction and dissatisfaction, and the marketing and management philosophy 

practiced. In other words, the use of the right philosophy can elicit student satisfaction 

and vice versa. 

Therefore, it can be concluded that there are significant differences between the two 

categories of universities with regard to the marketing management philo ophie , and that 

the use of various marketing management philo ophie have diflerent cflects 011 th 

ati faction of the tudents. 

5.2 RE .O.M tE DATIONS 

From the ftm.: oino, it is clear that the practi or th ri •ht mark tin 

philo ph , , 11 lead to tud nt ' ati fa ti n \dth d It 
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philosophies which fit this framev.·ork nr th marketing concept, the societal marketing 

concept, which emphasize con.umer inter~..·sts and ultimate interests ofthe society at large. 

5.3 LIM IT TIO .'OF 'Ill E STUDY 

I. An e\lwuslr\" · ·tud · of all the institutions as initially targeted would have produced 

more reliable re ult . Lack of cooperation from the omitted institutions (and 

student ) fru trated this effort. 

2. Due to the negative image that universities have suffered before from the print and 

electronic media, the administrators were treating the study with suspicion _ a fact 

that could affect the reliability and honesty of their responses. 

5.4 SUGGESTIONS FOR FURTHER RESEARCH 

l . A study could be conducted on the effect of marketing management orientations 

on the image of the universities in Kenya 

2. A tudy could be conducted on the sati faction of tudcnts in a specific faculty 

with the variou erviccs, course · and programme. ollcred. 

J . A ·tudy could be conducted to determine whether the marketin, mannoement 

philo ophics play an · role in the mana 'emcnt of' the module II pro •rammc:-; , 



j 
Production 
Concept 

l 
-Assumed effective 
Demand 

-Lower pricing 
To attract demand 

-Lack of marketing 
Research 

-Wide distribution 
Of company 
Products 

- Assumed knO\\lcdg 
Of customer need 

l 
Product 

concept 

l 
-lack of market 
research 

-concentration on 
products than 

-perception of 
quality from 
Suppliers than 

customers 

OPERATIONAL DEFINITIOI\'S 

l 
Setting 

concept 

-foe], on existing 
products 

-coaxed customer 
purchase 
-aggressive sales 
promotion 

-mass marketing 

l 
Marketing 

concept 

l 
-customer 

l 
OCL tal 

marketing 
conc ~pt 

• -long-t rm cu tomcr 
orientation oncntatton 

- market research/ -long-t rm profit 
opinion surveys direction 

-integrated -integrated 
marketing programs marketing 

-target markets 
-customer scrvicv 
and care 

Satisfiel customer 

-calm/lack of complaints 

-societal gl:ncral 
\\dfare 

-complaint · 

tton 

-positive talk ofrhe company -nl;gati' d m ging l lk 
-repeat purchase 
-less attention to 

competing brands & 
advertisements 

-encouraging others to 
purchase or be 
organization's customers 

-dam gmg a ttJtu 

-d1 1. ut. gmg to 
orgamzat1 n · m r 
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APPENDIX 1 

Dear Sir/Madam 

Odongo S. 0. 
C/0 Faculty of Commerce 
University of Nairobi 
P.O. Box 30197 
NAIROBI 

RE: REQUEST FOR RESEARCH DATA- MARKETING MANAGEMENT 
PHILOSOPHIES 

I am a postgraduate student at the University of Nairobi, pursuing a Masters of Business 
and Administration (MBA) Degree, specialising in marketing. In partial fulfilment of 
the requirements of the stated degree, I am conducting a study entitled " The Marketing 
!1-fanagemeut Philosophies practiced by public universities and Non-Evangelical 
private universities in Kenya". 

Your organization has been selected for this study. Kindly assist in completing the 
attached questionnaire. The information obtained will be used purely for academic 
purposes and the findings of the study shall upon request, be availed to you. 

Any additional infonnation or comment not captured by the questionnaire would be 
highly welcome. 

Yours faithfully, 

Mrs. Margrct . mbok 
Lccturcr/supcn isor, 
Dt:partmcnt of Business Administration 



APPENDIX2A 
"TU '1\t€. 

QUESTIONNAIRE ~DMINISTRA TIONj-

This questionnaire consist of si . e t ions. 1 hope you will kindly help in filling in the 
form with the correct infornution. 

SECTION 1 

1. Nmm: ofth · l lniv 't it ...... ··············· ··· ·· ·· ········ ······ ·· ···· ············ 
2. llow w )Uld y u cia· if· our University as to ownership? (Please tick as 

approJ riate . 

1. 

2. 

Public 

Private 

[ 

[ 

b . . ? 3. How long have you een m operation .................. .. ......... ..... ......... .. 

4. tate the mission statement of your University (If any) 

•••••••••••••••••• ••••••••• •••••••••••••••••• ••••••••••••••••••••• ••••••••••• 0 ••••• ••••••• ••••• • • 

•••••• ••••• • •• • •••••• ••• ••• • • • •••••••••••• ••• •• ••• •••••• •••• •••• •• •••••• 0 •• ••• •• •••••••••••• ••••• 

••••••••••••••••••••••••••••••••••••••• •••••••••••••• ••••••••• • 0 •••••••••••••• •••••••••••• •••••• • 

5. State the objectives of your organization (if any), in order of importance and 

sta1iing from the most important. 

····························· ······················ ········· ······ ········ ······· ... ······ .. ····· 

····························· ···························· ················ ········ ······ ······ .... 

...... ······ ··············· ......... ·············· ·············· ..... ······ ········· ······ ...... . 

'E TIO II 

Please indicate your level of agreement with the following statement by placing a tick in 

the appropriate b x. 

I. 

trongly Agree 
Agree 

5 4 

citht:r agrce Disagret: Stron ,, • 
nor disagr~..:e D1s,1 '11.!1.! 

3 2 



2. Universities believe they offer the lowest 

fees or charges to students for 

courses they take. [ J [ [ ] [ ] [ ] 

3. By offering a wide range of 

Courses universities arc bl 
to charge lower fe s J [ ] [ · [ 

4. Universities assum • tn kn l\\' 

the needs 0 {' thL' S(Ud 'Ill \\ itiJ du' 

regard (l) cours ·s and ·ervicc . f J ] [ ] [ ] 

5. They ·hould b lie\ e that their courses 

guarantee tudent satisfaction [ ] [ ] [ ] [ ] [ ] 

6. Universities low priced courses (fees) 

automatically elicit favourable 

response from the target 

market (students) [ ] [ ] [ [ [ ] 

7. It is important that universities 

come up with courses, then 

call students to take them up. [ ] [ [ ] [ ] [ 

8. Universities have no need to poll the end 

users of their courses because their 

programmes and courses 

guarantee satisfaction. [ ] [ [ [ ] 

SECTION III 

Please tick in the appropriate box to indicate your level of agreement with the following 

statements: 

• trongly Agree 

Agree 

5 

I. Univ iti b li v th y off11 1 ro ramm 

th t rc o hi h qu lit ' 

1 in lh tmrkct I 

cith~r agree Disagree Str ngly 

nor d1sagrcc Dis<lgrec 

3 2 



2. Universities believe that courses and 

services they offer are responsive 

to the needs of the economy [ ] [ ] l ] [ ] [ ] 

3. They continuously review th UI"S"S 

and service they offer to ensun: that 

they meet their qunlit km.u1 Is I ] [ 

4. As long as univ ·rsiti •s 111 timain the1r quality 

Standards, ther · .-hnuld I 11 need for 

market reseun:h ] l ] l ] [ ] [ ] 

5. Univcrsitie, preo cupation is primarily 

with services and cour ·es to be 

offered to students. [ ] [ [ ] [ 

6. Universities produce programmes and 

services which they strongly 

believe will automatically 

appeal to their target market [ ] [ ] [ ] [ ] [ 

SECTION IV 

Please indicate by ticking in the appropriate box your level of agreement with the 

following statements. 

Strongly Agree Neither agree Disagree 

Agree nor disagree 

5 

l. Univer ities normally encourage students 

to take up the courses and 

services that they offer. ] 

2. Uni\'ersities aggressively promote their 

cour:s '. and services to the 

market. 

th, t th y m, intain or 

r r gram an I 
t th Uni\' r ity.l 

4 3 2 

trongly 
Disagree 



4. Universities believe that they know the 

needs of their market and therefore 

market research has no place 

in their institutions. 1. ] [ ] [ ] 

5. Universities have no nt.: ·d to .tss ·ss ti1L' 

views or their stud ·nts ... 1.1[' 1111 l 

the courses und sL·n·i · ·s th • < t r ., 
becaus · thcy h ·It.,. · their fie rings 

arc the best. [ l ] [ ] [ ] 

6. Univcr ·itic · bdicve their market has no 

reason to di Tegard their courses 

and service . [ ] [ ] [ ] [ ] 

7. Universities courses and services pre-empt 

the possibility of any complaints 

from their students. [ ] [ ] [ ] [ ] 

SECTIONV 

Please indicate by ticking in the appropriate box your level of agreement with the 

following statements about universities 

[ 

[ ] 

Strongly Agree Neither agree Disagree Strongly 

Agree nor disagree Disagree 

5 

1. Universities constantly monitor their 

level of commitment and orientation 

to sen ing their customers needs [ 

2. 1 heir programmes, ·ervices and 

'our.se ·'objectives arc driven by 

cu tomcr satisfaction. I 

lJniv r itic men un: cu ·tomcr .satisladi m 

y t m tically and frt:qu •ntly. I I 

dll 

4 3 2 



5. They poll end-users at least once 

a year to assess the quality of their 

new courses, programs, and 

services. [ ] [ [ ] 

6 Surveys oftheir students is th~..· onl 

way through which llni' ·r~iti ·s ·an 

determine whall'tlltrses. · 'tVi es 

and programs slmknt· ''ill need 

in future . J ] [ ] [ ] r 

7 Alltmiwr 'ilic, their business functions 

(academic and other ) are integrated 

in serving the needs of their target 

markets. [ J [ J [ J [ J [ J 

8 The universities business functions and 

departments are responsive to 

each others needs and requests. [ ] [ J [ [ ] J 

9 Top administrators from 

every function regularly visit 

students. [ J [ ] [ ] [ J [ ] 

I 0 Administrators freely communicate 

information about their successful 

and unsuccessful customer 

experiences across all business 

functions. [ [ ] 

II Universities target customers where 

they have an opportunity for 

competitive advantages r 

12 Uni\·crsity administrator /managers 

undcr~tand how evcryont.: in their 

in ·titutions can contribute to 

cr~.:ating cu ·tomcr satisfaction 

L) ., h admini tmtion/manag m nt 

in i t n impr n in • , nmt•tl 

r t ur c I th unive ity 



14 Universities recall launched programmes 

and services because of students 

complaint about them. [ ] [ 

SECTION VI 

[ ] [ ] 

Please indicate with a ti ·k iu thl' •II pmpriat box the extent to which you agree or 

disagree with Ctl ·h of lh' fl lhm Ill l ."lJtCI11ClltS. 

Strongly Agree Neither agree Disagree Strongly 
Agree nor disagree Disagree 

5 4 3 2 

1. Academic and business activities 

have no influence on the society [ ] [ [ ] [ 

2. Programs and courses offered 

should be life enhancing. [ ] [ [ ] [ [ 

3. Universities should have a 

marketing department which 

is responsible for 
co-ordinating of activities of all 

other departments. [ [ ] [ [ J 

4. Marketing should 
aim at satisfying long-run 

customer needs. [ [ [ J 

5. I would like to see some 

resources channelled to social 

1s ues. 

G. In Kenya, advertising program 

to prospective students need 

not b true. 

7. Univc1 itic should provide 

g o I tudyin and working 

nvir 11111 nt lr th ir tu nt 

an mpl yc 
j 

7 



8. Students and employees' complaints 

are taken seriously. [ 

9. Asking the universities to contribute 
to social issues is asking fort 

much. 

10. Marketing research is u · d 
to determine stud ·ntn' ·d . 

II. lf a univ~rsit 'oiTT un;:s 
that kad to deviant cial behaviours, 
one hould ·u1 p rt adoption of 
mea ures to avert that 
that development. [ 

12. Universities should only be 
responsible to the students. 

13. Societal goodwill does not lead 
to enl1anced social image of 

the universities. 

14. Time and resources spent on 
social issues is time and 
resources wasted. 

15. Long term positive image of the 
universities results from student 

satisfaction. 

16. Managers/administrator at the 
universities can correctly guess 

what student 'needs are. 

[ ] 

[ 

[ 

I 7. l..J ni versitie ·' admini trator believe 

students and employct:s 
he \ 'C a right to bt: heard. 

I X. 'I h, c II or o ial rt:sp n ihility 
is too 

[ ] [ 

l [ ] 

[ 

[ ] [ ] 

] [ ] 

[ ] 

111 K l'Oll J LRl' \fl/( Ill OR l'OlJU ( JOPLR 11 

[ 

[ 

[ [ 

l 

[ [ ] 

[ l 

[ 



APPENDIX 2B 

QUESTIONNAIRE TO THE STUDENTS 

This questionnaire consist 4 section and \ iII b" as brief as possible. I hope you will take 

you time to help me with the rei v·1nt information 

SECTION I 

!.Name or the Univ~;:r·it ·············· · ............ ······························ .. ······· ......... . 

2. Cla 'Sification of the Uni ersity as to ownership 

1. Public l ] 

2. Private [ ] 

3. Respondent's sex 1. Male [ ] 

2. Female [ ] 

U . . ? y 
4. How long have you been at the mverstty. . . . . . . . . . . . . . . . ears 

5. Which faculty are you in? .............. · ... ···· .. ··· · ·· ......................................... . 

6. Which courses do you take? .......... ···················· .. · .. ........ ... ...................... . 

...... ... ... ······ ························ ························ ······· ........... ······ ... ········ .. 

SECTION II 

Please indicate the level of your agreement or disagreement with the following tatemcnt 

tud nts high! · d 'mand th' 
cout cs and pr 'rams offered 
at th uni,· r ity . 

. , h · univ r it) o r t:Oll 

n I n i · th t 1 think ar 
hi h u lity. 

trongly Agree Neither Disagree 'trongl) 
agree agree n r disagn;e 

disagn;e 

5 4 3 2 



3. I prefer the course I'm offered 
to others. [ [ [ [ 

4. I applied for the courses I'm 
taking currently. [ 

5. The courses I take ar in lim: 
with my career aspirations 1. [ 

6. Oiven chance f(H· chan' · I "til 
still retaiu tl\t:llt. l l ] [ ] [ 

7. We nrc uhvn · · c n ·ulted before 
coun~ · arc de ·igned b the 

Univer ·it '. l [ ] [ 

8. l was a si ·ted by the university 
to get proper career background. [ ] [ [ 

9. We are currently being given 
courses background. [ [ [ ] ] [ 

10. We are being given additional 
courses to prepare us for the job 
market. [ ] [ [ [ l 

ll. The university can currently 
claim to know my and other 
students needs. [ 

12. The univer ity always conduct 
a research to kl10'' the wa) we 
feel about the cour es they offer. [ [ 



SECTION III 

Please indicate with a tick in the appropriate box the extent to which you agree or 

disagree with each of the following stnt~m nts. 

, tron 1) Agree Neither Disagree Strongly 
;\Ill' 'L' agree nor disagree 

disagree 

5 4 3 2 1 

I. Lcclun: theutn: · m ·ad ·quatcly 

SptlCIOllS [ 

2. They are properly lighted and 

ventilated. [ r ] [ ] [ [ ] 

3. lt is ery easy to get a sitting 

space of the library and the 

lecture theatres. [ ] [ ] [ ] [ [ 

4. We normally, and easily get the 

recommended relevant reference 

materials at the library in good 

supply and at the right time. [ ] [ [ [ ] 

5. The library assistants are always 

of help to us. [ [ ] ] 

6. The university lecturers, employees 

and administrators are always 

committed to assisting us in 

most matters. [ [ [ 

7. ometimes we have complaint 

with services and personnel at 

tht! uniYersity. 

8. If an). our complaint arc always 

taken well. [ 



SECTION IV 

Please indicate the level of your agn.: m 'nt or di 'agrc ment with the following statement 

nor" 

1. The halls orr ·sid ·n · · .u , 
In 'Ot)(.l · Hldi ti~ 11 · 

2. Basic mucnitie · like electricity 
and water are ah\ a} s available. 

lf they are not available the 
authoritie always appeal for 
our under tanding and assist 
in their provision or offering 
alternative. 

4. The environment around the halls 
of residence is conducive and 
attractive. 

5 

[ 

[ 

[ 

5. The catering units at the university 
are in very good condition and 
offer high quality products 
and services. [ 

6. The prices quoted for food is 
\\Orth, \\ith due regard to 
quality and quantity. 

7. We participated in the decision 
of menu item and pricing. 

8. \Vc don't alwa ·s complain ah ut 
tht:: fo 1 l and crviccs. 

9. Sh ull \\ h· n: complaint ~ 

d ut th • r ' i at th cat ring 
unit th ·y r 'll pre i t d md 
' lit k n. 

A rcc 

4 

I. 

[ 

] [ ] 

[ 

[ ] 

Neither Disagree Strongly 
agree nor disagree 
disagree 

3 2 1 

[ ] [ [ 

[ ] [ ] 

[ ] [ [ 

[ [ [ 

[ ] 



I 

·rosstabs 

Case Processing Summary 

Cases 
Valid Missinq 

N Percent N Percent N 
GROUP1 _1 * GROUP1 _6 8 57.1°o 6 42.9% 
GROU P1 _1 * GROUP1 _7 8 57.1% 6 42.9% 
GROUP1 _1 * GROUP1 8 8 57. 1% 6 42.9% 
GROUP1 1 * GROUP1 9 7 SO.OYo 7 50.0% 

lROUP1 _1 * GROUP1 6 

Chi-Squor Tests 

r-... 

Asymp. Sig. 
Value df (2-sidecJl 

Pearson Chi-Square 48.oooa 42 .243 
Likelihood Ratio 30.498 42 .906 
linear-by-Linear 
Association .823 1 .364 

~of Val id Cases 8 

a. 56 cells (1 00.0%) have expected count less than 5. The minimum expected count is .13. 

lROUP1 _1 * GROUP1_7 

Chi-Square Tests 

r-... 

Asymp. Sig. 
~ Value df (2-sided) 
Pearson Chi-Square 48.000a 42 .243 
likelihood Ratio 30.498 42 .906 

!linear-by-Linear 
3.981 1 .046 Association 

N of Valid Cases 8 

a. 56 cells (1 00.0%) have expected count less than 5. The minimum expected count is .13. 

~0UP1 _1 * GROUP1 _8 

Chi-Square Tests 

Value 
48.000 11 

30.498 

.601 

f'\1101 1 r.Q()IID1 Q 

Asymp. Sig. 
df (2-sided) 

42 .243 
42 .906 

.438 

count 1 .13. 

Total 

Percent 
14 100.0% 
14 100.0% 
14 100.0% 
14 100.0% 

, 



Chi-Square Tests 

Asymp. Sig. 
Value df _(2-sided) 

Pearson Chi-Square 29.750a 25 .234 
Likelihood Ratio 21.698 25 .653 
Linear-by-Linear 
Association 1.142 1 .285 

N of Valid Cases 7 

a. 36 cells (1 00.0%) have expected count I th n 5. Tl1 minimum expected count is .14. 

I 
,rosstabs 

Case Processing Summary 

Cases 
Valid Missinq Total 

N Percent N Percent N Percent 
GROUP2_1 * GROUP2_6 8 57.1% 6 42.9% 14 100.0% 
GROUP2_1 * GROUP2_7 8 57.1% 6 42.9% 14 100.0% 
GROUP2_1 * GROUP2_8 8 57.1% 6 42.9% 14 100.0% 
~ROUP2 1 * GROUP2 9 7 50.0% 7 50.0% 14 100.0% 

~~OUP2_1 * GROUP2_6 

Chi-Square Tests 

r-.. 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 56.oooa 49 .229 
likelihood Ratio 33.271 49 .958 
linear-by-Linear 
Association 1.549 1 .213 

~of Valid Cases 8 

a. 64 cells (1 00.0%} have expected count less than 5. The minimum expected count is .13. 

1~0UP2_1 * GROUP2_7 

Chi-Square Tests 

I'... 

Asymp. Sig. 
/'-... Value df (2-sidedf 
Pearson Chi-Square 56.0008 49 .229 
likelihood Ratio 33.271 49 .958 
; ~~ar-by·Linear 

ociation 1.348 1 .246 

l!! of Valid Cases 8 

a. 6 cells ( 1 00.01') hav ct d count le s than 5. Th m nimum p ct d count is . 13. 

~OUP2_1 GROUP2_8 



Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided). 

Pearson Chi-Square 56.oooa 49 .229 
Likelihood Ratio 33.271 49 .958 
linear-by-Linear 
Association 2.596 1 .107 

N of Valid Cases 8 

a. 64 cells (1 00.0%) have expected count I th~ n 5. Tl1 minimum expected count is .13. 

lROUP2_1 * GROUP2 9 

Chi-Squ r T sts 

Asymp. Sig. 
Value df (2-sided). 

Pearson Chi-Square 35.oooa 30 .243 
likelihood Ratio 24.470 30 .750 
linear-by-Linear 
Association 3.932 1 .047 

~ of Valid Cases 7 

a. 42 cells (1 00.0%) have expected count less than 5. The minimum expected count is .14. 

\ 

~rosstabs 

Case Processing Summary 

Cases 
Valid Missinq Total 

....... N Percent N Percent N Percent GROUP1 _2 * GROUP1 _6 6 42.9% 8 57.1% 14 100.0% 
GROUP1 _2 * GROUP1 _7 6 42.9% 8 57.1% 14 100.0% 
GROUP1_2 * GROUP1_8 6 42.9% 8 57.1% 14 100.0% 
~ROUP1 2 * GROUP1 9 6 42.9% 8 57.1% 14 100.0% 

~OUP1_2 * GROUP1 _6 

Chi-Square Tests 

....... 

Asymp. Sig. 
:-:,.. Value df (2-sided) 
Pearson Chi-Square 30.0008 25 .224 
Likelihood Ratio 21.501 25 .664 
lin ar-by-Linear 
I Association .602 1 .438 

~of Vahd Cases 6 

36 c Us ( 1 00.0%) ha c pocted count less than 5. The minimum exp cted count is .17. 

~OUP1 _2 GROUP1 _7 



Chi-Square Tests 

Asymp. Sig . 
Value df . (2-sided). 

Pearson Chi-Square 30.oooa 25 .224 
Likelihood Ratio 21 .501 25 .664 
Linear-by-Linear 

1.853 1 .173 Association 
N of Valid Cases 6 

a. 36 cells {100.0%} have expected count I th n 5. Th minimum expected count is .17. 

~ROUP1 _2 * GROUP1 8 

Chi-Squ r T st 

Asymp. Sig. 
Value df _12-sidedl 

Pearson Chi-Square 30.000a 25 .224 
Likelihood Ratio 21.501 25 .664 
linear-by-Linear 
Association .011 1 .917 

N of Valid Cases 6 

a. 36 cells {1 00.0%} have expected count less than 5. The minimum expected count is .17. 

~ROUP1_2 * GROUP1_9 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 24.oooa 20 .242 
Likelihood Ratio 18.729 20 .540 
linear-by-Linear 
Association .073 1 .787 

~of Valid Cases 6 

a. 30 cells (100.0%} have expected count less than 5. The minimum expected count is .17. 

;tosstabs 

Case Processing Summary 
t--.. 

Cases 
Valid Missing_ Total 

~ N Percent N Percent N Percent ll.lROUP2_2 • GROUP2_6 6 42.9% 8 57.1% 14 100.0% I GROUP2_2 • GROUP2_7 6 42.9% 8 57.1% 14 100.0 ~:, GROUP2 2 • GROUP2 8 6 42.9'% 8 57.1% 14 100.0% ~ROUP2 2 • GROUP2 9 6 42.9% 8 57.1% 14 100.0~ 

ROUP2_2 GROUP2_6 



Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided). 

Pearson Chi-Square 30.oooa 25 .224 
Likelihood Ratio 21 .501 25 .664 
Linear-by-Linear 

2.182 1 .140 Association 

N of Valid Cases 6 

a. 36 cells (1 00.0%) have expected count I s th n 5. Th minimum expected count is .17. 

lROUP2_2 * GROUP2 7 

Chi-Squ r T sts 

Asymp. Sig. 
Value df (2-sided). 

Pearson Chi-Square 3o.oooa 25 .224 
Likelihood Ratio 21 .501 25 .664 
linear-by-Linear 
Association .061 1 .805 

N of Valid Cases 6 

a. 36 cells (100.0%) have expected count less than 5. The minimum expected count is .17. 

l~OUP2_2 * GROUP2_8 

Chi-Square Tests 

I'-. 

Asymp. Sig . 
"'- Value df (2-sided) 
Pearson Chi-Square 3o.oooa 25 .224 
likelihood Ratio 21.501 25 .664 
linear-by-Linear 
Association .031 1 .860 

~of Valid Cases 6 

a. 36 cells (100.0%) have expected count less than 5. The minimum expected count is .17. 

~OUP2_2 * GROUP2_9 

osstabs 

Chi-Square Tests 

Value 
24.0008 

18.729 

.662 

df 
20 

20 .540 

.416 

cted count i .17. 



Case Processing Summary 

Cases 
Valid Missinq Total 

N Percent N Percent N Percent GROUP1_3 * GROUP1 _6 7 50.0% 7 50.0% 14 100.0% 
GROUP1 _3 * GROUP1 _7 7 50.0°o 7 50.0% 14 100.0% 
GROUP1 _3 * GROUP1 _8 7 50.0°o 7 50.0% 14 100.0% 
GROUP1 3 * GROUP1 9 7 50.0°o 7 50.0% 14 100.0% 

lROUP1 _3 * GROUP1 _6 

Chi-Squ r T 

Asymp. Sig. 
Value df 12-sided). 

Pearson Chi-Square 42.oooa 36 .227 
Likelihood Ratio 27.243 36 .853 
linear-by-Linear 
Association .034 1 .853 

N of Valid Cases 7 

a. 49 cells (1 00.0%) have expected count less than 5. The minimum expected count is .14. 

lROUP1_3 * GROUP1_7 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided)-

Pearson Chi-Square 42.oooa 36 .227 
Likelihood Ratio 27.243 36 .853 
linear-by-Linear 
Association .513 1 .474 

~of Valid Cases 7 

a. 49 cells (1 00.0%) have expected count less than 5. The minimum expected count is .14. 

iROUP1 _3 * GROUP1 _8 

Chi-Square Tests 

!'.... 

Asymp. Sig. 
r:-,... Value df (2-sidedf 
Pearson Chi-Square 42.oooa 36 .227 
li ehhood Ratio 27.243 36 .853 
lin ar-by-Linear 
1\ssociation .002 1 .967 

.t of Valid Cases 7 

· 49 c II (1 00.0 ) h ct d countless than 5. Th minimum e p ct d count i .14. 

~OUP1 _3 GROUP1 _9 



Chi-Square Tests 

Asymp. Sig. 
Value df 12-sided}-

Pearson Chi-Square 35.oooa 30 .243 
Likelihood Ratio 24.470 30 .750 
Linear-by-Linear 

.526 1 .468 Association 
N of Valid Cases 7 

a. 42 cells (1 00.0%} have expected count I th n 5. Tl1 minimum expected count is .14. 

I 

•rosstabs 

C so Processing Summary 

Cases 
Valid Missing Total 

N Percent N Percent N Percent GROUP2_3 * GROUP2_6 7 50.0% 7 50.0% 14 100.0% 
GROUP2_3 * GROUP2_7 7 50.0% 7 50.0% 14 100.0% 
GROUP2_3 * GROUP2_8 7 50.0% 7 50.0% 14 100.0% 
GROUP2 3 * GROUP2 9 7 50.0% 7 50.0% 14 100.0% 

IROUP2_3 * GROUP2_6 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sidecl} 

Pearson Chi-Square 42.oooa 36 .227 
likelihood Ratio 27.243 36 .853 
linear-by-Linear 
Association .079 1 .779 

~of Valid Cases 7 

a. 49 cells (1 00.0%} have expected count less than 5. The minimum expected count is .14. 

iROUP2_3 * GROUP2_7 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 42.oooa 36 .227 
Li elihood Ratio 27.243 36 .853 

I ~lear-by-Linear 
sociation .149 1 .700 

~of Valid Cases 7 

a. 49 cells (100 Oo/o) hav e ct d count loss th n 5. Tho rnmimum e p ctod count is .14. 

ROUP2_3 GROUP2_8 

7 



Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 42.0003 36 .227 
Likelihood Ratio 27.243 36 .853 
Linear-by-Linear 

.341 1 .559 Association 

N of Valid Cases 7 

a. 49 cells (1 00.0%) have expected count I th n 5. Th minimum expected count is .14. 

lROUP2_3 * GROUP2_9 

Chi-Squar T st 

Asymp. Sig. 
Value df (2-sidedf 

Pearson Chi-Square 35.oooa 30 .243 
likelihood Ratio 24.470 30 .750 
linear-by-Linear 
Association 1.455 1 .228 

N of Valid Cases 7 

a. 42 cells {1 00.0%) have expected count less than 5. The minimum expected count is .14. 

I 

~rosstabs 

Case Processing Summary 

Cases 
Valid Missinq Total 

N Percent N Percent N Percent 
GROUP1_4 * GROUP1_6 12 85.7% 2 14.3% 14 100.0% 
GROUP1 _ 4 * GROUP1 _7 8 57.1% 6 42.9% 14 100.0% 
GROUP1_4 * GROUP1 _8 9 64.3% 5 35.7% 14 100.0% 
~ROUP1 4 * GROUP1 9 7 50.0% 7 50.0% 14 100.0°1o 

lROUP1 _4 * GROUP1 _6 

Chi-Square Tests 

Asymp. Sig. 
Value df 12-sidedl 

Pearson Chi·Square 108.0003 99 .252 
Likcllllood Rat1o 54.093 99 1.000 

i ~oar-by-Linear 
soci lion 5.476 1 .019 

LN of Valid Cases 12 

· 120c II (100.0 ) h t d count t ss than 5. Th m n mum p ct d count i .08. 

ROUP1 _4 GROUP1 _7 



Chi-Square Tests 

I Asymp. Sig. 
Value df (2-sided) 

'Pearson Chi-Square 56.0003 49 .229 
Likelihood Ratio 33.271 49 .958 
Linear-by-Linear 

.744 1 .388 ~Association 
N of Valid Cases 8 

a. 64 cells (1 00.0%) have expected count I th n 5. Th minimum expected count is .13. 

iROUP1 _ 4 * GROUP1 8 

Chi-Squ r T st 

Asymp. Sig . 
Value df (2-sided) 

Pearson Chi-Square 72.0003 64 .230 
Likelihood Ratio 39.550 64 .993 
Linear-by-Linear 

2.206 1 .137 Association 

N of Valid Cases 9 

a. 81 cells (1 00.0%) have expected count less than 5. The minimum expected count is .11 . 

iROUP1_ 4 * GROUP1_9 

Chi-Square Tests 

Asymp. Sig . 
Value df . (2-sided). 

Pearson Chi-Square 35.oooa 30 .243 
likelihood Ratio 24.470 30 .750 
linear-by-Linear 

.202 1 .653 Association 

N of Valid Cases 7 

a. 42 cells (1 00.0%) have expected count less than 5. The minimum expected count is .14. 

;rosstabs 

Case Processing Summary 

Cases 
Valid Missing Total 

N Percent J'.J_ Percent N Percent 
GROUP2 4 • GHOUP2_6 12 85.7% 2 14.3% 14 100.0% 
GROUP2_4 • GROUP2_7 8 57.1% 6 42.9% 1 1oo.o,:, 
GROUP2_4 • GROUP2_8 9 64.3% 5 35.7% 14 100.0 1 
GROUP2_4 • GROUP2 9 7 50.0% 7 50.0% 14 100.0% 

~OUP2_4 GROUP2_6 



Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 84.0008 80 .358 
Likelihood Ratio 48.547 80 .998 
Linear-by-Linear 

3.011 1 .083 Association 

N of Valid Cases 12 

a. 99 cells (1 00.0%) have expected count I s th n 5. Th minimum expected count is .08. 

IROUP2_ 4 * GROUP2 7 

Chi-Squ r T st 

Asymp. Sig. 
Value df 12-sidedl 

Pearson Chi-Square 48.oooa 42 .243 
Likelihood Ratio 30.498 42 .906 
Linear-by-Linear 

.090 1 .765 Association 

N of Valid Cases 8 

a. 56 cells (1 00.0%) have expected count less than 5. The minimum expected count is .13. 

lROUP2_ 4 * GROUP2_8 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sidedf 

Pearson Chi-Square 63.0008 56 .243 
Likelihood Ratio 36.777 56 .978 
Linear-by-Linear 

.004 1 .951 Association 

N of Valid Cases 9 

a. 72 cells (1 00.0%) have expected count less than 5. The minimum expected count is .11. 

lROUP2_ 4 * GROUP2_9 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 35.oooa 25 .088 
Likelihood Ratio 24.470 25 .492 
linear-by-Unoar 
A.ssociation 1.663 1 .197 

l!-J of Vahd Casos 7 

a. 36 cell (100 ) h ct d count less than 5. The minimum xpoct d count is .14. 

toss tabs 

10 



Case Processing Summary 

Cases 
Valid Missing_ Total 

N Percent N Percent N Percent 
GROUP1 _5 * GROUP1 _6 12 85.7% 2 14.3% 14 100.0% 
GROUP1 _5 * GROUP1 _7 8 57.1% 6 42.9% 14 100.0% 
GROUP1 _5 * GROUP1 _8 9 64.3% 5 35.7% 14 100.0% 
GROUP1 5 * GROUP1 9 7 50.0% 7 50.0% 14 100.0% 

~ROUP1_5 * GROUP1 _6 

Chi-Squ r T 

Asymp. Sig. 
Value df 1_2-sided} 

Pearson Chi-Square 96.oooa 88 .263 
Likelihood Ratio 50.273 88 1.000 
Linear-by-Linear 

.022 1 .882 Association 

N of Valid Cases 12 

a. 108 cells (100.0%) have expected count less than 5. The minimum expected count is .08. 

~ROUP1_5 * GROUP1_7 

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 48.oooa 42 .243 
Likelihood Ratio 30.498 42 .906 
Linear-by-Linear 

.371 1 .542 Association 

N of Valid Cases 8 

a. 56 cells (1 00.0%) have expected count less than 5. The minimum expected count is .13. 

~ROUP1 _5 * GROUP1_8 

Chi-Square Tests 

Value df 
Asymp. Sig 
1_2-sidedj 

Pearson Chi-Square 63.0008 56 .243 
Likelihood Ratio 36.777 56 .978 
linear-by-L1near 

' 149 1 .700 Associ lion 

~N of Valid Cases 9 

·72c lls(100.0 )h e p ct count! ssth n5. Theminmume p ctedcounti .11 . 

ROUP1 _5 GROUP1 _9 

, , 



Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided) 

Pearson Chi-Square 35.oooa 30 .243 
Likelihood Ratio 24.470 30 .750 
Linear-by-Linear 

3.649 1 .056 Association 

N of Valid Cases 7 

a. 42 cells (1 00.0%) have expected count I th, n 5. The minimum expected count is .14. 

rosstabs 

Cas Processing Summary 

Cases 
Valid Missing Total 

N Percent N Percent N Percent GROUP2_5 * GROUP2_6 12 85.7% 2 14.3% 14 100.0% 
GROUP2_5 * GROUP2_7 8 57.1% 6 42.9% 14 100.0% 
GROUP2_5 * GROUP2_8 9 64.3% 5 35.7% 14 100.0% 
GROUP2 5 * GROUP2_9 7 50.0% 7 50.0% 14 100.0% 

~ROUP2_5 * GROUP2_6 

Chi-Square Tests 

Asymp. Sig. 
Value df j2-sided} 

Pearson Chi-Square 84.0003 80 .358 
Likelihood Ratio 45.775 80 .999 
Linear-by-Linear 

.486 1 .486 Association 

N of Valid Cases 12 

a. 99 cells (1 00.0%) have expected count less than 5. The minimum expected count is .08. 

~ROUP2_5 * GROUP2_7 

Chi-Square Tests 

Asymp. Sig . 
Value df (2-sided) 

Pearson Chi-Square 4o.oooa 35 .258 
Likelihood Ratio 26.679 35 .843 
Linear-by-Linear 

.007 1 .933 Association 
N of Valid Cases 8 

ct d count I ss than 5. The minimum e p ct d count is .13. 

ROUP2_5 GROUP2_8 

1 



....-

Chi-Square Tests 

Asymp. Sig. 
Value df (2-sided)-

Pearson Chi-Square 54.oooa 48 .256 
Likelihood Ratio 32.958 48 .952 
Linear-by-Linear 

.066 1 .797 Association 

N of Valid Cases 9 

a. 63 cells (1 00.0%) have expected count I s th n 5. The minimum expected count is .11 . 

GROUP2_5 * GROUP2 9 

Chi-Squar T sts 

Asymp. Sig. 
Value df (2-sided). 

Pearson Chi-Square 29.750a 25 .234 
Likelihood Ratio 21.698 25 .653 
Linear-by-Linear 

.480 1 .488 Association 

N of Valid Cases 7 

a. 36 cells (1 00.0°1o) have expected count less than 5. The minimum expected count is .14. 



ge 11 SPSS/PC+ 

is procedure was completed at 8:55:22 
more on/screen on/pri off. 
file '\de\file1.sys'. 
SPSS/PC+ system file is read from 
file \de\file1.sys 

~ file was created on 11/03/10 at 10:34:40 
dis titled SPSS/PC+ System File WriLL n by Data Entry II 

SPSS/PC+ sysLem file con 
8 cases, each con · in o 
5 variabl s (in 1 u inJ ·y~·t m v ri bles) . 
5 variabl will b jn hi session. 

9e 6 SPSS/PC-l 

is procedur wa om leted at 11:08:07 
tEST /PAlRS GROUP1 GROUP2. 

7 

----....... __ 
ired samples t-test: 

tiable Number 
of Cases 

vUP1 8 
)UP2 8 

fference) Standard 
Mean Deviation 

SPSS/PC+ 

GROUP1 
GROUP2 

Standard Standard 
Mean Deviation Error 

3.9219 
3.0938 

Standard 
Error 

.832 .294 

.918 .32 5 

2-Tail 
Corr. Prob . 

. 517 . 183 .830 .011 

t Degrees of 
Value Freedom 

4.53 7 

11/3/ 0 

11/3/ 0 

11/3/ 0 

2-Tail 
Prob. 

.003 

I 
' 

------------------------------------------------------------------------~~-3e 8 SPSS/PC+ 

is procedure was completed at 11:08:07 
-file '\de\file2.sys'. 

SPSS/PC+ system file is read from 
file \de\file2.sys 
file was created on 11/03/10 at 10:34:40 
is titled SPSS/PC+ System File Written by Data Entry II 
SPSS/PC+ system file contains 

6 cases, each consis ing of 
5 variables (including sys em variables) . 
::.> va iables will e used in this session. ::;.. :{ · 3 6 S 

11/3/ 0 

---------------------------------------------------------------------------9 SPSS/PC 

J s com 1 d - 11:08;07 
GROU 1 G OUP2. 

1/3/ 0 

--------------------------------------------------------------------------0 

ou 1 
ou 2 

S SS/PC 1/ I o 



lred samples t-test: GROUP1 
GROUP2 

:iable Number Standard Standard 
of Cases Mean Deviation Error 

lDP1 14 3.1390 .592 .158 
lDP2 14 3.8125 .635 .170 

[fference ) s andc1 2-Tail t Degrees of 2-Tail Mean D vi t: i n Corr. Prob. Value Freedom Prob. 

-.6735 .G .175 .433 .122 -3 .85 13 .002 '---------------------------------------------------------------------------~e 17 SPSS/PC+ 

ls procedure was completed at 11:08:08 
file '\de \file5.sys'. 
SPSS/PC+ system file is read from 
file \de \file5.sys 
file was created on 11/03/10 at 10:34:40 

d is titled SPSS/PC+ System File Written by Data Entry II 
SPSS/PC+ system file contains 

13 cases, each consisting of 
5 variables (including system variables) . 
5 variables will be used in this session. 

le 18 SPSS/PC+ 

ls procedure was completed at 11:08:08 
~ST /PAIRS GROUP1 GROUP2. t::. 1'~?--1 
~e 19 SPSS/PC+ 

red samples t-test: GROUP1 
GROUP2 

Number Standard Standard 
of Cases Mean Deviation Error 

13 3.2500 1.291 . 358 
13 3.3558 1.650 .4 58 

fer:ence) Standard Standard 2-Tail 
Mean Devia·ion Error Corr. Prob. v 

-.1058 .645 .179 .933 .000 

t 
lue 

- .59 

11/3/ 0 

11/3/ 0 

11/3/ 0 

Deg · O[ 2-T il 
F . Prob. 

12 .:JG S --------------------------------------------------------------------------20 SPSS/PC 1/ I o 
. 11:08:08 

om 

y 

) . 



5 variables wi l l be used in this session. 
~----------------------------------------- --- -------------------------------ge 21 SPSS/PC+ 

is procedure was completed at 11:08:08 
rEsT / PAIRS GROUP1 GROUP2. 

11/3/ 0 

~ ---------------------- ----------------------------- ------------------------
~e 22 

ired samples t - t s 

tiable Num 
of 

1 2 
1 2 

GROU 1 
GROU 

t-1 n 

3.0662 
4.1648 

SPSS/PC+ 

SLa ndard Standard 
DeviaLion Error 

.723 .209 

.462 .133 

ifference) Standard 
Mean Deviation 

Standard 2-Tail t Degrees of 
Error Corr. Prob. Value 

-1.0986 .337 .097 .931 .000 -11.28 

ge 23 SPSS/PC+ 

is procedure was completed at 11:08:08 
t file '\de\file7.sys'. 
~ SPSS/PC+ system file is read from 

file \de\file7.sys 
- file was created on 11/03/10 at 10:34:40 
l is titled SPSS/PC+ System File Written by Data Entry II 
~ SPSS/PC+ system file contains 

8 cases, each consisting of 
5 variables (including system variables) . 
5 variables will be used in this session. 

24 SPSS/PC+ 

is procedure was completed at 11:08:08 
~EST /PAIRS GROUP1 GROUP2. 

25 SPSS/PC+ 

samples t- est : GROUP1 
GROUP2 

1umbe · Standard 
of C ses Mean De vi ion 

8 3.0637 .4 61 
8 3.9781 . 388 

s 
Co 

s andard 
Er Ol: 

.163 

.137 

2-T '1 
0 . 

.20 .071 .902 .00 

I 

:0 :0 

v u 

Freedom 

11 

,.,. 

7 

0 
on 

11/3/ 0 

2 - Tail 
Prob. 

.000 

11/3/ 0 

11/3/ 0 

11/3/ 0 



~t file 1 \de\file8. sys 1
• 

le SPSS/PC+ system file is read from 
file \de\file8.sys 

le file was created on 11/03/10 at 10:34:40 
\d is titled SPSS/PC+ System File Written by Data Entry II 
~ SPSS / PC+ system file contains 

9 cases , each consisting of 
5 variables (including system va iabl s) . 
5 variables will be used in hi session. 

·----------- - - -- ------------------
lge 27 

lis proccdur 
·TEST /PAIRS 

lge 28 

\ired samples 

w f; · om~ 1 
,1 OUP l 

t - test: 

lriable Number 
of Cases 

t0UP1 9 
~0UP2 9 

SPSS/PC-1 

1J :08:08 

SPSS/PC+ 

GROUP1 
GROUP2 

Standard 
Mean Deviation 

2.8080 .318 
3.6133 .508 

Standard 
Error 

.106 

.169 

Jifference) Standard Standard 2-Tail t Degrees of Mean Deviation Error Corr. 

- .8054 .3 32 .111 .771 

~ge 29 SPSS/PC+ 

lis procedure was completed at 11 : 08:08 
-t file 1 \de\file9. sys' . 
~e SPSS/PC+ system file is read from 

file \de\file9.sys 

Prob. 

.015 

e file was created on 11/03/10 at 10:34:40 

Value 

-7.28 

d is titled SPSS/PC+ System File Written by Data Entry II e SPSS/PC+ system file contains 
7 cases, each consisting of 
5 variables ( including system variable s). 
5 variables wi ll be used in this s es s i on. l ~ ~ J~h 
30 

v 
v 

SPSS/ PC + 

11 : 08 : 08 

is read f rom 

10:34 :40 
i n y D ·n y II 

) . 
------------------------------------------------------

( 0 
T I 

0: 

Freedom 

8 

11/3/ 0 

11/3/ 0 

2-Tail 
Prob. 

.000 

11/3/ 0 

11 / 3/ 0 



--------·----------------------------------------------------------------lge 33 SPSS/PC+ 

ired samples t-test: GROUP1 
GROUP2 

tiable Number Standa d Standard 
of Cases Mean D vi ion Error 

lOUP1 9 2 .8080 .318 .106 
lOUP2 9 .G133 .508 .169 

li[[erenc ) s Ul ... u n rd 2 - Tail t Degrees of 
Mean D vi 1 ion Error Corr. 

-.8054 .332 .111 .771 

tge 34 SPSS/PC+ 

tis procedure was completed at 11:10:45 
~t file '\de\file9.sys'. 
~ SPSS/PC+ system file is read from 

file \de\file9.sys 

Prob. 

.015 

le file was created on 11/03/10 at 10:34:40 

Value 

- 7.28 

ld is titled SPSS/PC+ System File Written by Data Entry II 
~ SPSS/PC+ system file contains 

7 cases, each consisting of 
5 variables (including system variables) . 
5 variables will be used in this session. 

tge 35 SPSS/PC+ 

is procedure was completed at 11:10:45 
.t more on/pri off. 

Freedom 

8 

11/3/ 0 

2-Tail 
Prob. 

.000 

11/3/ 0 

11/3/ 0 



0UP1 6 3.7708 .998 .408 
0UP2 6 3.3542 1.526 .623 

ifference) Standard Standard 2- Tail t Degrees of 
Mean Deviation Error Corr . Prob. Value Freedom 

.4167 .6 88 .281 . 936 .006 1. 48 5 

ge 11 SPSS/PC+ 

is p rocedur w i 1J :08:07 
t file '\d\ fiJ 
te SPSS/PC+ .>y,; 1 from 

fil \d \ U 1 
te file w 
~ is till d Written by Data Entry II 
1e SPSS/PCt· 

7 case , ch consisting of 
5 vari bles (including system variables ). 
5 variables will be used in this session. 

,ge 12 SPSS/PC+ 

tis procedure was completed at 11:08:07 
TEST /PAIRS GROUP1 GROUP2. 
---------------------------------------------- -
•ge 13 SPSS/PC+ 

1ired samples t-test: GROUP1 
GROUP2 

0UP1 
0UP2 

Number 
of Cases 

7 
7 

Standard 
Mean Deviation 

2.8696 .910 
2.4786 1.040 

Standard 
Error 

. 344 

. 39 3 

2 - Tail 
Prob. 

.198 

11/3/ 0 

11/ 3 / 0 

11 / 3 / 0 

if f e rence) Standard 
Me an Deviation 

Standard 
Error 

2 - Ta i l 
Corr . Prob. 

t Degrees of 2- Tail 
Value Freedo m Prob . 

. 3 911 .4 50 .170 .9 02 . 005 2 . 30 6 . 061 '------------------------------------------------- ----- ------ ----- ---- ------e 14 SPSS /PC+ 

s rocedu e 1as completed at 11 : 08 : 07 
file ' \d \ ile4 . sys '. 
SPSS/PC+ 
f"l \ e 
f"l w s 
i i 
S SS/ 

1 c 
5 v 

11/3/ 0 

D En y II 

) . 

--------------------------------- --------------- ---- --- ----------s I I I o 
: 08 : 08 



Appendix 6 

Expansion of University Education in 1 nya : 

Public Oniversitic 

'1964 Nairobi Univ 'I .;it ' ollegc of East Africa 

1970 Univer "it ' or airobt 

1984 Moi ni,·er it ' 

1985 Ken atta University 

1987 Ege11on University 

1988 Jomo Kenyatta University College of Agriculture & Technology 

2000 Maseno University 

Source: "Trends and the future ofUniversity education in Kenya". 

PW AP; Achola, Kerre et al (1990). 

Private Universities 

University Year Statted Year Accredited 

l. Catholic 1961 1992 

2 s l -Africa 1972 1999 

.... ay tar 1973 1994 J . 

4 . Baraton 19 7 1999 

5 fiz ren 1987 

6. K· t, rak 2000 



Appendix 7 

List of Public Univcr ities In Kenyn 

I. Univcr ·it of Nait t)l i 

2. Kcnyalla l ni' 't.:il • 

3. IVloi Uni\''rsit) 

4. Jomo ken ·atta ru ersity of Agriculture & Technology (JKUAT) 

5. Ma eno niversity 

List of non-evangelical Private Universities in Kenya 

1. University of Eastern Africa -Baraton 

2. Catholic University ofEastem Africa 

3. Daystar University 

4. Nazarene University of Africa 

5. United Nations International University (USIU)-Africa 

List of Evangelical Private Universities in Kenya 

l . t Paul's Theological College 

2 cott' Theological ollege 

3. Ea t African chool ofTheolog} 

4. Pan African hri tian liege 

5. ''airobi [vangelical 1aduatc ch ol of'l heolog • 

airobi Intcl!lational School of 'J h olo y 

7 IIi hland I ibl ollc 'C 

th li t Univ ·r it • 

ur ( mmi i n fl 1 IIi ,h 1 l·du tti n 


